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FARM MARKET 


HERE is a very dramatic story in this issue of 
ELECTRICAL MERCHANDISING. It is the story of 
what electricity has brought to one farm woman 
(page 40). It deals with her relief from an almost inhuman 
amount of labor in taking care of one only of her many 
tasks—that of laundry. 

Those of us who live in cities have been so accus 
tomed to the relief from burdensome tasks, year by year 
brought by electricity, that there is something almost 
startling to realize that there are families by thousands in 
this country who, when electricity is brought to their 
farm home, step at once over a generation of time in 
civilization. We use the term civilization advisedly, since 
electricity means so much that the word represents 

[It is uncivilized, certainly, for a woman to carry water 
by the hundreds of gallons and to spend hours at the back 
breaking toil of rubbing clothes upon a board when two 
small electric motors will do all this for her. The article to 
some readers may seem entirely statistical. The compari- 
son, for instance, of 57 hours in 13 weeks of hand washing 
48 against no hours of hand washing with an electric 
washer, running 33} hours to do her work for her; or in 
ironing, when she stood 374 hours over an ironing board as 
against 10 hours at the ironing board with a smooth auto- 
matic electric iron and an additional 17 hours sitting com 
fortably before an ironing machine simply feeding the 
‘lothes through. 

These figures can either be regarded as dryly statistical 
or of intense human interest. The 57 hard hours that this 
woman spent rubbing clothes against a board are anything 
but statistics to her. They are a memory now—happily 
only a memory—of very back breaking toil 

Electricity as it helps human beings, not in washing only 
but applied to all the household tasks and to many of the 
tasks on the farm itself, should always be present in our 
minds when we read figures on farm electrification and 
make forecasts of the farm market. This one woman’‘s 


experience can be shared by the women dwelling on 
275,000 other farms that have been newly connected to 
electric service lines in the first six months of 1946. There 
are hundreds of thousands of other farmers and farmers’ 
wives anxiously waiting for the day when they too can 
enjov these benefits 


EFORE the end of the year, it is expected that addi- 

tional farms will be added to make the total of 450,000 
for 1946. These are an increase to the total of 2,912,630 
the reported farm customers of January 1, 1946, repre- 
senting a tremendous advance in the living standards of a 
most important section of our population, enabling them 
to earn larger incomes, freeing them from an infinity of 
the hardest kind of work and giving the farm home the 
comfort and facilities of the best town and city dwellings. 

This development is reflecting ifself rapidly in the great 
opportunities offered the appliance merchant. The farm 
family not only needs our products, it has ample money 
to buy them with. Farm income last year totaled nearly 
$21 billion. It will total nearly $23 billion for 1946. 

The Federal Reserve Survey, reported in this issue 
forecasts that buying of durable goods, which includes 
appliances, in the open country, which means farm plus 
rural non-farm (people living in towns of less than 2,500 
population) will surpass the buying of metropolitan areas 
for durable goods. This is not an exact figure, of course 
but as an approximation or estimate, it accords closely 
with all other indications of the vast market, in consider- 
able part a new market, which this industry is called upor 
to serve. 

The entire industry is wakening to this opportunity 
[t is to those of our dealers closest to this market in the 
small cities and towns, that we especially recommend a 
careful planning and preparation to take care of the busi 
ness which is at their doors 
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Keeps hot utensils out of toddlers’ 
reach—while it brings new front 
work-space for housewives! 


. 
Only Presteline offers a choice of 


three different tops — the choice 
preferred by 97% of American 
women! 


“How can | keep my baby safer in my kitchen?” 

. is a vital question now being answered for 
millions of women by the new Presteline electric 
range with the child-proof Safety Top. It’s a dra- 
matic feature of Presteline full-color advertisements 
that your customers will see in American Weekly, 


Better Homes and Gardens, Collier’s and McCall's 


NO OTHER RANGE OFFERS 


She's number one on the 
sales force of the new 


safety top Presteline/ 

















. during October and November. Be prepared 
to answer your customers’ inquiries about the 
new Presteline Safety Top electric range and the 
streamlined kitchen cabinets soon to be seen. For 
full information call Presteline distributor nearest 
you—or write us direct. A limited number of 


dealerships are still available. 


ALL 21 PRESTELINE FEATURES 


neoteline 


ELECTRIC RANGE 


PRESSED STEEL CAR CO., INC. 


Domestic Appliance Division 666 Lake Shore Drive, Chicago 11, Ill. 


© 1946—Pressed Steel Car Co., Inc 
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plastic is swell 


agitators 





mce. That's not just our say-so. 
It's proved by consumer preference, proved by the 
leading home washers that feature ECLIPSE All-Plastic 


PROTECT CLOTHES BETTER: Agitators as standard equipment. Don’t think for a minute 
can’t tear or catch 


materials because there 


ont um edlaee that Barton, Conlon, Kitchen Queen, Norge, 


. 
Eclipse can’t rust or discolor to 


make clothes look dingy. Thor and Zenith aren’t on their toes with the latest 


7 
all-plastic WEAR BETTER: are extremely 


durable, save replacement 


. and best in service for bigger and better sales. That's why 
agitators = «ers 





r LOOK BETTER: their gay, 
have these hig paniaiiitss dallas angen they prefer ECLIPSE—and the sales-making advantages 


to women 


advantages! EASIER TO CLEAN: not affected of plastic. Better join this plastic parade—it’s going to town! 
by any soap or washing 
powder 
: 
j 
f EASIER TO HANDLE: plastic is 
i wonderfully lightweight 


LOOK TO ECLIPSE for the latest and best in all-plastic agitators 


moulded products company 


Plastics Division of General American Transportation Corporation 


5162 NORTH 32nd STREET, MILWAUKEE 9, WISCONSIN 
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A FREE ECONOMY 
IS WORTH FIGHTING FOR 





decontrol machinery, set up by Congress, is 

to be effective. The present price control 
law is far more than a set of instructions to the ad- 
ministrators of OPA; it is a challenge to business to 
be aggressive in speeding decontrol decisions and 
in persuading the Price Decontrol Board to adopt a 
strong stand for return to a free economy. 

Thus far business has not met this challenge. Two 
months after the passage of the new price law not a 
single application for decontrol of a major product 
had been filed by an industry advisory committee. 
This is due in part to the red tape controlling such 
applications. Nonetheless, a continuation of such 
inactivity on the part of business can well result in 
perpetuating price control far beyond the time 
either the present law or sensible economic policy 
require. 


PF eccont must take the initiative if the price 


It was the clear intent of Congress to hasten our 
return to a free economy. In the legislation continu- 
ng the general control of prices, Congress formally 
declared its purpose to have it “terminated as rapid- 
ly as possible. 

To accomplish this, the House originally approved 

formula which would have made decontrol man- 

itory when production had attained a prescribed 

el. The automatic decontrol provision was dropped 
before the bill was finally passed, partly because of 
the uncertain effects of strikes on production. But 
Congress did not mean to return the timing and ex- 
tent of decontrol to the administrative discretion 
of OPA 

On the contrary, to assure having price control 
“terminated as rapidly as possible,” Congress created 
a Price Decontrol Board and gave it power to over- 

le OPA when the board finds price control should 
be removed. Moreover, it gave to industry the right 
and the responsibility to seek decontrol. Also, in a 
further effort to speed up the decontrol process, it 
placed narrow limits on the time allowed for board 
decisions. 

Congress had compelling economic reasons for do- 
ing its legislative best to speed up decontrol. 

1. It is by all odds the best way to eliminate the 


bottlenecks in production and the black markets 
which have plagued the country since V-J Day. 

Rigid price ceilings promote shortages of 
badly needed commodities by discouraging their 
production. Such shortages both upset the flow 
of production and promote black markets. At 
present a considerable part of American indus- 
try is stymied by shortage of critical parts and 
materials. Price control is much to blame. 

2. There must be flexibility of prices if a round of 
new wage adjustments, which may be forced on 
industry early in 1947, is to be negotiated without 
grave risks of seriously curtailing production. 

When, under the leadership of the national 
administration, the first post V-J Day round of 
wage adjustments was made, price ceilings 
were held rigid while wages were boosted. The 
result was a series of price-wage squeezes which 
upset production. They would have been dis- 
astrous if we had not been in a sellers’ market, 
created by a tremendous accumulation of war- 
time shortages. In 1947, however, many indus- 
tries will be in a buyers’ market. It must be 
possible, therefore, to have wage increases re- 
flected promptly in price adjustments if we are 
to avoid a repetition of the costly post V-J Day 
round of strikes, which often had price control 
as the key issue. 

3. Rapid decontrol is necessary to maintain a high 
level of employment and production. 

Almost five years of price control inevitably 
twisted the factors of production and distribu- 
tion far out of the equilibrium which would 
prevail in a free economy to which it is the 
clear purpose of the nation to return. Unless 
the return to a free economy is facilitated by a 
speedy and orderly decontrol, the jolt of an 
abrupt return to competition can be expected 
to upset employment and production seriously. 


Iv’s Up To Business 


To encourage speed and boldness in decontrol, 
Congress provided for the reimposition of control 
over any prices which, after being released, might 
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get out of hand. The dangers of this sort are chron- 
ically exaggerated. During the 25-day period in July 
when there was no price control the Civilian Produe 
tion Administration found that “manufacturers of 
finished industrial and consumer products have gen- 
erally exhibited commendable restraint in increasing 
prices no more than increased costs.” 

All of this endeavor to speed up decontrol and 
expand its scope is likely to be futile, however, un- 
less business furnishes the driving power for the 
machinery Congress provided. OPA certainly will 
not do it. Neither can the Decontrol Board be ex- 
pected to go out and drum up cases. 

The necessity for vigorous action by business in 
pressing for decontrol is increased by the fact that 
the general legislative standards to guide decisions 
by the Decontrol Board are vague. They must be 
clarified and sharpened by decisions in specific cases. 

The main principle to guide the decontrol of non- 
agricultural products is that price ceilings shall be 
removed when supply is in approximate balance 
with demand. But what precisely does that mean? 
The meaning will become clear only through Decon- 
trol Board decisions. 

The same is true of the principle which makes au- 
tomatic decontrol of a non-agricultural commodity 
contingent on whether or not it “is important to 
business costs or living costs.” Business must press 
cases which will give specific meaning to those vague 
terms if decontrol is to get on apace. 


Cards Are Stacked 

At present the government has the cards pretty 
well stacked against rapid decontrol. 

First, the key members of the staff of the Price 
Decontrol Board are holdovers from the Bowles 
regime which emphasized the importance of carrying 
on price control rather than speed in getting rid of it. 

Second, in exercising his authority to prescribe 
regulations to govern petitions for decontrol, the 
OPA administrator has required excessively compli- 
cated statistical and economic data. Manufacturers 
who are sure they can convince any fair-minded 
board of the desirability of decontrolling certain of 
their products assert that they are blocked by statis- 
tical entanglements. 

Third, OPA has discouraged business from moving 
immediately under one section of the law to speed 
decontrol. This section provides that products “not 
important in relation to business or living costs” 
may be freed from price ceilings immediately and 
must be freed by December 31, 1946, unles OPA 
specifically finds they are important to these costs. 


THIS JS THE 5ist OF A SERIES 


Instead of making it possible for business to move 
under this section now, OPA has issued rules which 
have the effect of blocking such a course until the 
end of the year. 

In the light of obstacles such as these, it is not sur- 
prising that the record of decontrol to date is not 
impressive. 


Decontrol Record 


Since June 30 there has been a drop from about 
70% to about 60% in the total value of products 
under price control. But most of the drop has been 
accounted for by food products, which Congress took 
the lead in decontrolling, and by industrial machin- 
ery which was being decontrolled when Congress 
acted. By far the larger part of manufactured con- 
sumer goods remains under control. 

This, however, is no time for business to be dis- 
couraged. Rather, business should accept the obsta- 
cles put in its way as a challenge and work harder 
than ever for speedy decontrol. 

The case for decontrol should not be stated in nar- 
row technical terms. It should be based on grounds 
of broad public policy, and should demonstrate how 
a speedy return to a free economy can hasten the 
full release of the nation’s productive power. 

For example, there should be very clear demon- 
strations of how, in far too many cases, rigid price 
ceilings— (1) discourage production of key parts and 
materials by making such production relatively un- 
profitable, (2) create shortages of key parts and 
materials which tie up broad ranges of production 
or result in piling up lopsided inventories of partial- 
ly completed goods, and (3) thus cut away the foun- 
dations of a stable economy and the prospects of 
steadily sustained employment. 

There should be equally full demonstrations of the 
well known sequence from shortages to unrealistic 
price ceilings to black markets. Meat prices are 
rolled back, but the meat is rolled under the counter 

A free economy is worth fighting for. Liberty is 
preserved only by the constant struggle of those who 
believe in it. Neither the interests of the nation in a 
strong and well-balanced economy nor the interests 
of business itself will be served by drifting at this 
time. Now is the time for business to lead a strong 
offensive for speedy elimination of price control. 


frais HM Gran 


President McGraw-Hill Publishing Company, Inc 
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CConsumer Plans 
For Spending 
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Survey for Federal Reserve Board shows nearly 13 
million people want to buy $25 billion worth of con- 
sumer durable goods, cars and houses. How they will 


spend, from what sources, and for what purpose. 
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By ROBERT W. ARMSTRONG 
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The top 10 percent of the families held 60 
percent of all assets, an average of $10,500. 
The next 20 percent held 27 percent of all 
assets, an average of $2,350. 

The next 30 percent held 12 percent of all 
assets, an average of $700. 

The bottom 40 percent held | percent of all 
assets, an average of $40. 


The average $1,750 holding pet 
ily splits up into $640 in savings 
is. $550 in saving ’ ounts, $350 


lemand deposits, and $210 in all 
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Correlation of Income and Savings 
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WHAT WILL IT BE SPE FOR? 


Despite the fact that 75 percent 


Il families have some liquid assets 
lespite that the iver 
unt is $1,750, the vast maj 
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table 


INTENDED PURCHASERS OF COW 
SUMER DURABLE GOODS AND HOU 
ING IN 1946 (IN MILLIONS) 


Will Will Don't 
buy probably know 

buy 
New cars 2.8 1 6 
Used cars 8 4 3 
Other durables. 2.7 2.2 
Héuses 2.6 os 8 


These figures are postulated on w 


have said they intend to bu 


people 


hey make no allowance for shortag 
price rises or changing conditi 
The people who said they would | 


expected to pay $1,100 for a car, $22 
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This mean 
expenditures of between $4 and S$: 
billion 


total for other 
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$15.5 billion for houses. 
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Characteristics of 
12,900,000 Families 
Who Expect to Buy 
Consumer Durables 


By age of head of unit: 





ye re 2,967 ,000 23% 
rr re 5,160,000 40% 
GG nse vs tevctces 3,741,000 29% 
Over 60 years.............. 1,032,000 8% 





12,900,000 100% 








Na 


By type of community: 





Metropolitan areas .......... 3,354,000 26% 
Other cities of more than 
50,000 population ........ 2,322,000 18% 
Towns of 2,500 to 50,000 
PIO once ae ous bes 3,483,000 27% 
ED ied aebawetdacch 3,741,000 29% 











12,900,000 100% 


Note —This computation is based on 46,000,000 
family spending units. A “spending unit" is defined 
as all persons living in the same dwelling and be- 
longing to the same family who pool their income to 
meet major expenses. 


By occupation of head of unit: 





Professional and white collar... 2,838,000 22% 





Businessmen, managers ...... 1,806,000 14% 
Skilled & unskilled workers.... 5,676,000 44% 
Farm operators ... ......... 1,290,000 10% 


Retired, unemployed, other.... 1,290,000 10% 





12,900,000 100% 





























Facts on 


HOME LAUNDRY 
LABOR-SAVING |]: 


Farm Journal sponsored this factual 13-weeks 
before-and-after test on the time and labor- 
saving of doing washing and ironing electrically 


formation was available on 

how much labor, time and steps 
are saved when a farm housewife does 
her laundry the electrical way, rather 
than by the old “tub and rub” method, 
the Rural Electric Information Ex 
change—an organization sponsored by 
Farm Journal for all those 
in agriculture 
thing about it 


PR tormato no factual selling in 
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some 
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Fifteen families living 
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keep accurate records for th: ynth 
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One Family's Story 


Hacn y Was given an automat 
water y Stet an electri wa er and 
ronet! il | i rot It some ises 


Befor e 


Electrificatio 


an electric water heater also 
furnished. Here is the story of one 
yf those families, and the amazing 
results of their record-keeping. 


Was 


Lerge Farms 


Mr. and Mrs. Alfred Staebner of 
Lebanon, Connecticut, have a 270 acre 
farm, specializing in dairying. Mrs. 
with her three high school 
4-H Club 


approached by the hom« 


Staebner 
we children, is active in 
rk. When 
lemonstration agent and home econo 
list of the local utility company, Mrs 
was enthusiastic about mak 
studies. 


excellent choice 


Staebner 

me oi these She proved 
Her under- 
essity Io1 


ding of the ne efficiency 


her household tasks was outstanding 
he vave ( ymplete 
riends and neighbors shared her 

husiasm and all proclaimed their 
ntention of purchasing some or all of 
the equipment, such as was furnished 


Mrs 


cooperation. 


Staebner, when it is available. 











Number of Washings 


In the 13 weeks’ period for the first 
study, Mrs. Staebner did 36 washings. 
She had found, she said, that if she did 
her laundry every day or so the task 
was easier. In this 13 weeks’ period 
she washed, dry weight, 686 pounds of 
clothes. They weighed 1,509 pounds 
when wet 

[These wet clothes were taken to the 

requiring 11,988 feet 
miles) in walking. To 
the dried clothes into the house 
8.766 feet of walking (1% 


line to iry, 
(roughly 24 
bring 
required 
' 
11€S ) 
When the 


electric washer was used, 


Mrs. Staebner washed 600 pounds, dry » 


weight, of clothes in a 13 weeks’ period 
When wet these clothes weighed 1,190 
Here it should be noted that 
though 86 pounds less clothes were 
difference in the wet 
Of course, this 
from the fact that 


pounds. 


washed, the 
weight is 319 pounds. 


difference arises 








BELOW LEFT—Filling washtub with stove 
heated hot water 


CENTER—Washing clothes by hand 


hgh BELOW —Ironing by hand, non-electrically 
was hardest 
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the wringer took more moisture ou Tl 
of the clothes than it is possible 
wring out by hand. Because of thi Ti 
difference in weight, Mrs. Staebne: 
walked 4,092 feet less—or 7,896 fe T 
—to hang out the clothes and onli 
4,368 feet to bring the dried clothe T 


into the house. 

Compared with the 36 washing 
done by hand for the first test, 2 
washings were done when the electric 
installed for the seco 





washer was 





test. Because the task was not so try- og he 
ing, Mrs. Staebner felt she did n ation 
have to apportion her work to small i cicit 
amounts at a time, and consequent 735 gall 
took advantage of the washer “ern 
Water Used ystem 1 
ais im ¢ 
One factor which has been prov ir enou 
‘onclusively by these tests is  thatj™mall tut 
where running water is not availablegJance an 
the farm wife does not use a sufficienfjapparent 
amount of water to get clothes cleanfMfi water 
And in particular, enough hot waterfot 1,180 
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‘st Test 


13-WEEK RECORD OF LAUNDRY OPERATIONS IN ONE HOME 


—Before Electrification. Laundry operation conducted with washtub and 


board, hand iron, and stove-heated water; 


cond Test 


—After Electrification. Laundry operation conducted with electric washer, 
electric iron, electric ironing machine, and running hot water (electric 


water system) 




















13 Weeks Averages, Per Week 
First Test Second Test First Test Second Test 
(Without (With (Without (With 
Electrical Electrical Electrical Electrical 
Appliances) Appliances) Appliances) Appliances) 
Lbs. of Clothes, Dry Weight...... 686.25 599.75 52.8 46.1 
Wet Weight...... 1,509.50 1,190.75 116.1 91.6 
Unheated Water: 
| Amount Used (gallons)... ..... 755.50 647 58.1 49.8 
| Distance Carried (feet)......... 11,340 0 872.3 0 
Heated Water: 
Amount Used (gallons)... ..... 425.50 613 32.7 47.2 
Distance Carried (feet)......... 5,644 0 434.1 0 
Distance Walked: 
To Hang Out Clothes (feet)... .. 11,988 7,896 922.2 607.4 
FE * To Bring In Oy Clothes (feet). ... 8,766 4,368 674.3 336.0 
Total Distance Walked (feet)...... 37,738 12,264 2,902.9 943.4 
Time Spent on Washing Operation. 57 Hrs.-9 Mins. 33 Hrs.-45 Mins. 4 Hrs.-24 Mins. 2 Hrs.-36 Mins. 
Clothes lroned (pounds)... .. 161.75 270.75 12.4 20.8 
Distance Walked (feet)........... 10,502 914 807.8 70.3 
‘ie Time Spent on Ironing Operation. 37 Hrs.-36 Mins. 27 Hrs.-7 Mins. 2 Hrs.-54 Mins. 2 Hrs.-5 Mins. 
of thi Time Spent on Ironing, per pounds 
‘taebnes eeties....... Pale ossec a ate sae 14 Mins. 6 Mins. 14 Mins. 6 Mins. 
96 fe Totel Distance Walked, Washing | 
id on and lroning (feet).............. 48,240 13,178 3,710.8 1,013.7 | 
cloth Total Time Spent on Entire Opera- 
tion 94 Hrs.-45 Mins. 60 Hrs.-52 Mins. 7 Hrs.-17 Mins 4 Hrs.-41 Mins. 
ashingg | 
test, 2! 
electr 
secon"; not used. In spite of the fact that Time Saved spent 27 hours on the task. Startling 


the Staebners had a gravity water 
system prior to the installation of 
ectricity, Mrs. Staebner carried 
735 gallons of unheated water 21/7 
iles for the first test. The water 
ystem failed frequently and when it 
48 iN Operation it took five minutes 
1 enough water to accumulate in a 
is_thatismall tub for one rinsing. The annoy- 
ailablefMance and delay this would cause is 
apparent. For the first test 425 gallons 
i water were heated, making a total 
1,180 gallons of water used for 686 
pounds of laundry. 
In contrast—after the installation of 











ve Bithe water system, 647 gallons of un- 
heated water and 613 gallons of heated 
water were used. These figures are 
ily interesting and should be emphasized. 





Eighty gallons more water were used 
‘0 wash 86 pounds:less clothes, but the 
difference in the amount of hot water 
sed was 188 gallons! 

Of course, all of the labor of carry- 
ing the water was entirely eliminated 
y the installation of the water system. 
ts. Staebner walked approximately 
B1/5 miles carry 4} tons of water in 
he first test. Who said the female 
8 the weaker sex ! 











The time spent on the washing oper- 
ation in the first phase of the test was 
57 hours for the 13 weeks’ period. For 
the second phase 33} hours were re- 
quired, saving 23} hours or almost 
three 8-hour days. 


The Ironing Operation 


Cornell University, through confer- 
ences with homemakers and a mailed 
questionnaire, determined that, of 
several common household tasks, the 
homemaker considered home launder- 
ing the most tiring. They did a study 
on ironing because that seemed to be 
the most fatiguing task. I am sure 
Mrs. Staebner would agree. 

Before she had her ironer she did 
not iron her sheets and other flat- 
work. Her before-and-after records 
reflect her change in habits. For 
the first test she ironed 162 pounds 
of the 686 pounds of clothes washed, 
walking 10,502 feet (2 miles less 58 
feet) to do it and required 374 hours 
for the task. For the second test when 
she had the ironer, she ironed 271 
pounds of the 600 pounds of clothes 


washed. She walked 914 feet and 


in time and distance 
walked is, Mrs. Staebner would tell 
you that the greatest labor saving 
here was the fact that she spent 17 of 


as this saving 


the 27 hours sitting down. In the 
first test she stood the entire 374 
hours 
Pedometer Reading 
Mrs. Staebner wore a _ pedometer 


during both the first and second tests. 
\t the end of the first test she had 
walked a total of 9 miles; and at the 
end of the second test she had walked 
4 miles. 

The results of the remaining 14 
laundry studies are not yet tabulated. 
The unavailability of electrical equip- 
ment, principally ironers, has delayed 
the completion of the second phase of 
the studies. Most of the studies will be 
completed within a short time and 
when the results are known they will 
be compiled in a booklet which will be 
available for distribution. It will be 
the best selling information a dealer 
could have because it is proof positive 
that by the use of electrical equipment 
the housewife saves time, 
steps 


labor and 








After 






Electrification... 
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CENTER—Clothes 


TOP—Mrs. Staebner with her new electric washer 


weighed 


less when electrically 


wrung, cutting walking distance 
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BOTTOM—The ironer saved Mrs. Staebner 10'/2 hours’ 
time—and she could sit down 





































































APPLIANCE DELIVERY 
AND SERVICE.... for 35 (1 


“Let the dealer concentrate on selling the 





appliance, we'll do the rest," say Floyd Rowe eS 
and Dean Woolley of Appliance Delivery and ag 
Service, Los Angeles, so they set up a new FP App 
type of business that serves 350 dealers, a In the 


score of manufacturers and distributors. They 
handled 55 freight car loads of major appli- Peat 











The delivery and service department of more than 350 Los Angeles appliance 


dealers 


right, and vice-president Dean D. Woolley, operators of Appliance and Delivery 


Service 


the right hand of a score of manufacturers—president Floyd D. Rowe, 


Co. Rowe had I|7 years experience in appliance business. Woolley is 


newcomer with sales experience from wholesale truck field. General manager of 


ADS is 


A. H. Rummery, for 15 years head of appliance servicing for large 


Los Angeles department store. 














In the Vernon district, almost center of the Los Angeles county that it serves, is 
unpretentious building of Appliance Delivery and Service. Only 13,000 square 
feet now, it will become 36,000 square feet next year when ADS takes balance 
of building. Small sign, quiet appearance of quarters, are indicative of manage- 


ments 


aim to keep ADS in background of the appliance dealer's operations, 


leave contacts and relationships between customer and dealer where they will 
foster new sales, steady business. 


|" prot 
livery 
“g° 


record kKeet 
ance dealer 


350, and y 
Floyd R 
doing in tl 
Service ( 
The: 
ing, 
of all th 
Southern ( 
tric, Kelvi 


ld to it the receivi1 
storag 


nator, Philco, Crosley, Ad- 


you take the uncrating lave 
, 
y, testing, adjustment, de- 


installation, | 


a better idea of the size of this 
mecern’s operation. 

repair an Put in a group of special services for 
alers, distributors and manufacturers 
model kitchen installations, 24-hour 


>» annli 
average appli 


multiply it by 


ua have a fa lea of what graphed tests of new models and new 

and Dean Woolley are appliances, etc.—and then you see that 
weir Appliance Delivery and _ the activities of this company are still 
, Los Angeles expanding, have far from reached the 


g, unload volume that it expects. 


re Iloac : 1 ° . 

e, allocation and handling But only when you have been inside 
jor appliances sent into the organization, studied the facilities, 
ilifornia by General Elec- equipment and personnel, can you real- 


ize fully the post-war-style, stream- 


miral and many other top manufac lined, giant that Rowe and Woolley 
turers, (95 carloads in July), and you have created as an outgrowth of the 
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ances in July. 


many packaged service plans that have 
been tried on a smaller scale by many 
organizations throughout the country. 

What this appliance-service colossus 
is doing for Los Angeles dealers and 
distributors and for the national manu- 
facturers, is shown in the accompany- 
ing photographs, but there is much 
ibout this organization that could not 
be recorded by Eectricat MERCH- 
ANDISING’S camera. 

Particularly, there are the aims that 
Floyd Rowe had when he started this 
service in a small way just before the 
To the extent that these aims 
have been fulfilled lies the success of 
ADS as a function in Southern Cali- 
fornia appliance merchandising, and 
the personal success of Rowe, Woolley, 
and the company’s general manager. 


\. H. Rummery. 
“Let the Dealer Sell” 


War. 


“IT wanted to be able to offer the 
appliance retailer an opportunity to 
concentrate his thinking, his efforts, 
and his organization on his first and 
most profitable job—selling appliances. 
That’s what most appliance stores can 
do best, it’s where the dealer makes 
most of his money,” Rowe stated. With 
more than 17 years experience in the 
appliance business, including 54 years 
with the concern that distributed the 
GE appliance line in Southern Cali- 
fornia, Rowe had an opportunity to 
learn about dealer operations. 

At least 350 dealers in Los Angeles 
county agree with Rowe’s aim. For 
an example, let’s take the X-Appli- 
ance Co. Mr. X receives word that 
his quota of GE or Kelvinator ranges, 
or maybe it is an allotment of Crosley, 
Philco or Admiral refrigerators, or 
some washers, has arrived at Appliance 
Delivery and Service Co. 

On a fee basis for each appliance, 
ADS opens the crates, assembles when 
necessary, makes needed adjustments 
and repairs, makes up a record card 
with serial numbers of each appliance, 
then holds the appliance until Mr. X 
orders disposition. 
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This dealer may want one or mor 
of these appliances delivered and ¢ 
up on his showroom floor. ADS ( 
livers and sets it up. In the meantime 
Mr. X has checked his backlog, decide 
who will get the few appliances th 
have been allotted to him. He notifie 
Appliance Delivery and Service 4 
least 48 hours in advance, gives tha 
organization the names and addresse 
of the and then forget 
about those appliances and goes bac 
to selling. 


customers, 


Delivering Goods 


\t ADS these addresses are sort 
according to delivery zones, schedul 
for the next truck that is going to th: 
section of Los Angeles—twice a wee 
delivery is maintained to all point 
within 25 miles of the center of the cit 
When each truck is loaded, the delive: 
slips are sorted and compared wit! 
Renie Commercial Atlas of Los Ang 
eles, routed so that driver may foll 
a prescribed route, the shortest po 
sible without backtracking. Then ' 
extra copies of the delivery tickets a 
torn off in proper order and kept 
hand to show where the truck is at 
time of the day. 

One of Mr. X’s customers, ws 
sa Mrs. Y over in the Fairfax sect 
She has agreed with Mr. X that s 
will be at home on a certain day : 
that her long-expected electric rang 
may be delivered and installed. Some 
time during the day a neat white truck 
bearing only the initials “ADS” driv 
up front. From it come white-smocke 
whose experienced hands # 
proper equipment get the range intot 
kitchen quickly without damagit 
either the appliance or the kitchet 
Being highly-trained, the men can co 
nect the range properly, try the 
and the oven to be sure it is wot 
properly. Then Mrs. Y. is given 
struction in how to operate th: 
trols, is given the booklets, etc., th 
she can use to familiarize herself w# 
the operation. She is told to get! 
touch with Mr. X the dealer, if thet 


"y 


men 


1M) 
In 

“l-i9 
K 
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i provi 
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stallatio 
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ppliances 
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questions 


1 


e up later. 
| 


i 


in every way possible trying to 
Appliance Delivery 
relationship with Mrs 

In the meantime, 
trating on selling, as was Floyd 
ve'saim. Dealer X got this service 
signing a contract 
and Service 

¢ provided for the uncrating, assem 


1} 


ppliances, deliveries out of town, etc.., 
ere available to him at prices specified 


UNCRATING, 





HT 


times, these 
g as Mr. X’s delivery and service 


testing, adjustment, 
lation and = instruction 
vices, when needed, 


by trained men working 
with the latest tools and equipment. Dealers 
hate this job, fear damage to appliances. 
With range case unfastened from base, two 
men slip it off without scratching enamel. 





( : 
Appliance 


on his contract. 

Dealer X has missed some personal 
customer contact, has lost opportunity 
of making money from servicing that 
appliance, but these were losses he 
was willing to take in order to avoid 
the problems of delivery, installation 
and service-problems that, too, might 
result in losses. 


“Back Up the Small Dealer" 


“| wanted to provide the small dealer 
with a service that would give him an 
opportunity to get good franchises,” 
Rowe says. “No distributor is going 
to franchise a non-servicing dealer, 
particularly with a good line, unless 
there is some way to insure that the 


By HOWARD J. EMERSON 


‘alers 


appliances will be assembled and in- 
stalled properly, and that the manufac- 
turer’s guarantee will be fulfilled.” 

\s a result of that aim, Mr. X, our 
dealer, can sell a refrigerator, washer, 
roner, etc., to Mrs. A, because the 
perating condition and the installation 
i the appliance is guaranteed by Ap- 
pliance Delivery and Service for 30 
days, and because, in the flat rate for 
which Mr. X contracted, ADS will 
service that appliance for the full vear 
in which the manufacturer’s guarantee 
holds. This doesn’t apply to electric 
ranges because, in Los Angeles, follow- 


ing an inspection of the installation, 


all electric ranges are maintained by 
the city’s municipal electric utility. 


SERVICES A.D.S. OFFERS 350 DEALERS 














dealer, leaves him free to sell. 
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ASSEMBLY, in one form or another, is needed for all 
major appliances arriving today. Range heating units need 
connecting, screws and connections need tightening, etc. ADS 
keeps trained men for this work, takes responsibility from 


3ecause this service work was avail- 


able from ADS, Mr. X was able to 


get his franchise from the distributor. 
All he did was to agree, as part of his 
franchise contract, to pay Appliance 
Delivery and Service in advance fo 
fulfilling the manufacturer’s guarantee. 

“That relieves the distributor ot 
big headache,” Mr. Rowe explains, 
“and it doesn’t burden the small dealer 
with a costly service department 
order to hold his franchise.” 

“High Quality Service” 

“IT wanted to be able to offer the 
dealers, and indirectly the people of 
Los Angeles, a quality of installation 

(Continued on next page) 





TESTING AND ADJUSTMENT is beyond the avail- 


able facilities of hundreds of small dealers, so they get 
expert, guaranteed testing of all major appliances from ADS. 
While pyrometer checks the oven temperature against the 


thermostat control, ADS mechanic adjusts control switch. 


STORAGE. For dealers who use 


complete ADS service, major appli- 
ances need never go to dealer's store. 
It waits, as are most of the variety 
at left, in ADS quarters, until dealer 
tells ADS where to deliver and install. 
Dealers without complete facilities 
find that trucking expense per appli- 
ance is much less. 


DELIVERY AND INSTALLA- 


TION. Los Angeles dealers keep 10 
men of the Appliance Delivery and 
Service Company busy delivering and 
installing major appliances. Each 
dealer gets twice-week delivery in his 
area. With ADS installations go a 30- 
day guarantee to the dealer. One 
year service guarantee is handled on 
arrangement with dealer and manu- 
facturer as a further convenience. 
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¥ TESTER. Here refrigerators and washers get their test runs and ad- 
justments. Each is supplied with 110-volts from a plug-in, sliding outlet called 
Universal Trol-E-Duct. At one time, 48 refrigerators or washers may be connected, 
and eventually there will be facilities to handle 200 appliances at once. 











and service that in the past was avail 
able from only a very few dealers,” is 
another of the aims of Floyd Rowe 
“In spite of good intentions and their 
best efforts, many smaller dealers have 
lost customers because their facilities 
were not adequate, their men not suf- 
ficiently versatile to cope with unusual 
servicing problems, their equipment 
not adequate for unusual installations 
Not only did the dealer lose future 
sales, but the public suffered by incon 
venience and often waste of money, and 
the utility was hurt bv a drop in load.” 


In building up Appliance and Deliv- 
ery and Service, Rowe and Woolley 
have tried to fill this aim by creating 


would have the best quality equipment 


to a truck, do nothing but 
install major appliances 
“I wanted to set up an organization 
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Mass Production Delivery and Service 


SIDING. Unloading 55 carloads a month requires more than 
a pair of shoulders and a hand truck. First requisite of ADS 
when locating was a building with private RR siding. The 
100-foot steel-roller ramp speeds unloading, cuts on labor 
costs, prevents congestion near the car, handles cases with 
care. 

+ 


>. 





EXPERT HELP and instruments are a features of ADS 


operations. The man at right is the specialist on electric range 
assembling, testing and adjustment. He knows every make and 
model. He designed and assembled the pyrometer when such 
instruments were not available on the market. ADS has two 
other specialists, concentrating on refrigerator and washer 
assembly, testing and repairs. 





INSPECTION FACILITIES. 6.) . 35mm camera in 


the hands of vice-president Dean Woolley, but it is a valua- 
ble instrument for recording the results of damage that has 
occurred en route from the manufacturer. President Rowe, 
also, keeps a small camera handy for this purpose. 


- ——s 
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HEAVY DUTY EQUIPMENT allows Appliance Deliv- 


ery and Service to expand its services to handle large com- 
mercial refrigerators, above, freezing cabinets, walk-in equip- 
ment, etc. This ADS truck has a $1000 hydraulic-operated tail 
gate which meets the loading dock, then, as demonstrated for 
ELECTRICAL MERCHANDISING, can be lowered slowly and 
carefully by one man, then rests on ground where hand trucks 
or dollies can be used to move the equipment. 


and refrigerators. Ten ances in the future. 


OCTOBER 


personal contact between the appliance 
dealer and his customer,’ 
plains. “Putting delivery, installation 
organization of specialists who and service in the hands of a third 
party has always been criticized, and 
One man specializes in often with some justification, because 
assembling, testing and adjusting elec- it broke down this dealer-customer 
Another works only on _ relationship on which the dealer main- 
Two men are kept busy tained his contact, sold more appli- 


Rowe ex- 


“We believe we have overcome al- 
most every objection. We do every- 
thing possible to keep ourselves in the 
as this, and still try to keep the background during the operation. 





UU 





220-v TESTING. To handle testing, servicing and adjustment of appliances, 
ADS building is served with a special 750 circ. mil. lead with a 900-amp capacity 
Range and water heater 220-v tester has a breaker switch for each appliance so 
one short will not throw out other appliances. Four outlets now, but more later. 





keep our company name out of & 
picture whenever possible, putting om 
initials on the trucks, for examp4 
Our men are neat, clean, well dressed 
courteous, intelligent,—everything thd 
the dealer would want in a man who! 
to represent him. We carry on? 
communication with the customer 10 
lowing the installation. If the cv 
tomer wants service, he must call ! 
dealer. Any charge for parts or set 
ice that is not covered in the guarantt 
is billed to the dealer and by the clea! 
to the customer.” 


Iph Ginn 
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| JOSEP (wa Seccee 


bat Wied Mike 


Iph Ginn is a grizzled veteran. The name 
pronounced with a hard "G". 


AKE off your hat when in the 

presence of Ralph Ginn, you fel- 
ows who are thinking of starting in 
business. You are facing ripe old ex- 
perience, for he began with F. L. May- 
in 1923, the year after Mr. Maytag 
mrted going places. Ralph Ginn can 
sh out of his desk drawer yellowed 
otographs of carloads of Maytag 
ashers which he dumped in front of 
tores on Staten Island, Oskaloosa, 
owa, and nearly anywhere you can 
hake a stick at. 
Ralph Ginn might be tearing across 
he country yet if it weren’t for the 
ar and the fact that he married a 
| named Helen, whose home and 
ther are in Muncie. 





They built @ loft for parts in the middle of the store, and decorated 
the plece in saled green and brown. 


This is the upsteirs cubbyhole where several thousands of dollars’ 
worth of parts are kept. 





; eesi 
pi avert: 
1ete: Ars Li 
Locating : / s es ral 
- B P . Re ; J veut 
In casting about for a store four “s 
7 


years ago he came across a little hole “oy 


- 
7 


al 


or ser 


uaranté 


1e <eal 


ll | 


n the wall occupied by a gunsmith 
ith long whiskers. It was down in the 
eart of the Muncie appliance district. 
he floor hadn’t heen swept during the 
h) years the gunsmith had been there, 
das Ralph tells it, the rifle repair- 
man used to fire shots at a stump in the 
back yard, and it was so full of lead 
hey could scarcely lift it. Be that as it 
my, the Ginns got hold of a space 
twas 14x 20-ft. in front and had a 
ittle cubbyhole rear room which was 
5 ft. square. 


Store Arrangement 


Four years ago, if you remember 
ightly, there weren’t any new wash- 
Hs coming on the market so Ralph 
ad to go into the repair business. 
With such a tiny place it was going 
0 be tough to get machines in and 
t, but Ralph and Helen managed. 
hey broke the store in two, and over- 
tad put a sort of loft with steps lead- 
Mg up to it. The walls would carry 
y load, and here they tucked their 
helves full of heavy parts. 
The artistic Helen painted the in- 
rior a sort of salad green contrasted 
ith light brown, and the place fairly 
illers “appliance shop” at you. It 
that tasty woman’s touch, and 
wks clean as a whistle. Around the 
ll were run shelves for carrying 
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This rear end repair shop is going to shortly become a complete 
home laundry where super-duper demonstrations will be staged. 





You would be surprised at the things that go with laundry work, 
such as oii, to sell to customers. 


Ralph Ginn of Muncie, Indiana, believes there is 
a good living in doing just one thing well. 


such things as Maytag oil, and the 
like. Machines rebuilt are put in 
rows in the store so that people com- 
ing in don’t fall over them. 

“We didn’t do patch-up work,” com- 
ments Ralph Ginn. “We really re- 
built the machines like new, and that 
was a surprise for our customers.” The 
shop repairs Maytag, ABC, Speed 
Queen, Dexters and all standard 
makes. Spinner models like Easy, are 
sent to the factory. 

To get quickly acquainted in Mun- 
cie, Ralph Ginn gave himself the nick- 
name “Washer Ginn” and devoted all 
of his advertising efforts to making 
people recognize him by that nick- 
name. If someone hollered at the 
Country Club, “Hello, Washer Ginn,” 
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he was satisfied. He ran poetry in the 
local paper (which can be bought syn- 
dicated for $3 a month) and did vari- 
ous little things to make himself and 
his shop stand out like a red rooster on 
a load of coal. The result has been 
one of the best priority lists of cus- 
tomers for washers in town. There 
was a constant procession of people 
in asking when some more machines 
would arrive when your correspondent 
called. 

In the new washer business, the 
firm has been selling Maytag, which 
have been received in fair quantity. 
It will handle ABC as they become 
available, and ABC-O-Matic which 
Ralph looks forward to with consid- 
erable interest. He will carry Dexter 


twin-tubs and a line of driers and 
ironers. As quickly as equipment and 
repairs become available, the store is 
moving its repair shop to a nearby 
garage and using the 15x15-ft. space 
for a complete modern laundry, with 
wall cabinets, tile floor and everything. 
There Ralph Ginn expects to put on 
demonstrations that will knock out the 
eye of the Muncie homemakers. 

There is nothing unusual to report 
about the Ginn story. Ralph Ginn 
wants a shop and a home of his own. 
He has it in Muncie, and by night he 
and Helen drive out to their farm in 
the country, conscious that they have 
carved a niche in the community for 
their services in four short years, and 
done it well. 
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Curtis Busher of the Emerson Piano House, Decatur, 


ill., bets on pleasant suroundings and service. 


Attracting the 


CARRIAGE 
LRADE” 


By TOM F. BLACKBURN 


cessary to go to Decatur, 
op. 59,305) to see that Curtis 
has taken the rubber band 


ind spent iber ally 


I merson 


iken prove that. 


Piano 


ted by Lincoln’s 


¢o7 


st the firm . 


Families with less than $1,000 a year 
ncome: average assets and savings bonds 
other securities and bank deposits, $20. 

2. Families with $1!,000-$1.999 yearly in- 
$230 
3. Families with $2,000-$2.999 yearly in 
average assets, $470 

4. Families with $3,000-$3.999 yearly in 
come: average assets, $900 
with $4,000-$4.999 
average assets, $!,450. 
with $5,000-$7,499 
average assets, $2,700. 

7. Families with $7,500 and over: 
assets of $7,270 to $10,000 

Mr. that 
the top income group of the popula 
tion had the m He decided, 
as Marshall Field did right after the 
Civil War, to attract the people who 
had 


come: average assets 


come 


5. Families income 


6. Families 


income 


average 


Susher simply observed 


money. 


e 


t 
l 
ft 


» the store. 

was he to do it? Well, the 
approved method is by beauty and 
pleasant surroundings. If you have 


+ 
money ft 


How 
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visited Marshall Field & Co., 
department store in 
you know the extraordinary expense 
it goes to in setting its display windows. 
You have institutional ad- 
vertising and the great effort 
have a pleasant atmosphere inside the 
store. 

What could Curti 


yn Piano House in Decatur 


ever 


creat Chicago, 


seen its 
made to 


Busher do with 
the Emet 
which occupies a approxi- 
50x 150 ft. in depth? Well, 
iave the loveliest 
He could make it such 
people would like 
sit and sit. 


space of 
nately 
lh ine 


figured he could 


tore in town 


her would probably have 
didn’t have to work 
He keeps five or si 
untain with different colore 
inks on his desk and likes to 
res He has as 


, 
eautitu 


been an artist if he 
his business 
pens 
dra V pic- 
neat a taste for 
artist The 
and at last he 
id a chance in 1945 to dress up his 
t t] wanted it done. 


painting as an 


oney was rolling in 


store the 


way he 


Beautiful Surroundings 


surrounded bv beautiful 
1 spend most of my life in 
store,” he told ELECTRICAL 


“Why shouldn't | 


ve myself good looking surroundings 


MERCHANDISING 


as a connoisseur might buv him 
a beautiful picture? Even if it 
loesn't m ike 
pleasure.” 
Walk in the door, and 
ire at once struck by the way the light 
lorces you to things the store 
you to. The ceiling is a teal 
Fluorescent lighting and spot- 
lights pick out the things the owner 
wants accented. 
At the left as you go in are the desks 
of the salesmen. You find it easy to 


money gives me 


front you 
see 
wants 
blue. 


anm 
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Behind the salesman is a demonstration room. 


Air conditioning in there makes it 


much more pleasant than the outside. 


walk 30 or 40 ft. into the store without 
going around any merchandise. 

Edwin F. Guth Co. “AristoLite” 
Huorescent fixtures have been installed 
and there are eight hooded ceiling 
spotlights with special louvers. The 
absence of any backing to the windows 
makes it easier for customers outside 
the store to see the merchandise all 
the way back. 

Pillars have been covered with green 
marbalia coverings, and the walls are 
of photographic DeLon grey bleached 
walnut wallpaper. A mural always 
in front of the store is an outline of 
a very old Louisiana residence in its 
Civil War locale. The flooring of 
the window beneath it is covered with 
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foam 
carpet. 
Names of the various products s0 
by the Emerson Piano House are s 
houetted in cutout modern 


sea green Gulistan renaissam 


wooce 


letters, painted white, against a gr 
background with border arrangement 


with an opening of 85 inches in leng’ 
and 104 in. high. The letters are uniqu 
in being able to be read from aa 
angle. Such names as Frigidaif 
RCA-Victor, Capehart, etc., all cat 
your eye along with a service sign ! 
the rear of the store. 


Radio-phonograph combination dem 


onstration rooms have been given 4 


individual treatment, contrasting wa! 
paper being used in each case. 1) 
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This display you see as you enter. Note how the teal blue ceiling Slick trick with base of Bendix washer. Mr. Busher has covered it 
and overhead lights throw the illumination down on the mer- with marbalia, which gives a beautiful marble effect at low cost 
chandise to be sold. and sets off the washer to advantage. j 

























































ree Frigidaire demonstration rooms 
w | mere covered with asphalt tile and the 
Meam@eerchandise rests in special caster 








Record Department 





\gainst the opinion of experts, the 
rd department was placed in the 
ynstairs, front. Record sales have 
mbled since this has been done. 
Downstairs there are both hot and 
Id water, gas and electrical con- 
mections for actual «demonstrations. 
The laundry carries Bendix home 





undries, and Easy washers 

There are eight soundproof 4x6 
cord listening rooms equipped with a 
pecial switch in each door or when 
le door is closed both light and phono 
waph are automatically turned o1 
Three rooms are reserved for playing 
{classical recordings. The keys to 
these rooms are obtainable at the 




















lesk, Especially good machines art 
mstalled here. 

In the center of the floor are in 
illed two record racks for individual 
rds, with 80 bins, each holding 
records, making a total of 1,600 


ABOVE Light and radio record player 
come on in a booth the minute the door 
is closed, It isn't good business to let 


hes kids listen to records in dark booths. 


cords on display. Storage space 
‘ ‘ —_ a ie ane awe ABOVE RIGHT Cloth covers for much 
icts $ irds, with ten numbers and titles, 
ire sire at the back, extending 144 inches used record albums keeps them new. The 
2. better the instrument, the more sumptu- 
woode ve the rack. Below, the bins are ous the wallpaper. 
1 gre™mumbered 1 to 10, according to title 
iwemen/ tips above. This arrangement saves 
n lenge time of a record girl and makes it 
e uniqu@masy for young folks to look over the 
om atimttles and take what they wish. It has RIGHT Record bin idea. The record is 
igidair@@moeen found to not only sell new records in the bin indicated on the placard 
11 cate™iiut helps the old records to keep mov- above. Some 1,600 records are thus 
sign MME Victor, Columbia, Decca and carried compactly and it is easy for the 


customer to do a little self service. 


‘pitol records are silhouetted in 
on dem@§Vooden cutout letters above the eight 
‘iven a@m@ecord listening rooms. 

ng wal What catches the customer is the 
e. Th (Continued on page 100) 
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Model 
Music 





“The Broadway” department store in Los An- 
geles offers public eight soundproofed, air- 


























cooled listening booths for record buyers, four 
larger ones for pianos, large display area for 
consoles and combinations, etc. 











Opening day at the “Record Bar". The 
curved counter can be seen from either of 
the entrances to the department as well as 
from the group of elevators which stop 
nearby. The record bar has two salesgirls 
regularly now, will have a third later. They 
have behind them a stock of 12,000 single 
records and 3,000 albums of records. 


















One of the approaches to the Broadway's 

music center. Two album display racks, 

each with 40 albums showing, are at the 

right. Four of the department's six booths 
for record playing are at the left. 








PAGE 48 





Four large rooms, with double-glass windows and soundproo fed walls, at the rear of the music center are for those pros- 


pects who want to try new pianos. Four recessed 200-watt lamps light each booth. The foreground is the main display 
area which will house groups of radio consoles, combinations and television when supplies are available. 


focus on large volume selling, “The 

Broadway”, Los Angeles depart- 
ment store, has developed a radio, 
record and music center as its version 
of the model setup for the larger retail 
outlet. 

Opened in May, in the true Los 
Angeles fashion with more movie stars 
than an all-star movie, the Broadway’s 
music center has been designed to 
handle a large flow of traffic and still 
provide convenient areas for leisurely 
purchasing by patrons or intensive 
selling by the store’s staff. 


I: the modern manner, but with 


Semi-Circle Grouping 


It is arranged in a semi-circle, with 
one of the store’s two groups of ele- 
vators opening directly into the center 
of the displays, and floor entrances 
from each end of the arc. The open 
floor area is to be used to display radio 
consoles, combinations, television re- 
ceivers and pianos. Around this dis- 
play, against the wall, are listening 
booths for pianos, a large counter dis- 
play of small radios and table model 
radio phonographs, and a “record bar” 
flanked by small listening booths for the 
record customers. Not only is this 
music center air conditioned by the 
store’s general system, but individual 
ducts have been led to each listening 
booth to keep the air in these enclosed 
rooms clean and cool for the patrons. 

The console radios, combinations and 
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pianos, not yet on display because of a 
shortage of samples, will be arranged 
in small groups on the large floor, with 
plenty of room for the department 
store’s large flow of traffic to “window 
shop”. In the center of the floor, facing 
the bank of elevators, a raised platform 
is being added to display special models 
where they will catch the eye of ee. 
vator traffic. 

Under brilliant lights, small radios 
are displayed on two shelves in a cove 
between the: piano and record depart- 
ments. The lower shelf is 15 inches 
deep, the upper is 12 inches deep. Re- 
cessed above them are 150 watt re. 
flector floods. Three inches ahove each 
shelf, and running the length of the 
section, are electrical raceways with 
outlets every two feet to facilitate 
demonstrations. 


Record Bar 


Strategically located so that it can be 
seen from either of the floor entrance 
and for some distance out into othe: 
departments, as well as from the grou 
of elevators, is the department's 
“Record Bar”. The counter area is 1S 
feet long, curved so that it faces in 
three directions as well as to provide 
free access to the record stock by each 
of the salesgirls. 

The average inventory of records 
and albums in the area directly behin¢ 
the counter is 12,000 records and 300 
albums. There is no display area for 
individual records—no place where 4 
customer can handle single record 
unless they are taken off the racks by 
the salesgirl. Albums, however, are ot 
display on two large racks on the aisle 
that leads to the record bar from ont 
of the entrances. 

On the right of the record bar art 
two listening booths, at the left are six 
more. Each of these booths is approx 
miutely five by five feet, with a ten foo 
ceiling. Inside each booth is a built-in 
record player with a one-switch contra 
and a red pilot light. A leather-uphol- 
stered chair is provided for the listener. 

All listening booths are lined with 12 
by 12 inch panels of porous celotex 
type sound proofing wallboard. Al 


glass areas are double glass mountet 
into the frames to further the souné 


proofing of the rooms. 
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The record department of the Southside 
Appliance Co. shows a well-chosen variety 
of all kinds of music. This section supple- 
ments the radio department, the firm's chief 
business. 


Marconi, its inventor. It also 
has done a lot for Jack Benny, 
Kate Smith and Johnnie Allen. 

In the case of the last mentioned per- 
son, it kept him in business when many 
ther appliance dealers were closing up 
like umbrellas on a sunny spring day. 

Mr. Allen, with his partner, A, A. 
Spink, owns and operates the Southside 
Appliance Co. in Jacksonville, Florida. 
The firm does a brisk sale in appliances 
ut now, as in 1940, radio is its biggest 


business. 


R sare did a lot for Guglielmo 


Opened in ‘30's 


Six years ago, Mr. Allen’s little shop, 
pened in the late 1930’s, had expanded 
to the extent of adding fans, toasters, 
lamps, irons and other small electrical 
appliances to its sales line. But his 
expert craftsmanship in repairing and 
servicing radio sets and loudspeakers 
vas known all over the Florida city 
ind the appliance business was simply 
a sideline. 

The war hit Jacksonville hard. Hun- 
lreds of migrant workers poured into 
the city to build ships and to work on 
var installations. 

“The shipyard workers hadn’t been 
used to so much money,” Mr. Allen re- 
alls, “and they wanted to spend it. The 
ne thing they could do was to buy 
parts. We spent all of our time putting 
parts together and in those days, we 
made some of the fanciest hybrid radios 
you ever saw.” 

But important and startling war 
news was coming in every hour, Mr. 
Allen says, and people were listening to 
their radios as never before. Those 
who had no sets went about frantically 
tying to buy them—at any kind of 
pric 
“Folks pulled radios out which had 
been in their attics for five years and 
they demanded that we put them in 


(Continued on page 70) 
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RECORDS 


and RADIO 
Kept Them Going 


Johnnie Allen of Southside Appliance Co., 
Jacksonville, Fla., says radio repair business 
was a life-saver — and it's paying off now 





Johnnie Allen, co-owner of the Southside Appliance Co., A large repair shop is maintained by Southside Appliance. 
in Jacksonville, Fla., demonstrates a washing machine to a Here, everything from washers to lamps are serviced, but 
prospective customer. He also lends machines out. the main business of the shop is radio. 











LLL 














weed 





A spacious, well-lighted building on a poular street in south Jacksonville, Fla., houses the 
Southside Appliance Co. During the war years, the firm was converted into a radio repair shop. 
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Close-up of left side of window, detailing 


method of installation at sidewall 








4 ‘ tores a ilk And this impression, strong 
dg t ‘ lt ivlight hours, is heightened 
fle way out on the sid ite lark to the extent that both 

walk—at ff lo so for doors si ve al 
pede t g ugh those ' n the midds 1e sidewa 
wind G ter , nation of features produ 
drew G y eft s follow (1) 
Md t ] extends from the sid 
pl tlet to the ceiling of t com 
with ll-g t t a). vindow, the full 
not t I . 1 with the glas 
pri ed 15 degrees off the vertical, is 
as \ the het ewall ing the san 








This view, snapped from a point about midway on the floor, looking towards front of 


shows the three-step arrangement to the main floor and the open stairway to 
The building is !6-feet wide, each floor having about 800 square-foot area 


character outside the store as for some 
distance inside the store. (3) The 
flooring of the second story does not 
ontinue all the way to the front of the 
ling, but instead stops about five 
eet short of the window. (4) A com- 
aratively low second story so side- 
valk pedestrians can see well back on 
this second floor; accomplished with 
uit curtailing ceiling height of the 


ui 


first floor by dropping the main floor 
itself somewhat below sidewalk level 


Additional Features 


Increasing the wide-open effect of 
this store during nightime hours are 
ese additional features: (1) Incon 
spicuous, flush-ceiling lighting which 
provides high general illumination 
evenly throughout both floors. (2) 
\uxiliary ceiling spots to highlight 
lisplays (3) Window base lights 
+) Closely-spaced spots banked across 
the top of the window on the outside 
of the building, brilliantly flooding 
both the window base and the side 
walk area in front of this outlet. 

Also of unusual interest in connec 
tion with this outlet are the following: 
the stairway to the second floor; a fix- 
ture for the display of table appliances 
which Gehrmann knocked together in 
short order at little cost; inexpensive 
lighting fixtures for general illumina- 
tion; low-cost remodeling of the build- 


ing, formerly an old, six-room resi- 


dence; and Gehrmann’s method of 


stepping into this field—which is a logi 
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An evening photo of Appliance Center, Baltimore, Md., a 
modern store with slanting, all-glass front affording passers- 
by a clear view of displays on both floors. That dark, round 


Clarion radio sign, for instance, is at extreme rear of first floor 





i] starting point for a brief 
tion to Gehrmann and his set-up bet 
detailing the unique point about t 
building. 


“Different, Not Radical” 


An aeronautical engineer, after 1 
years employment in a large aircraj 
factory, Gehrmann decided earl) 
1944 to go into business for hi 
finally settling on a retail appliar 
outlet, preferably located in the s« 
if the city in which he lives. H 
was to open, as he says, “a 
ippliance and radio center, including 
record department, in a building w! 
would be different, without being r 
al—and conduct a sound sales oper 
tion from that base.” 

His first move was to subscribe 
I:LECTRICAL MERCHANDISING whic! 
then clipped for filing under such he 
ings as business locations, modern stot 
fronts, sales floor arrangements, lig’! 
ing, record departments, etc., mea 
while writing for booklets from 
manufacturers who advertised pla 
ilong any of these lines, studyt 
everything of this nature he could! 
his hands on. 

The building he selected is ont 
main street running through the Wa 
erly section of Baltimore, 15 minut 
by trolley from the center of the 
Bounded on all sides by resid 





areas varying from low-income home 


to estates, this is rated a lively bu: 
ness section with a rapidly-expand 
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Close-up of right side of front, detailing 
manner in which entrance was handled 


hopping center which already contains 


veral banks, a large movie theater, 
uper markets, etc. 

The building is separated 
ge, new corner gas station by an 
lleyway which gives easy access to 
» rear of the property where an 
mex, now under construction, will 
ouse a repair shop, stock room for 
nall appliances, and receiving depart 
ent for major appliances to be dis 
layed on the floor. This side of the 
uilding thus provides a large expanse 


trom a 








— 


_—s 
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ALK 


“Different, but not radical," is dealer's description 


of his two-story radio and appliance outlet with a 


slanting window in an all-glass front providing clear 


for a sign, and each floor now has four 
brick windows which never 
can be blanked off by any adjoining 
vall. These windows, by the 
are sealed, as air conditioning is plan- 
ned for the store at a later date. The 
front is 16-feet wide and each floor of 
the building has an area of approxi 
mately 800 square feet. 


glass 


way, 


Saved 30 Percent 


When Gehrmann finished wrecking 
the interior of the old residence, pre- 
paring for a complete renovation job, 
all that remained were the bare brick 
walls and frame. From that 
point on, he continued to do all the 
work on the remodeling job which 
did not have to be handled by licensed 
mechanics. On the plastering, for in 
stance, he and his friends set up the 
base, plasterers then slapped on the 
coating; on the main floor, he again 
prepared the base, floor specialists then 
laid the felt and asphalt tile. Working 
this way, he reduced the total cost by 
at least 30 percent, 
estimate. 

Gehrmann \ ppliance 
Center formally, but without any ad 
vance fanfare, on August 9th, this year, 
majoring in 
ind electric 
‘arry the 


wood 


according to his 


opened his 


Frigidaire refrigerators 
and prepared to 
whol line of Frigidaire 
products, home freezers, electric water 
heaters, kitchens, etc 


ranges, 


as they become 


is display fixture for small appliances was constructed by Andrew Gehrmann, Jr. 
bwner of Appliance Center, of one piece of ¥%4-inch plywood, 10 shelf brackets, plus 
sinless steel trim—a low-cost fixture designed for simplicity, yet perfectly functional. 
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view from sidewalk of displays on both floors 


By LANSDELL ANDERSON 


available to dealers. Also on the floor 
at the opening were: Easy washers; 
Miller cabinets; Premier and Hamilton 
3each cleaners; Magic Chef, Real Host 
ind Roper ranges; Rheem water heat- 
ers; Sunbeam, General Electric, Toast- 
master and Manning Bowman small 
Zenith, Sentinel, Clarion 
Temple and Majestic radios. He also 
has franchises or definite commitments, 
some of them arranged since the open- 
ing, for R.C.A. and Stromberg-Carlson 
radios; Blackstone and Speed Queen 
washers; Hoover, G-E and Westing- 
house cleaners; and Proctor, West- 
inghouse, Miracle and Hamilton Beach 
small appliances. 


appliances ; 


The Store Front 


Now, for this eye-catching, all- 
glass store front. The window, extend- 
ing across the building from sidewall 
to sidewall and from about a foot above 
pavement level all the way to the 
second-story ceiling, slopes inward 
from the top at a 15-degree angle. 
Reasons for the installation of an all- 
glass front were: to open the entire 
first floor to view from the street, even 
trom the sidewalk across the way; to 
open as much as possible of the second 
Hoor to similar view; and to obtain the 
laximum amount of day light through- 
ut the store. 

lhe reasons for sloping the window 


were: to reduce reflection; and to im- 


press passers-by with the feeling that 
this is a modern store, attracting atten- 
tion to the store, and thus to its prod- 
ucts, through a front that is different, 
yet thoroughly functional. Also, in- 
cidentally, that inward slope of the 
window makes a convenient shelter 
from the rain for shoppers on the side 
walk who may wish to pause and look 
over the floor displays. 

As for creating the effect that the 
sales floors are right out there on the 
sidewalk, this is prompted to some 
extent during daylight hours through 
the reduction of reflection gained by 
a sloping window. A person looks 
through this window and sees merch- 
andise rather than looking at it and 
seeing his own reflection. He thus 
loses consciousness of any medium be- 
tween him and the merchandise before 
him. 

In this connection, the method of 
installing the glass also has much to 
do with the final effect. The fact that 
the sidewalls have the same character 
and pattern for some distance inside 
the glass as outside the glass tends to 
pull the eye inward rather than stop- 
ping it at the edge of the window 
frame, thus again cutting down con- 
sciousness that a window actually ex- 
ists there at all. The center 
member in the window frame does not 
obstruct the view of the second floor 

(Continued on page 84) 


cross- 














Although this radio section currently is located in rear corner of first floor, passers-by 
on sidewalk can see all sets clearly, night as well as day. This department, however, soon 
will be shifted to second floor front, placing it nearer window. 
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Disassembly of the Motor 


The 


following operations should be taken in 
order, starting with the handle, bottom plate, etc. 
It should be noted however, that removal of the 
juicer shaft is not necessary for disassembly of 
any other part of the motor. Also the carbon 
brushes, brush springs and brush caps can be 
removed anytime by unscrewing brush caps. 
Thrust bearing can be removed without the re- 


moval of other parts 





HANDLE: 


1 a. Remove two Phillips screws. b. Lift handle up and 
out to rear. Do not pull wires out of condenser. 


c. Remove wire guard. 








MOTOR CASE BOTTOM PLATE 


@. Turn motor over. b. Remove five screws holding 
bottom plete. c. Lift off bottom plete. Tap lightly 


with @ plastic faced hammer to loosen, if necessary. 
d. Take off washers from end of juicer shaft so you won't 
lose them. 





PAGE 62 








3 a. Lift out beater shaft assemblies. b. Remove beater 


shaft washers so as not to lose them. c. Be sure not to 


lose beater shaft pins in gear slots. 











JUICER SHAFT 


{Do not remove unless you need to do so) 

a. Turn motor right side up. b. Remove round black 

cap over juicer shaft. c. Using stiff 3/16" pin inserted 
in the end of juicer shaft and plastic faced hammer tap 
out juicer shaft. 


CAUTION: Do not injure power drive. 





MOTOR CASE CAP 


a. Set speed regulating knob in off position. b. Re- 
move screw holding speed regulating knob which 
should be at OFF position. c. Remove the screw at the 
bottom of the case cap and the screw at the top of case 
cap. d. Swing the case cap off and slide it down the cord. 
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SPEED CONTROL ASSEMBLY 


6 a. Disconnect wires to resistor terminals. b. Discos 

nect wire to lower contact plate. c. Straighten th 
end of wire pin which holds speed regulating cam spring 
and upper contact plate. d. Remove wire pin. e. Lif 
off upper contact plate and speed regulating cam spring 
f. Lift off governor and governor pin from end of armaturs, 
g. Remove the three screws holding the resistor, lower con. 
tact fibre plate and the cord clamp. h. Lift off the resists 
and lower contact fibre plate. i. Examine both contad 
plates to see that they are not pitted. Smooth then 
with a fine file if necessary. j. See that the felt in th 
bearing at the center of upper contact plate is oiled. 
If dry, put on a few drops of oil. 







MOTOR CASE END PLATE 


y | a. Bend back condenser clamp and remove field s 
nut. b. Remove opposite field stud nut and wash 
c. Remove brush caps, brush springs and brushes, if ys 
have not already done so. If you should break brush ¢ 
in trying to remove it, leave it in and remove the brus 
cap and brush holder (into which it is screwed) togeth 
after you have removed the armature. Follow directio 
below. d. Lift off end plate. e. If shaft of armature stid 
in bearing of end plate (1) Disconnect the cord fr 
field wires where they are taped. (2) Remove end pid 
and armature together. f. Speed control lever can} 
removed if desired by removing the screw and lock 
holding it. Do not lose the small washer. Do not remo 
speed control lever except to replace it. g. Cam can? 
removed by removing the two screws that secure holdi 
plate. Do not remove these except for replacement. 


CAUTIONS: Do not force end plate off. It is# 
aluminum casting and can be broken. Do 1 
injure end of armature shaft. Do not pul! f¢ 
wires out of field. It is usually unnecessary 
unsolder and disconnect the cord from the 
wires except to replace the field. 
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HIS is one of the series of “how to” service articles on specific 

makes of electrical appliances. These step-by-step operation 
instructions are prepared by Electrical Merchandising, in cooperation 
with the manufacturers, and carefully checked for accuracy. Already 
published are similar service articles on the following makes of appli- 
ances: Westinghouse irons (February, 1941}; ranges (August, 1943); 
Maytag washers (April and September, 1!942); Knapp-Monarch 
toasters (November, |942); Premier vacuum cleaners (November, 
1942); Simplex ironers (March, 1943); Speed Queen washers (March, 
1943); wringers (June, |943); lronrite ironers (April, |943); General 
Electric and Hotpoint irons (April, 1943); General Electric washers 
(May, 1943); refrigerators, Type CA (October, |943); Blackstone 
ironer (May, 1943); wringers (September, 1943); Universal irons (May, 
1943); washers (July, 1943); percolators (October, 1943); toasters 
(November, 1943); cleaners (April, 1944); ranges (August, 1944); 
waffle irons (December, 1944); Lovell wringers (June, |943); Hotpoint 
ranges (June, |943); Apex washers and ironers (July, !943); Easy 


Previous Service Articles 


washers and ironers (August, |943); Chromalox electric range units 
(September, 1943); Thor washers (September, 1943); Norge refrigera- 
tors (November, |943); Bendix washers (November, 1943); Gibson 
refrigerators (December, 1943); Telechron clocks (February, !944); 
Dexter washers (March and April, 1944); Motorola radios (March, 
1944); ABC washers (April, 1944); 1900 washers (May, 1944); Crosley 
refrigerators (June, 1944); Automatic Laundry Queen washers (July, 
1944): Frigidaire refrigerators; Frigidaire ranges (September, | 944); 
Horton ironers, washers (October, 1944); Electromaster ranges (No- 
vember, |944); Kelvinator refrigerators (February, 1945); Wilcox-Gay 
record changers (March, |945); Hamilton-Beach mixers (April, 1945); 
Sunbeam Mixmaster (June, 1945); Emerson Electric fans (July, 1945); 
Voss washers (August, 1945); Wilcox-Gay changers (September, | 945); 
Admiral changers (October, 1945); Tuttle & Kift range elements 
(November, 1945); Estate ranges (February, 1946); Briggs & Stratton 
gas washer engines (March, 1946); ABC spinner washers (August, 
1946); Handyhot portable washers (September, | 946). 












































ARMATURE 





a. Lift out the armature. b. Remove the small washers 

from the upper end. Leave the large washer on the 
lower end unless it is loose, in which case remove and 
replace it. c. Test the armature for shorts, broken wires 
and grounds. Replace if necessary. d. Inspect commu- 
fator. If it is worn or if the solder has melted at the 
connections, replace the armature. e. Inspect the wiring. 
If insulation is brittle or burned replace the armature. 
f. Inspect the thrust bearing (brass) in front end of the 
armature shaft. If the thrust bearing is worn: (1) Re- 
move it from armature shaft with pliers. (2) Replace 
with a new one, seating it by a tap with a plastic faced 
hammer. 


BRUSH HOLDERS 


a. Loosen set screws inside case close to field 
studs. b. Tap brush holders out or in using a 
small wooden dowel and plastic faced hammer. 


CAUTION: When replacing be sure that the 
bakelite insulation does not show more _ than 
%” or less than 32” inside the case. Be sure 
also that set screws are tight and that clips on 
wires from field coil and from the resistor have 
been replaced. 
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THRUST BEARING 


Removal is seldom necessary, but it can be removed 

any time by turning name plate to expose it, then: 
a. Loosen the outside locking nut using the special screw 
driver. b. Remove the thrust bearing by unscrewing with 
special screwdriver. c. To disassemble thrust bearing un- 
screw central screw, when felt and spring can be removed. 
Oil felt if it is dry. 


CORD PLUG: Disassembly is not usually neces- 
sary, but it can be taken out as follows: 1. Pry 
out central plug with a small screw driver. 2. 
Hold metal contact with pliers and slide plug 
down cord. 3. Unsolder wires. 


Assembly of Motor 


Cord Plug. 

1. Solder wires to contacts. 2. Insert contacts 
in sockets in plug. 3. Replace center plug between 
contacts. CAUTION: Be sure contacts are in 
sockets so that center plug will go in easily. 


f.. $eee 


JUICER SHAFT 


NOTE: This can be replaced any time bottom plate 
is off. 

1 a. Grease the worm and fibre gears with Gulf No. 2. 
b. Tap in juicer shaft from bottom with a plastic faced 

hammer. Do not injure power drive. c. Using special 

three pronged drift, tap in the cover over beater shaft 

brass gear. The three prongs go through the three holes 

in the gear. 


POWER DRIVE 


a. Grease power drive shaft and gear with Gulf 


No. 2. b. Inspect bearings to see that ball is 
seated in the bottom. c. Insert shaft in bearing. 
d. Place holding plate over bearing. e. Place the 


two screws and lock washers in their holes in 
plate. f. Using pliers or special tools, lower 
assembly into place in motor case. g. Tighten 
screws. 





(Continued on page 62) 
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the Modern Showroom 





Preparing for a bumper flow of merchan- 
dise, Apollo Distributing Co., Newark, N. J., 
has completed a major remodeling job, with 


special emphasis on the showroom in which 
to display their lines to best advantage. 


j 


widescale movement t 
x<lernize stores throughout the 
electrical appliance field 
eached the proportions 
Sweeping through ev 
has 
face-lifting of 
with improve 
the 
floors, 
and styled 


wave 
utlet 
tensive 


brought 


ronts, 
ntrances, 

sales with 
vartments 
eatment of ceilings 
istly better lighting, 

portant steps in 
The evidence of 


' 
vyener;rali 
intensive moderniza 
; 


tion today abounds all along the 
front, in big cities and 


retail 
selling small 
towns 

Meanwhile, what | ributor 
lone along these san Has he 
set the pace, showing lers the 
way it should be done? Or he tag- 
ging along at the tail-end of the 
parade? 


A partner in the firm, Fred Goldberg 
president and treasurer, joined Apollo in ‘27 


vice 


David Slobodien (seated), here talking to 
Bernard Walsh of sa'es department, founded 
Apollo Radio in 1920, four 
changed name to Apollo Distributing Co 


years later 


iccompanying photographs illus 
case of one aggressive distrib 
is an ex imple t 
modernizatio1 
detail the 
teps taken by \pollo Distribut 
Newark, N. J., and its affiliate 


\pollo Service, In 


he pictures 


ill products sold through 
listributing outlet 
14 counties in New Jersey 
half of the 
ng with two counties in lowe 
rk, \pollo has operat lf 

I past 16 
building, 


veTing 


lately the norther1 


ot the years he 


of this riginalls 


ich provide 10,000 square 
] he location is 


spat ‘ 
it the « 
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t the city 


é 
k ounty courthouse 


The Pre-war Layout 


ible im 


their re 


lo appreciate th msidet 


rovement attained through 
ent 
mind the pre-war layout: The general 
receiving room and the storage room 
for small appli inces both occupied val 
uable floor, at the 


modernization program, bear in 


space on the main 











th SET VICE 


the building \ «ivision of 


ilso took up a 
rear of this floor \ 
mw entrance led to the 
where merchandise primar 
ly was displayed in a series of angular 
ubbyholes along the side walls, each 
product line thus segregated from the 
rest 


depart nen? 
ve area at the 
cramped 


wroon 


Piping and radiators were exposed. 
Doors to wash rooms opened directly 
from the sales floor. The ceiling was 
raw concrete, later dressed up by cover- 
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with cloth, and the lighting wa 
by hanging fixtures. T| 


display windows hardly could b 


provided 


sidered a merchandising asset 
Completely Remodeled 


lhe sale begins at the curb, the arch 
itect said, so that’s where Apollo's 
modernizing started, then swept clean 
to the back of the building. 

The remodeling job on the front was 
completed within two months after V-] 
Day. A sandblasting operation cleared 


Inside the entrance to sales department 
looking to extreme left—with present prod- 
uct displays in valuable space formerly taken 
by receiving room. Platform running along 
wall to right is for display of new refriger® 
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ABOVE 


play windows. 


LEFT 


and storage room for small appliances 
merchandising va'ue 


RIGHT . . Close-up of the wide 
glass panel 
sing the brick. Installation of a con 


yor eliminated any necessity for 
rage-type doors opening onto the 
ump leading to the second floor where 
| service, along with parts sales, now 

concentrated. <A 
trance to the 
reated 

[he old adjoining was 
urned into a display window, to match 
he former pair which were 
pletely rebuilt at the same time. 
the floor 


smart 
floor 


new en 


second thus was 





doorw ay 


com- 
The 


ntrance to sales was wid- 


View of plant snapped prior to V-J Day. 
to second floor then housing part of the service department. 


attractive entrance to sales department 





ame 


- f. 


prod- [%'°S, when produced, and the centered floor 
taken "ture will carry three ranges along each 
along side, Door leads to ramp, which is used 
igera- ‘ot convenience in transportation of mer- 


thandise to and from storage rooms. 
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CROSLEY 


RADIOS 


And today, after a major face-lifting operation on the front, as described in this article. 
entrance leads to parts and service departments which now are located on second floor. 
sales floor, greatly expanded in the process of modernizing this bui'ding, is highly attractive, as are the three dis 


In pre-war 


is lettered in ivory against background of deep burgundy 


ened, and the curving approaches to 
both doorways then constructed of 
glass brick. The panels across the 
front of the building, faced in carrara 


glass, Also 
adding materially to the impressive 
effect now radiated by this modern 
front is the base of stainless steel tile, 
overlaid on the brick foundation. 

The new windows are similar to the 
conventional boxed-out arrangement, 
with backdrop and raised base, gener- 
ally employed by department stores. 


iss, are especially attractive 


left doorway opened onto truck ramp leading 
Adjoining doorway opened into receiving room 
Entrance to crowded sales floor was not inviting, the two windows of scant 


The Apollo name 





A Dstributor’s 


Viewpoint 








Left 
Entrance to the main 





carried on carrara 





hese are constructed so as to give a 
shadow-box effect, permitting a single 
unit displayed in any of the three sec- 
tions to be individually highspotted. 
When planning the showroom, no 
consideration was given the consumer- 
purchaser angle. That is strictly the 
retailer’s problem. The governing idea 
here revolves around the distributor’s 
approach to his dealership. Thus, while 
the sales room arrangement is designed 
to allow modest emphasis on any indi- 
vidual model in an appliance line, it is 


accomplished without physically sepa- 
rating or screening it from the balance 


Nor is the entire line of 
product, although 
grouped together, displayed in such 
manner as to detach this line com- 
pletely from the overall arrangement of 
the floor. Simplicity of background 
contributes strongly to this effect. Gone 
entirely are the former cubbyholes. 
And the only semibay on the floor will 
be taken up by the model kitchen, a 
(Continued on page 78) 


of the line. 


models of any 








Looking toward left rear corner, from center of sales floor—formerly 
storage room for small appliances, a complete model kitchen now is 
Previously, throughout sales room, piping and 
radiators for heating system were exposed, as once also was the 
concrete ceiling, now covered by sound-proofing board. 


being installed here. 


1946 

















The sewing machine section, left side of wing, against new partition 
blocking off former view of washroom doors. 
partition is new air conditioning unit for the offices. 
radios and sewing machines are painted in red tones, with light 
wallpaper including blue tones behind white appliances. 


Also now behind this 
Walls behind 
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A @ AGITATOR Washing Action—the only satisfac- 
ne bag ABC-O-MATI C tory method for thorough, gentle cleaning of even 
ina the grimiest things. 

. WASHER @ “SCUM-FREE” Rinser, exclusive with ABC-O- 


MATIC, gives every piece an automatic shower and 





The Sensational New Washer that Em- immersion rinse of clear, running water. 
: z at gis @ AUTOMATIC Washing, rinsing, and damp-drying 
ploys Every Desirable, Proved Principle for 69.1, Joad, all done and ready for ABC-O-MATIC 


ironing in less than 10 minutes. 


® Washes everything CLEAN! 
® Saves Hot Water and Soap! 
®@ No Installation Expense! 


Fast, Clean, Effortless Home Laundering. 


handkerchiefs. 


IRON ER ®@ STATIONARY Pressing Action makes ABC-0- 


MATIC Ironer adaptable for quick, easy pleat- 
The Remarkable New Ironer that Operates ing, pressing, and creasing. 


. - » @ = . ‘ie @ TO-AND-FRO Finishing Action automatically 
with “A-B-C Simplicity While Providing and effortlessly duplicates the sheen and smooth- 


Professional Finish for All Types of Work. ness of tiresome hand-ironing. 
@ Effort-Free Foot Control! 
®@ Roll Stops on the Dot! 
@ Two Open, Usable Ends! 


Biss. @ CONTINUOUS Rotary Ironing Action makes 
. ABC-O-MATIC quick work of large, flat pieces, napkins, and 





ee ee ete 
: ’ a es oh iE Meee = Tae cote” a cok ee 2. ae ge 
SR) st. eel eG 


ALTORFER BROS. COMPANY - PEORIA, ILLINOIS 
America Leading YW ashers and rauers ; WATIONAL DISTRIBUTORS FOR CANADA: 


NORTHERN ELECTRIC COMPANY, Ltd. 
HEAD OFFICE: MONTREAL, QUEBEC 


























MODEL 251 SP 











MODEL 177 SPINNER 
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§ has a complete line of washers and ironers in sizes and 
styles to meet every dealer’s merchandising need. Write for details. 





Another Department Store Opens a 


Separate Appliance Build 


Pfeifers of Little Rock, 
Arkansas, goes into 
home specialty selling in 
a big way. 

















Correct 


compensation 


for 


sales 


people 


Here it is, a separate department for apoliances that many a department store man 


interests E. A. Manouge, department head. 


has dreamed of. 








ince 

percent 

present 

figfired « 

like i 3 to 

person with 1 

r it is turr 
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The store will do all its own servicing except radio. 
Gimblet is at work in photograph. 


YPS never thought of it, but their cabinets form a nice back- 


bot! : 
oth wome! , 
‘ , ground for a lot of small appliances 


ouge use 
selectit Vv 
pleasant per 
He thinks the 
by training 
Some 800 Bendi 
ym the bool 
daires 
amount of 
it 
Mr 
sold all | 
and 


te, but it will 





his new 


and Be 
In 
firm’s 
right dow 
with fa 
fast actior 
ers of Arkar 
the parent This demonstration of an lronrite is a stone's throw from the 
front door. Mrs. F. J. Templeton is watching. 


The idea is to have plenty of demonstrations going, such as this 
move at a mu ver pace Bendix one by Miss Yvonne Kohr. 
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TRU-HEAT CONTROL reacts to minute changes heat regulators. It holds heat within narrower 
in temperature faster than ordinary types of iron _ limits than five other leading makes tested. 


The soleplate is part of the heat control ! 


THE SOLEPLATE of the new General Mills Tru-Heat Iron expands and con- 
tracts during ironing—and that minute action makes and breaks the heating 
circuit. Thus, the very surface in contact with the fabric being ironed controls 
ironing temperature. This super-accurate control of ironing temperature means 
valuable protection for even the most delicate of the modern types of fabrics. 

But that’s not all! The new scientifically shaped 4-Way, Full-Vue Soleplate 
covers more ironing at every stroke . . . the all around Button Bevel permits iron- 
ing under buttons with any part of the iron edge . . . the unique Safety Side Rest 
ends tiresome lifting . . . the Tru-Heat Fabric Selector, marked with both fabric 
and actual temperature settings, makes it possible to iron every fabric at its own Fa 
best temperature. These vital new features work together to make ironing— 
and selling—faster and easier! 


NOW BEING DISTRIBUTED IN: Minnesota, Nebraska, the Dakotas, 

Wisconsin, Iowa, Upper Michigan, Montana, Idaho, Wyoming, Utah, 2 
Colorado, New Mexico, and parts of Illinois and Indiana. Other states to 

follow soon! General Mills, Inc., Home Appliance Dept., Minneapolis 13, Minn. 


THE IRON SPONSORED BY Bett. Chocks ~ en 


of General Mills, Inc 
ISING 
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J MAKES SEVEN SHADES OF | 
Toast! Handy selector 
makes it easy to suit 








NO NOISY CLOCKWORK ery, 
ANISM to get out of 
order. Completely 
silent! Completely 
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every taste. 
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MANUAL RELEASE. A touch 
of a button pops up 
toast at any time 
Handy when breakfast 
is delayed. 


TEL-A-MATIC CONTROL 
eliminates preheating 
... times toasting with 
scientific accuracy 
Perfect every time! 








REMOVABLE CRUMB TRAY 
makes cleaning easy! 
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Most Complete Line in the 
Industry. Quick Turnover! 
BIG PROFIT OPPORTUNITIES 

FOR KNAPP-MONARCH DEALERS ; 


“4 ke Bai at Karke oe 
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designed to give women every fea- 
ture they said they wanted..to outsell ‘Pima Saath 


a Sats x 


competition in any type of market! 


Take it from the “KM~ Genie—the ~RM~ Pop-Up Toaster is 
the “last word” in beauty and design. - . in craftsmanship 

.. in automatic toaster features! It has what women want... 
everything it takes to turn over fast, pile up profits in a hurry! 


And, best of all, every feature is practical. No gadgets to get 
out of order .. . cause complaints. It stays sold! 


This is typical of the entire "%M~ line. Every Knapp-Monarch 
Electrical Servant is a proven profit maker . . . built to highest 
quality standards, packed with competitive features which 
make it easy to sell. And—because the ~HM~ line is the most 
complete in the industry—~%M~ dealers get more opportuni- 
ties to profit! Get in touch with your distributor today! 


KNAPP-MONARCH CO. 


ST. LOUIS 16, MO. 
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That’s an inside job 
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And the Camfield Manufacturing Company 








out in Grand Haven, Michigan, knows it. 
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Through the liberal use of Inconel* and other 





nickel alloys, they safeguard performance of their 











gleaming, streamlined toaster. 








‘?) The windings of all of its four elements, for 





example, are of nickel-chrome resistance wire. 











An auxiliary bimetal heater of nickel alloy rib-| 





) bon governs the automatic timing control. And 





five coil springs of heat-resistant Inconel keep 








the mechanism popping along on schedule 














Camfield engineers chose these materials be-| 





cause of their superior ability to withstand high 





heat in constant daily use. 











= i 
In Camfield Automatic Toasters, as in so many | 





quality appliances, nickel alloys help bring your 








customers the perfect performance that keeps 




















goods st I1d—and pave 5 the way to additional sales! 








"Reg. U.S. Pat. OF. 











AN INSIDE STORY OF QUALITY 3 

Inconel springs and other nickel [WE INTERNATIONAL NICKEL COMPANY, INC. 
alloy parts protect CAMFIELD 

performance 67 Wall Street, New York 5, N. Y. 
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Servicing THE UNIVERSAL MIXER 


CONTINUED FROM PAGE 53 








FIELD COILS 


a. Push condenser and ground wire partly thru 
hole in top of motor case. b. Place false studs or 
stiff wires in stud holes of motor case. Turn 
motor case upright. 


NOTE: False studs are needed to keep the stud 
spacers in place until the real studs can be 
inserted. 

c. Drop a spacer (short section of tubing) down 
each false stud. d. With the bottom side of the 
mixer toward you, put the clip of the red wire 
on the right brush holder. e. Slide field coils 
down over false studs. The clip to the other 
brush should be on left side 


CAUTION: Do not force field coils in. Be sure 
that all wires come up on same side of the motor 
case as the oil holes. See that no wires are jam- 
med against inside of motor case. f. Push con- 
denser and ground wire all the way thru top of 
case. Do not pull wires out of condenser. g. 
Remove false field studs. h. Insert real field 
studs and screw them in firmly. i. Put chip 
of field coil on to brush holder. j. Fasten ground 
wire of condenser to motor case by same screw 
that holds name plate catch 


BRUSH HOLDERS 


a. Insert in case with contacts inside. Bakelite 
should project #2” inside of case. b. Tighten 
screws 


ARMATURE 


a. Test the alignment of the field studs by 
placing end plate over them. Important: The end 
plate must seat easily over field studs into the end 
of motor case without using pressure. b. If end 
plate does not seat easily, straighten the stud 
bolts untit it does. Exercise caution. Remove 
end plate. c. Place baffle plate in end of motor 
case putting the wire to the resistor and the wire 
to the lower contact place thru the top hole, and 
the other wires thru the lower hole (with motor 
case horizontal.) d. See’ that larger washer is 
on front end of armature shaft next to com- 
mutator and that there is one thick and one thin 
washer on other end of armature shaft next to 
the fan. e. Try the armature shaft in the end 
plate bearing. It should turn freely. If it does 
not: 1. Sandpaper shaft lightly (fine sandpaper). 
2. Wash off grit carefully with benzine. 3. Oil 
shaft lightly. f. Insert armature in the motor case. 
g. See that armature shaft twirls freely between 
thumb and forefinger. If not, proceed as in para- 
graph e, 1, 2, and 3, above. h. Put end plate over 
the end of the armature shaft and field studs. 
Seat it in the motor case. i. Put condenser clamp 
on to field stud and put on a stud nut loosely. 
The short wire is next to the resistor. j. Put on 
an 8 point lock washer and the other stud nut 
on the opposite stud. k. Tighten the stud nuts 
evenly until they are tight. 


THRUST BEARING ADJUSTMENT 


A. Replace thrust bearing and tighten with 
special fool until armature binds slightly. _ b. 
Turn outside locking nut back 4 turn. c. Turn 
adjusting screw back } turn. d. Tighten locking 
screw. The armature should now turn freely with 
out noticeable end play. 


(Continued on page 64) 
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Speed Control Assembly 
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a. Place governor on the end of armature shaft, being 

careful to align the marks. b. Seat governor by a light 
tap with a plastic faced hammer and piece of wood. Do 
not bend lever arms. c. Insert governor pin in end of 
armature shaft. Being careful it is seated between arms 
of governor. d. Solder cord wire to field wires, if they 
have been disconnected and retape them. e. Put cord 
clamp on cord. f. Mount resistor, lower contact plate 
fibre on end plate. They are held by three screws. Be 
sure that the brass arm of the lower contact plate is under 
the hole of the resistor terminal. The screw holding one 
end of the contact plate holds also cord clamp. g. Put 
on upper contact plate and speed control spring fasten- 
ing them in place by pin. An easy way to do this is to 
file a point on a pin and line up the holes of the plate 
and then line up the holes of spring. Insert pin. h. Bend 
end of pin to secure it. i. Make wire connections. Short 
condenser wire goes to nearest terminal of resistor. Red 
wire, jumper and long wire of condenser go to other 
terminal of resistor. j. Place the taped connection of the 
cord wires around the post holding the cord clamp. 


There's more profit and faster turn- 
over when you handle CHROMALOX CASE CAP 
Triangular Range Units. Two unit Repl a oe oe a 
sizes and a supply of CHROMALOX Bis: 4 rig ‘ pe ese = “ 4 Piece 
Adaptor Rings are all you need to care not to break red indicator on speed contro 
assure perfect fit in all range open lever. b. Fasten with the two screws top and 
: : bottom. 
ings. This means—smaller inventory 

. quicker installation . . . more Exclusive Chromelex Design 
— ne oe : la for Better Cooking! 
ou are building customer-good- 

will too with CHROMALOX Triangu- BEATER SHAFT GEAR ASSEMBLIES 
lars. Women everywhere praise the A. Fibre Gear is marked with a “1” and the 
fast cooking, easy cleaning and eco- brass gear with a “2”, on the upper side. These 
nomical operation of this Unit. numbers must be matched in order that the beat- 

Get next to the sales-building Out ers will mesh properly. Match the numbers “1” 

° utaway shows flatter, wider ican = 

profit- -getting CHROMALOX Range Inconel sheaths. Inconel is rugged, and “2” on gears. b. Place one thin fibre 
Unit Replacement line. Write today tough, suctpecs! ead esid-pesel. washer on the upper side of each shaft. c. Re- 
for Bulletins CF-145 and L-1023A. place gear assemblies and in motor case being 


careful to retain proper match of gears. 














on new ranges and for replacement 


in a ’ a. Replace bottom plate. b. Tighten five screws 
means ELTuc Cooking at Its Best. holding it. It’s sometimes desirable to run motor 
rc-l8 


while tightening these screws. 








EDWIN |. WIEGAND COMPANY @ 7525 THOMAS BOULEVARD © PITTSBURGH 8, PA, 


HANDLE 


a. Replace wire grounds under handle. b. 

suey _— _ Replace handle. c. Tighten handle screws .. . 
BATT NTH { WMT ATH i syye : . 

MN MI A AM ii IN Hi hi WM A long Phillips screw goes on right side. 
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— superbly styled... another of Moe Brothers’ plug-in 
fluorescents for merchants who want fast- 
selling traffic items built to a quality standard 


Moe Brothers’ portable fluorescents are 
built by specialists in lighting fixtures — 
known to the electrical trade for a quarter- 
century. You can depend on the same 
high quality which has made Moe Brothers 
the recognized leaders in the field of per- 
manently-installed residential fixtures. 


This line, too, is designed for leader- 
ship. It includes fluorescent desk lamps, 
bed lamps, kitchen lamp adapters, etc. — 
Lb: anced line, trimmed down 


* 


to a group of selected items that can be 
sold in volume. Attractive, practical pack- 
aging, appealing design, and quality fin- 
ish provide an outstanding combination. 

Effective sales helps are available to 
Moe Brothers’ outlets. 


You are doing business with a real out- 
fit for the long pull, when you select Moe 
Brothers’ merchandise. 


— Turn the page for further information 


"about the house behind the fixtures 


od J 


. 








illustrations 
new fixtures 


oreceding page 


Precision Gauging Dependable quality depends on modern quality 
control methods, carried out with the best of equipment under the con- 
stant watchfulness of trained personnel. Moe Brothers’ quality met the 
highest standards of precision manufacturing, on a large volume of 
war production, 


Engineering Department Moe Brothers’ fixtures are not only de- 
signed for eye appeal, but they are also engineered for modern quantity 
production. This extensive engineering department, staffed by technical 
specialists, is unique in the industry. 


Now the lishting-fixture industry has the 
manufacturing facilities you expect of a major 


source of supply 


You can depend on sound design, quality con- 
struction and finish, all-around resources to 
assure a relationship of lasting satisfaction 


Lighting fixtures can become one of your important 
lines, as Moe Brothers’ program unfolds during the 
next few years. And when you feature Moe Brothers’ 
merchandise, you are backed up with the manufacturing 
facilities to do a real volume of business. 

















MOE BROTHERS | 


This means better merchandise and plenty of it — 
at prices that have mass appeal and still give you a re- 
spectable unit of sale. It also means top-grade design, 
the latest in packaging, the most advanced merchandis- 
ing programs — everything that you expect of a leader 
in an important branch of the electrical industry. Several 
of the new fluorescent items are coming off the produc- 
tion lines now. Write for details. 














raining Salesmen... 


The HARD WAY 


Walter Lewis, veteran appliance dealer of 


Macon, Ga., starts his men out in overalls in 


the service shop so that they will know 


their appliances 


from the ground up 


By A. B. WINDHAM 


STANDARD gag during the 
war was one in which the store 
manager pleaded with an irate 
ystomer to be quiet, inasmuch as cus- 
mers were a dime a dozen but sales- 
men were hard to get. 
Walter E. Lewis, veteran electrical 
gpliance dealer of Macon, Ga. (Ben- 
fix, Easy Washer, Kelvinator, Hot- 
gint, Zenith, RCA), knows that cus- 
pmers are still plentiful—but he wants 
keep it that way. He has built a 
lesman’s training program which, 
neffect, teaches the salesmen that not 
ily is the customer always right, but 
must be made to feel he’s always 
ight. 


Sales Training Important 


In his nine years of serving Macon’s 
ppliance buyers, Mr. Lewis says he 
as learned that salesmen can make 
break a business and he feels that 
bo much attention cannot be paid to 
his phase of service. His sales train- 
ig program is a model of effectiveness 
mM his firm is one of the few of its 
ind in his 
dorsed for 


which have been 


salesmen training under 


area 


the well known G. I. Bill of Righis. 

Back in 1939 when Mr. Lewis opened 
his business, he had assistant. 
Today, he has an even dozen, two of 
them former 
learning the business from the ground 
up. 


one 


service men who are 


Unique Features 


His plan of teaching salesmen is one 
evolved after a thorough study of the 
appliance field in the Macon territory, 
and contains many unique features. 
For example, he prefers to employ men 
who have had no previous experience 
in selling electrical appliances. 

“IT want a raw recruit,” he says. 
“The only thing I ask is that he have 
some kind of selling ability—but not 
in the appliance line. I feel like that’s 
where our training plan comes in—it’s 
different from anybody else’s so why 
should I have to ‘untrain’ a salesman 
before training him ?’ 

The second qualification insisted on 
by Mr. Lewis is that the prospective 
salesman be happily married because, 
he says, happy marital relations indi- 
cate an ability to get along with other 








Walter E. Lewis, veteran electrical appliance dealer of Macon, Ga., is shown (center) 
vith two of his star salesmen, trained under the unique plan originated by Lewis for 
sales training. They are Charles Holtzclaw, left, and Johnny Long, right. 
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Two former service men, Jack Harrell, left, and Johnnie Davis learn how 

to take a washing machine apart to the last bolt and screw. This is the 

first step in their training to become salesmen for the Walter E. Lewis 
appliance firm down in Macon, Ga. 


They also indicate a certain 
guarantee of honest hard work, he 


people. 


says. 

Age is not a factor in salesman selec- 
tion, Mr. Lewis declares. As long as 
other requirements are fulfilled, he 
doesn’t care whether his salesman are 
18 or 80, since ability 
age limit. 

“After we have selected a salesman, 
checked his background and potential 
sales ability, we are ready to train him 
in our own method of selling, 
has been proven in the field for years,” 
Mr. “Our 
course, is to start him out on 
and 


recognizes no 


which 


Lewis says. first step, of 
a salary 
commission large enough to as 


sure him a comfortable living.” 
Learn From Ground Up 


The Lewis plan calls for his sales 
men to start at the bottom—by 
ing the equipment they sell. 
not white collar work 

“Our first step is to put our embryo 
into overalls,” Mr. 
“The best advertising salesmen 


learn 


This is 


salesmen says 
Lewis. 
are men who have served as writers; 
insurance find their 
salesmen among men who have worked 
in the business office; top notch bond 


companies best 


salesmen come from the youngsters 


who work on the exchange floors. We 
certainly think this indicates some- 
thing—and it’s the method we've 
idopted in training our salesmen.” 

This means they go into the service 
shop and watch while the repair men 
and servicemen take an appliance to 
pieces, work on it and put it back to- 
gether again. They can examine parts, 
study them thoroughly and learn how 
the parts function, thus gaining a first 
hand working knowledge of what they 
expect to sell. 

“This is a great confidence builder,” 
according to Mr. “Our men 
never find themselves at a loss for an 
answer when questions are asked by 
prospective buyers, about the operation 

a certain appliance. 
the merits of an appli- 


” 


Lewis 


and capacity of 
They also know 
ance when compared with others. 

Once the salesman has learned 
his material, he is sent out with the 
servicemen on frequent trips, usually 
spending one day in the office and one 
day outside. Valuable knowledge is 
thereby gained concerning the terri- 
tory in which he is to work and the type 
of customer he will encounter. 


new 


(Continued on next page) 
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tacluding colored funnies, Brown sec 
tions and magazines, Cincinnati daily 
newspapers, during the year 


June 3, 1946 


ending 
carried the following 
general display nages: Times-Star 
2,561,194; other evening paper, |,704 
802; morning and Sunday papers com 
bined, 2,014,043 


Owners end operet § Rodie Stetion WHET 





Cincinnati 
puts the 

Miner in the 
Major league 





Cincinnati, as bituminous coal headquarters of 


the nation, is activity center of the finest soft coal 


area in the country and is the most important 


marketing place of high volatile coal in the U. S. 


Greater Cincinnati handles, or aids in 
50 million tons of Black Gold a year 


conservative value of $200 million. 


the sale of 


... with a 


This is but a 


single aspect of Greater Cincinnati's vast com. 


mercial nature, which creates manufacturing pay- 


rolls exceeding $260 million annually. 


Wise ad- 


vertisers know this mature market for the breadth 


and solidity of its wealth and for its rich returns 


to sellers of dependable goods and services. 


HULBERT TAFT, President 
ond Editor-in-Chief 











... IN ADVERTISING 





NEW YORK 17. NY 

60 East 42nd Street 
Albert H. Parker, Mgr 

CHICAGO |. HLLINOIS 
333 North Michigan Ave 

Fred D. Burns, Mgr 
WEST COAST REPRESENTATIVE 
John E. Lutz 


TIMES.STAR ADVERTISING OFFICE 


Chicago 1! 


L 435 North Michigan Ave 
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| Training Salesmen , . 
| The Hard Way 


CONTINUED FROM PAGE 47 





The “miscellaneous” point 


IN Sales 
manship are not neglected in the jy 
struction given new salesmen. 7; 
Lewis technique embraces a thorougl 
knowledge of supply and dema 


values and appliance longevity, and + 
methods of approach to various pro 
In connection with the latter 5 
is firmly against “hot boxing” or “his 
pressure” salesmanship. 

“T’ve read a thousand courses 
‘How To Get Rich Quick’ and ‘T; 
Secrets of Successful Selling’” s, 
Mr. Lewis. “We have no sellj; 
secrets. Honesty and hard work a 
the best secrets of selling and we t; 
to instill these into every man wh 
enters our organization.” 

Boiled down to fundamentals, th 
| Lewis training program can be sy 

med up in four definite phases. 


pects. 





| First, a system of personnel selection. Und 
the Lewis plan this means a married ma 
of good character, almost any age, wi 
some sales ability but not in the applian 
| field. 
| Second, a guarantee of a good living wag 
This means a salary while the salesman lear 
his business and the addition of a commi 
| sion after he starts selling. 
| Third, a start at the very bottom—in overal 
Every salesman thus knows his product an 
| its capacity thoroughly before trying to se 
it. 
Fourth, a survey of territory and custome 
This is gained by actual travel in the are 
and contact with its residents. 





By following these steps in « 
Mr. Lewis declares, he has not | 
salesman in his nine years of busir 
who failed to live up to expectations 

Mr. Lewis opened his business } 
small shop on the outskirts of Ma 
Today, his store is an attractive bu 
ing, measuring approximately 30 
60 feet and is located on one 
‘itv’s best business corners. 


Washers Rank First 


He introduced washing ma 
into Macon in 1937 and intends t 
the first dealer to introduce the n 
models and improvements becaus¢ 
his territory, washing machines ram 
first in the demand for all elect: 
appliances. 

The shortage of equipment has g' 
him time to prepare his salesmen thot 
oughly in the art of selling new a 
improved appliances, which illustra! 
another pertinent point in his 
training philosophy. 

“Sure, I’ve hired salesmen « 
there wasn’t anything to sell,” 
points out. ‘‘That’s the perfect t 
to teach your salesmen from the grou" 
up. Later on, when deliveries 
coming in quantity, they’ll be ready 
meet any and all competition.” 

Foremost among his future pro} 
is the inauguration of small cooki 
schools all over his 70 mile tradi! 
radius. At the head of these 
will be young women from th: 


schools, but a salesman from the 
ganization will be the guiding 
and backstage manager of thet 
Upon the ability and astutenes 
salesmen, Mr. Lewis expects t 
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HOW G.E. IS BUILDING A BIGGER 
-WACUUM CLEANER FUTURE FOR G-E RETAILERS! 


OToug! 
Ig 


le 










ar 

ae: G-E Cleaners —the cleaners that always have been promotion ever carried out in the company’s history. 

itter. } a 7 ‘ - Pp 

r . and always will be sold through retailers—are heading It’s not just a one-shot campaign to catch the current 
for the largest sales record in G-E history. backlog of demand. It’s a planned, long-range effort to 


. .  " e . x » CK »tailers ra . , wngd « se fs 
Right now G. E. is turning out the finest vacuum assure G-FE retailer of continually growing sales in me 
future. If you are a G-E retailer, you can count on that! 


id ° . 
* cleaners it has ever manufactured . . . and they are being 
backed by the most intensive advertising and sales Here are more details: 


Finest cleaners ever to come off the G-E line 


New, improved G-F Cleaners offer faster. easier, Whichever your customers prefer . . . an all-purpose, 
ils, more efficient cleaning than ever before. They’re the tank-type cleaner or a motor-driven brush cleaner, 
eS finest models designed in 20 years of G-E experience. they'll find that G. E. is their best buy. 


ed ma: 
ge, wi 
ppliane 


Tank-type Cleaners 













Ng wag 
an lear 
comm; 


Motor-driven Brush Cleaners 
. Designed by G-E engineers to be easier to handle, 


more convenient to operate. Lighter in weight than 





Overa 
duct an 
g tos 


any other top-ranking cleaner. Exclusive toe-tip regu- . 
More powerful suction than ever before, in the new 


G-E “Airflo.” Exclusive telescope bag gives maximum 


dirt-getting efficiency. Toe-tip switch, air-purifying 


lator adjusts nozzle to suit any thickness of nap. Recent 


tests by an independent laboratory prove that the new 
ustome J 


reap (;. FE. will pick up a pound of dirt in 93 seconds. 


dust filter, balanced carrying handle, smooth-gliding 
skids—for extra convenience. Complete with easy “slip- 
{pproved by Underwriters’ Laboratories, Inc. on” attachments for every housecleaning need, from 


floor to ceiling. 











SS j ee 
M 
e hn ‘ . . 
: romotion ever put behind G-E cleaners . 
3 gggest promofio P Best sales-helps ever offered to G-E retailers 
Powerful advertising A complete new set of hard-hitting promotion material especially 
in top-circulation magazines prepared by G. E, to help you build up sales—clinch them easily 
‘ and quickly. 
| -page ads in Life and McCall's present the G-E , — 
aR wm Cleaner story to more than 14 million © attract customers into your store to see the new G-E 
as a . models—use newspaper mats, window streamers, feature dis- 
ders every month, 
I : plays, and consumer folders. 
aust this strong. challenging campaign plays up new : = 
es rally os To give demonstrations that sell—get the special new G-E 
improvements—urges women to visit your 5 ; : gt 
lectr a demonstration kit, complete with samples of dirt, swatches of 
me to try, compare, and buy G. E. : Psion d 
. cloth, a steel ball to illustrate “Airflo” suction, and booklets of 
saad I's long-term promotion designed, not only to sales suggestions. 
en thom! sales for the present, but to build sales that 








For an up-to-date training course to give your salesmen the 
latest information and sales techniques on G-E Cleaners—send 
for slide films, projector and portable pulpit, text booklets, and 
specification sheets. 


1ew afar keep right on growing in the future. 


lustrat 


High-interest “‘sell’’ on a popular radio show Order these sales-helps from your distributor! Write to him 


e] for full information today! 
Nn ve * CO hear about the new . E - 
Wome n all over the country r Get ready now for the new customers that G. E. will keep send- 
R G-E Cleaners on that popular afternoon show, ‘ . 
etic ages a Se . : ing your way! 
, “The G-E House Party,” with genial Art Link- 
re Tel 


letter as master of ceremonies. 








v OLEAN OF OW CLEANER SALES WITH... 





GENERAL & ELECTRIC 


Appliance and Merchandise Department, General Electric Company, Bridgeport 2, Conn. 


ECTRICAL MERCHANDISING—OCTOBER |, 1946 PAGE 69 











ALCOA ALUMINUM GIVES YOU PLENTY TO SELL! 


When a customer asks vou. “What’s 


different about it?” you're never 
stuck for a reply with an appliance 


of Aleoa 


makes it clean. sanitary. friendly to 


Aluminum. “Aluminum 
food,” you can answer. “Aluminum 
conducts heat faster, speeds chilling 
or ice making. See how its lightness 
reduced the over-all weight of the 
appliance.” 


To the technical minded, you can 








point out that Alcoa Aluminum is 
highly resistant to corrosion, and 
unaffected by most refrigerants. 
All in all, you can be mighty glad 
when you see appliances of Aleoa 
Aluminum on the sales floor. They 
sell better, stay sold, and bring satis- 
fied customers in for more. 
ALUMINUM ComMPANY OF AMERICA, 
1860 Gulf Bldg., Pittsburgh 19, Pa. 


Sales offices in principal cities. 


A Regey.\ ALUMINU 


ef ee 





COMMERCIAL 


FORM 


UM 
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Records and Radio 


CONTINUED FROM PAGE 4 





Here a wringer is repaired in the servi 
shop which Johnnie Allen has made 
profitable. 









shape,” he Says “We aver 
two to three hundred set- 
found 
$140 a week and his two assistants 
most as much. We sunp'y forgot 
thing but radio and in 


mvself paying nie rep 


: 1 ” 
radio repair shop. 


It was this) wartin 


business in radio which pul s 
side Appliance through, a ling 
Mr. Allen, and ich stat 
good stead in the present 
shortage. 

“In those early war ye 
market in radio tubes and 
recalls ‘A 


dealer had a hartl time of it. But 


was terrific,” he 


fixed radios and charged fair | 
people knew it. Today, they 
it. I can thumb through my 
now and show you that ou 
day best customers are thos 
served then.” 

In April 1945, Mr. Allen 
Mr. Spink and went out for 
from nationally known dealers. H 
little trouble in getting the 
of his past record, and today 
of the major business houses 
Jacksonville. \ large port 
repair business is done on 
communications fixtures. 


Expansion Plans 


The firm is going ahead 
for expansion of its big 50 x 
ing. A warehouse and repat 
large as the main store will 
in the rear of the property, M 
says, with possible additions 
and an annex. The present s 
will be enlarged and the ad 
outside salesmen is contemplat 

Mr. Allen has had much 
using a mailing list of more tha 
names, all residents in his sect 
list is furnished him by a conimet 
service in Jacksonville and is checs 
over by his bank. He thus knows! 
credit rating and buying caj 
his potential customers. 
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While the plot thickens, the family dinner goes 
merrily on its way toward well-prepared perfec- 
tion. It’s so simple to mix leisure pleasure with 
cooking duties when there’s a modern L&H 
range in the kitchen. New conveniences shorten 
the hours of mealtime preparation. Accurate 
time and temperature controls remove the neces- 
sity of “pot-watching” — of being tied to the 
job “by your apron strings”. During 70 years of 
manufacturing cooking and heating appliances, 


L&H has developed many an innovation to help 


7 


| 
| 


housewives gain a fair share of those precious 


extra hours and to make their duties easier. 


There’s a great story, too, for L&H cooking and 
heating appliance merchants. It’s packed with 
action from the start, down through the part 
played by aggressive L&H merchandising in 
plotting new sales and profits for L&H mer- 
chants. The climax to the story? Here’s a hint — 
nothing reads sweeter than a busy cash register. 


We'll be glad to tell you the rest of the story. 


en, 


THE SHERIDAN ELECTRIC KEROGAS 


ELECTRIC RANGE 


WATER HEATER OIL RANGE 





A. 3. LINDEMANN & HOVERSON CO. 


Manufacturers of ELECTRIC RANGES*ELECTR WATER HEATERS OIL RANGES + PORTABLE OVENS © 
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U’RE SITTING O 


WITH THE BENDIX 


a 


This is a picture of the BENDIX Automatic 
Washer dealer. He’s “sitting on top of the 
world’’—and he knows why. He’s doing 
things today, along with the factory, that 
will keep him on the top when competition 
arrives. Here are eleven reasons why he will 
continue to hold that position. 


BENDIX 


teas Lawadry 


DISPLAYS 

plays for appliance dealers, furniture and 

department stores, provide dramatic back- 

grounds of various sizes for the presenta- 

tion and demonstration of the BENDIX 

Automatic Washer. These displays are 
They're on the sales floor. Working! An- 
other reason why the BENDIX dealer is on top of 
the world 


Colorful illuminated floor dis- 


ready! 


in soap 


apartment house installations, army 


SLIps. 





THE BEST MACHINE—The BENDIX Auto- 
matic Home Laundry has been a triumph 
for nine years. It’s a going concern. No 
“test-run”’ ahead. No “bugs” to work out. 
Matchless work-free washing, thorough 
laundering, gentleness to clothes, economy 
and water—proved repeatedly in homes, 
camps, navy 


BENDIX SIGNS— Everywhere you see these 
BENDIX signs. They’ reinstalled—they’re 
at work! They’re not just planned or pro- 
jected or awaiting materials for their man- 
ufacture. Like the BENDIX machine, 
they’re a going concern. Big, glowing Neon 


signs, canopy signs; Neons for windows, walls, and 
counters identify the dealer who’s sitting on top of 


the world—and help keep him there! 


OCTOBER 


BIGGER DOLLAR PROFIT—It’s dollar profit 
you're after primarily—rather than uni 
volume. And you make more money when 
you sell a BENDIX Washer. The selling 
price, while strictly competitive, is sti 
big enough to give you the most generous 


profit in the business. And you’ll sell a lot of them, 
for BENDIX Home Appliances supplies the selling 
support to help you move machines in volume. 


SALESMEN’S HELPS—To assist retail sales 
men in closing floor sales, there is a Bene 
fit Chart with a story geared to the cycle 
of the BENDIX. It points up the bene 
fits of each operation performed by the 
unit. For closing a sale in the prospect’ 


home, BENDIX salesmen have a powerful sales tool 
in the Presentation Manual. And whatever helps the 
salesman sell, keeps the Dealer ‘‘on top of the world.” You've ¢ 


Space ts lew he Me eh 
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AUTOMATIC WASHER}... 


i women 
why the ] 


world, anc 


already s 
the gets 


ELECT 





\TOP OF THE WORLD 


ERY... AND HERE ARE ELEVEN SOLID REASONS WHY! 


profi 
n uni 
’ whe 
selling 
is stil 
nerous 
them, 


AUER 
TUT 


WANTING Lists—Survey after survey shows 
that more women want a BENDIX than 
any other washer. BENDIX leads, and is 
increasing its lead. Recent surveys show 
the BENDIX polling more votes than the 
next three washers combined. Millions 


THE BENDIX FALL ADVERTISING CAMPAIGN 
befits the leader of the automatic washer 
industry. Billions of BENDIX Washer 
sales impressions are focusing on prospects 
during these Fall months, impressions 
made by ads in the great magazines that 


3 


PUBLICITY —The most newsworthy washing 
machine in history! To those who assay 
news-value: writers, editors, radio people 
—the BENDIX is definite feature mate- 
rial. The BENDIX on the job in far places, 


on a submarine, on the Presidential yacht, 
being examined by royalty in foreign capitals—all 
this makes news. And makes the BENDIX Washer a 
household term— meaning profits to dealers. 


{women want a BENDIX—that’s another reason 


influence America’s buying habits. Then, posters, 
why the BENDIX dealer is sitting on top of the 


spot movies, spot radio, will pour sales power into 
each cealer’s territory as the campaign develops. 


sellin 


e world, and looks like he’s going to stay there. 


ee 
sales BENDIX OWNERS ARE VOLUNTEER SALESMEN! 
Bene- Nobody is so enthusiastic as a BENDIX 
» cycle owner! She’s forever showing the neigh- 
bene- bors how the BENDIX washes unat- 
yy the tended. Many a woman comes in for a 
pect’s store demonstration bragging how she’s 
»s tool already seen a friend’s BENDIX in action. And when 
ps thefthe gets her machine she starts showing it off too. 
orld." You've got a half-million amateur helpers like her! 


BENDIX HOME LAUNDRY INSTITUTE—In addi- 

tion to conducting practical research the 

Institute makes its findings and recom- 

mendations available to BENDIX dealers 

and owners through a corps of trained 

home service specialists. These home laun- 
dering experts demonstrate and explain every 
BENDIX Automatic Washer when installed to in- 
sure customer satisfaction. 


BENDIX SERVICE ORGANIZATION — Noth- 

ing keeps a home appliance sold like an 

alert and highly trained Service Organiza- 

tion. BENDIX installation and service 

groups get the same thorough training as 

sales personnel. It’s not a collection of 
mere handy-men. They’re specialists! Every dealer 
has had factory training himself, or can quickly get 
factory training for his men. 
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....OFFER FUEL-SAVING 
CONVENIENCE OF >) HEAT 
REGULATOR SETS 


Your furnace-user friends will thank you later — if you 


urge them vow to install a new A-P DEPENDABLE Heat 


Regular Set on their coal fired furnaces. 


With uniform, comfortable home temperatures controlla- 
ble at the touch of a thermostat dial, and the season's savings 
of scarce coal totalling 10% to 25%, these homemakers will 
have plenty of reason to remember you — year after year — 


for your friendly suggestion. 


The new A-P Heat Regulator Set — precision-built for years 
of DEPENDABLE service — is available for steam, hot 
water, Or warm air heating systems. 


It is complete with 
modern wall Thermostat, Limit Control, Damper Regulator, 
Transformer, and complete installation kit, with full instruc- 
tions for easy installation. 


AUTOMATIC PRODUCTS COMPANY 


2400C NORTH THIRTY-SECOND STREET 
MILWAUKEE 10, WISCONSIN 


DEPENDABLE Gontrot. 


FOR HEATING + AIR CONDITIONING ¢ REFRIGERATION 


YEARS 


A WASHER DEALE} 


E. B. Williams inc., Omaha, reveals 


its plans for future operations. 








Mrs. Williams remembers the washer business from the time the world's first washer 
salesmanager, Harry Barker, called on her husband. 


HEN Harry Barker of the 
Nineteen Hundred Corp. sold 


E. B. Williams some of the 
first electric washers ever put on the 
market back in 1909, the deed brought 
a roar of protest from Mr. Williams’ 
father, who ran a lumber yard in 
Grand Island, Neb. 

“What in thunderation do you want 
to do—spend your life peeking in 
women’s basements ?” erowled the old 
gentleman. 

Despite the father’s protest that sell 
ing washing machines to women was 
not a dignified occupation for grown 
men, E. B. Williams liked the idea of 
pioneering this brand new device, and 
became possibly the oldest washer 
dealer in the United States in point of 
continuous activity in this field. At 
the time of his death four years ago, 


Mrs. Williams picked up 


left off—the firm had been incorpor- 


ited bv then. 


Plans for Future 


Because this washing machine store 
> 


has seen everything, possibly its futur 
operating plan has news valu 
the run of mine institution. 

When the Farnam Street rent 
jumped to $150 a month, (from $87 


Mrs. Williams decided she would rec- 


tify a mistake they had made ear! 
They would buy their own building 
\fter three moves in an att 
get what she wanted, she bought 
building for $6,000 which was : 
Meanwh 


the fact that the company continuous: 


door to a movie house. 


carried its ad in the Omaha Red Book, 


(Continued on page 76) 


— 





Here is the store's first group shipment of new machines since the war started 
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NO. 1 SUNLAMP SALES OPPORTUNITY 
















Westinghouse offers you a new sales opportunity .. . a different 
and better lamp that has both sun and heat lamp bulbs. 

People want sun and heat lamps... sales prove it. Now you can 
offer a lamp with exclusive selling features that will help you boost 
your sales volume. 

Attention-attracting design. Handsome, durable enamel finish. 
Easy to demonstrate, sell and use. Built and guaranteed by West- 
inghouse. Sales aids that help move lamps fast. Priced to sell. 


ee 


Liberal discount. 
Write for descriptive folder or phone nearest Westinghouse dis- 
tributor for complete information. J-04088-A 


Exclusive selling features 
® Has both sun and heat lamps 
® Convertible to a table lamp 
® Lamp housing turns to any angle 
® Height adjustable 322” to 50” 
® Two-way switch controls both lamps 

















Westinghouse Electric Corporation 
P.O. Box 868 
Pittsburgh 30, Pa. 


A PRODU CT Oo F Please send me your dealer folder describing the new Select- 





O-Ray lamp. 
* 
) Vesti house ee 
PLANTS IN 25 CITIES... OFFICES EVERYWHERE Street 









City 
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37 Years 
A Washer Dealer 


CONTINUED FROM PAGE 7 











ec Qanared SHOOT 


Housewives the country over rely upon JUICE KING for the finest in 


—- 


home juicers. This confidence—‘nspired by recognized superiority 
in workmanship, quality and design—is your assurance of customer 


satisfaction and increased sales. Models retail up to $9.95. 
Confirming JUICE KING superiority are these 
six important features: 
@ Unique Single-Stroke Handle 
®@ Patented Juice-All Strainer 
@ Deep-Well Cup 
@ Interlocking Cup and Strainer This store is fencted near a movie theater 


4 near a street car transfer point, and ir 
©@ Encased Steel Handie tA a neighborhood shopping district. 











®@ Iridited . . . to preserve enamel finish Y : 





‘ A) ” 


helped to overcome the liability ir 
curred by so many moves. 

“We are now in a_ neighborhood | 
where women come to shop,” says 
Mrs. Williams. “We are near 
transfer point on a trolley car, and 
can easily be reached. Being next 
door to a theater brings us foot traffi 
I am charging myself $50 a month rent 
for the store, and we are getting $4 
a month from the upstairs apartment 

“If anybody had told my husban 
that we would live four years on 2 
washers, he would not have believ: 
it. In the 37 years of our existence 
I think we sold around 1,000 washer 
a year. There must be at least 30,1) 
customers of ours in Omaha. Peopli 
| have come to associate us with was 
ing machines.” 


Made Two Mistakes 


What Mrs. Williams didn’t knov 
| when the war came on and they wer 
| forced to turn to repairs for living 
| was what to charge for this work 
Repairing had been largely a service- 
free operation in the past and the) 
| had no records to go by. Bit by bi 
| they learned how much it cost to ( 
a job and what to charge for it. 

The second mistake she made, sh 
says, was in not getting cash. Repair 
are a cash on the barrel head business 
There is no point in carrying custon 
ers on books for this sort of thing. 

Four men are employed in the repai! 
department. At the moment this } 
written they and their efforts are sup 
porting the entire organization. Sont 
new machines are on the floor but no! 
enough to start any selling operation 

In her card file, Mrs. Williams ha 
the names of thousands of old custo! 
ers. These addresses she will us 
the future in direct mail. The stor 
does not plan to have any salesme! 
in the future to sell washing machines 
Business will be obtained by mail, by 
advertising and by referring to thet! 
service customers. 
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Right down the line—from manufacturers to jobbers, 
retailers, repairmen and the consumer there has been a 
“waiting list’’ for a feed-through cord switch designed . . . 


For Electrical Devices Rated Up to 2500 Watts, AC or 
DC, 125 or 250 Volts. Carries U. L. listing of 20 amps 
at 125 Volts. 


THE TRILMONT SAFETY SWITCH is double-pole, single- 
throw with fast make and break. Eight silver-to-silver con- 
tacts provide instant arc quenching and exceptionally 
long life. 


Tell-Tale Light Saves Current — Protects Appliance — 
Built into the rugged plastic housing are a miniature power 
resistor and neon lamp (good for thousands of hours) 
This lamp, lighting in the “on” position, can be seen 
through slits in top and sides—a warning that appliance is 
connected whether in use or not. And it's the only cord switch 
with warning light carrying a One Year Warranty! 


Attractively Packaged and Displayed — The TRIL- 
MONT SAFETY SWITCH is no bin or shelf item. It’s 
new, there's nothing else like it, and it’s highly profitable! 
So we have packaged the TRILMONT in individual boxes 
with instructions enclosed and packed them in a self- 
selling display carton that retailers will welcome on 
their counters. 


Distributors and Dealers—Be the First to Offer This 
Exceptional Switch ... Write us for details. 

TRILMONT PRODUCTS COMPANY 
Wakenrs of the famous “Jrilmont Safety Heater 
24th & Walnut Streets, Philadelphia 3, Pa. 





1, 1946 





TRILMONTA/7 





Top View 


% oe age ee 



















































































Actual Size 
Front View 
























MPU ANTES 












OPA Approved 
Price 9 3 


and worth it! 
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The Modern Showroom — 
A Distributor’s Viewpoint 








Unlimited USES! ; : CONTINUED FROM PAGE 55 


Unlimited sares 
OPPORTUNITIES IN 


LAU «niteair” 
EXHAUST FANS 


for Homes, Offices and Factories 














A section of well-ventilated, amply-lighted shop in which Apollo Service now repairs 
sealed refrigerator units, using the special test board mounted on wall at right 





natural arrangement for such a display. The latter are finished in 
wood tones and completely 

Both general and private offices ar 
Aside from the many features of this conditioned. 


Other Features of Design 


; : “cape Show y« 
show room illustrated by the accom- No deliverics whatsoeve1 
panying pictures, other points deserv- to dealers from this plant, all mercl — 
an Be oy ing mention include the following: dise shipments being handled throug uphols 
General illumination is furnished by the public warehouse. When the gir prol 
Everyone wants comfortable, refreshing sleeping, working, and fluorescent strip lighting, flush with bills out an order, the teletype machit Wash a 
shopping conditions. Lau propeller-type (“Niteair”) fans pro- the sound-proot ceiling board. This in provides five copies at each en I ah 
vide more real, long-term comfort than anything that could turn 15 supplemented by incandescent line, the only difference between the 
possibly be devised or procured on such small investment. In- spots voceened tute Cie coming s5eve the (Continued on page 82) 
platiorm display base running along dirt} 
the walls. Heavy linoleum floor cov McAl 
as been laid on this base. The 
itself is dark asphalt tile, a solid : we 
color to pull the various appliance in th 
groupings together, accented in a white iS ee 4 - Rir 
stores, cafes. Mass manufactured window-pane check The one wall McAI 


stalled in homes—large or litthe— Lau fans expel daytime heat; 





replace it with fresh, cool, night 





air. Many practical applications 
besides homes—in ofhces, fac 


tories, commercial buildings, 


in straight line production for backing the refrigerator display, and 








low-cost competitive selling. 1] the kitchen, are covered with wall % up 
: paper, a white paper including blue 
= | | tones, such as those found in many 
modern homes. All other walls are 
DIMENSIONS AND SPECIFICATIONS painted in red and henna tones. 


The model kitchen, when completed, 





Sales are a snap. 





om a T T 
Unit Fan Size A | 8B c | C.F.M 


. will be used for demonstration purposes 
226. | 22 29 | 24!/, | W 3,800 : by a home economist. All heating units 
xan | 30" =~ | 38 | 8 [13% a 7,100 _ TT % | and piping now are screened. The 
3o4L | 38" | 42 = 13% | 9,000 | additional fixtures to be called into play 


363L 36" 42 42 3%. | 10,150 | Ys _| as new models of appliances are re- 


aul | 42° | 48 | 48 16 12,600 | | 


— 


ceived include both high and low types, 

425t | 42" | 48 | 48 16 | ' | 38 ; Y. | } curved and streamlined, especially suit- 
485L P _ 54 | 16 | __15,050 | Ge able for small radio and traffic appli- 
54 16 | % ance display. At the present time this 

showroom naturally is low on merchan- 

Write us direct or contact your jobber. dise. Located in a booth between the 

model kitchen and the traffic appliance 

section, the receptionist is directly 


8 L fe | W £ R across the floor from the entrance. 
From this point she commands a view 
Cc oO i PA ww Y oi the entire showroom. 


Offices Also Remodeled 














Cases of new refrigerator units, other hea 
repair parts, and major appliances tick 


DAYTON 7, OHIO, U. S. A. for service, now flow smoothly to sec? " 


rhe general offices at the rear of Geer vie this now conveyer. The advestegil 
WORLD'S LARGEST MANUFACTURERS OF FURNACE BLOWERS the main floor are more than amply —Jabor and time saving, and safety, protect 

lighted by fluorescent strips and the jing both visiting dealers and company pf 
windows here are glass brick, as in the sonnel from possible accident such as truci 
Blower Assemblies * Wheels * Propeller Fons © Accessories private offices along one side wall. slipping on the steep ramp. 


Engineers ond fabricators of generol Air Handling Equipment 


PAGE 78 OCTOBER |, 1946—ELECTRICAL MERCHANDISINS 
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@ washes—rinses—dries 
upholstery —rugs 


Show your customers how they can launder 
—wash, rinse, and dry—overstuffed furniture, car 
upholstery, rugs right in place... just like 
professional cleaners do. 
Wash a piece of rug or upholstered furniture with soap and 
water, using a brush, rough towel, or sponge . . . to get 
grease and grime into solution. Vacuum the 
dirty suds and water out of the fabric with the 
McAllister. The powerful suction draws out a// the dirty 


f 
water and soap solution. This is important. If soap is left / I 
in the fabric, it will rot the rug . . . destroy the upholstery. i d J | y 
Rinse with clean water. Vacuum again with the 


McAllister. So little moisture will remain in rug or 


upholstery that both will dry thoroughly within an THE ONLY COMPLE é TE 4 “IN -] APPL [ANCE 


hour. The colors will regain all their factory-fresh 


1. Th Id’ t ’ 
beauty. The fabric will be sweet-smelling . . . real/y clean. © world's best vacuum cleaner by actual test 


The McAllister Bagless Vacuum Cleaner is the only 2. A a that — — fresh, filtered 
household cleaner on the market that handles suds and ee ae ee eae 


wales jant Hie dev dit. 3. An efficient moth-proofer and paint or wax 
sprayer. 
This truly post-war cleaner, thor- 4. A laundering appliance. 
oughly field tested and proved, is 


now in production by an old, reliable No Bag to Empty... 
appliance manufacturer. 


No Filters to Replace 


A Sales-Making Display- Show your customers 
how the McAllister cleans rugs clean . 


x revives their colors. Launder half a scatter 
rug with the McAllister. Place it on display 
McALLISTER-ROSS CORPORATION 


Show it to your customers 
General Offices: 135 S. LaSalle St., Chicago, ill. 


——___ > 


Factory: Newton, lowa. 
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| c_ SPERT ws BACKING THE SUITTA Te 
gy. MOST POWERFUL NATIONDY 











sr wai 





Over 38,000,000 full page and half-page color impressions in leading magazines e 
to sell Sperti Sunlamps to your customers from October through April \\I 


Thousands of dealers proved what a selling sensation breaks in October, you'll be tied in—you'll cash in on 
they had in the Sperti Portable Sunlamp, /ast winter. super-powered promotion. Right at the peak when the 
Now, with new improvements... with increased pro- do the most good, you'll have.. 

duction ... with the most advertising power ever put be- . 


Generous cooperative local advertising 
hind a sunlamp...watch this new electronic develop- . 


Traffic-stopping window and interior display cards 
ment run away with sales records in your appliance * Sales booklets 


department. * Direct mail folders 

Get in touch with your distributor at once. Be sure to * Specialized supplemental promotional material 
sign up for cooperative advertising and mail the agree- Sign up now. If you don’t know the name of y@ 
ment to Sperti, Inc. Then when this great campaign local distributor, write, wire or phone, today. 


x, 


Qin 
[pli ty , 
' 


os Stock and sell this other great Sperti Ultra-Violet Lamp. New, super-powered 575-watt dual pur- 
pose S-200. Popular 2-in-1 Ultra-Violet Lamp with separate Infra-Red at the snap of a switch. Smart, 


adjustable pedestal style. Operates on AC or DC. Retails at only $48.50. 


The .52eZz PORTABLE SUNLAMP 


OHIO @ RESEARCH @ DEVELOPMENT @ MANUFACTURING 


ww 
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onsation of the Year wrt Tre 
VERTISING IN SUNLAMP HISTORY 


— SUNLAMP 





L 
RTl PORTAB 

UPER POWERED 560-WATT SPE 
new 5 - 


pc 
» OPERATES ON AC oR 


niamp made. ( Model p-100 ) 


@ The only really portable su aii _. 
: initia 
! Measures only 4/4 x31/2x10/s inches when clo 
a! 
® Compact as @ camer 


1 ‘ P 


® Convenient. Place on table. Hang on chair. Tuck away in bureau drawer or traveling case 


® Designed by a world-famous scientist. Exclusive patents eliminate 
need for heavy and expensive transformers and condensers 


4 . 
) ® Smart, chrome-trimmed metal case with built-in stand and 
electro-polished aluminum reflector 


® Approved by Underwriters’ Laboratories 


* Retails at onl 
y $37.50. 
Full price fair am Excellent mark-up. 


em Ele 
THE SA TURDAY EVENING 


THe WHEEALY NEWSMAGAZINE 


ty wes 
eg 


¥ Sperti Sunlamp advertising will appear. 
¥ in these leading national magazines... 
y ~ "ae oe reaching over 7,000,000 families regularly ! 
% : = SATURDAY EVENING POST ° COLLIER’S * TIME 
™ 


il 


BEE. 2a 


Bee 
Hey 
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Nationally advertised in SAT- 
4 URDAY EVENING POST, 
TIME, NATIONAL GEO- 
GRAPHIC, GOOD HOUSE- 
KEEPING, FORTUNE, BET- 
TER HOMES & GARDENS, 
INSTITUTIONS, MODERN 
INDUSTRY. 








ai r at she 





w arm 
{ resh r produc: 


‘ ates 
ire ulat o.. nvease ° 
\ ornado cw omy ™ rea 










: con 
. winters el eco — 
In the ¥ fort and fu advertisine © ' 
el conve ln sional ® hs a year: 
>» . « 5 
ree upied Me le mand, -” twelve month 
ae ales 
sa € 





available 










Vornado-circulators are 
in 15 great models. This is a tri- 
umph in air circulation history! 
See your distributor or write direct. 


0. A. SUTTON CORPORATION = WICHITA, 


+ 


KANSAS 
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The Modern 


Showroom 


ees CONTINUED FROM PAGE 78 


sets being that the charge col 
blocked out on the warehouse cvpie 

The architect who planned this ge. 
modeling job for Apollo was Pete 
Copeland, New York, who in 1931 wo; 
the top prize of $5,000 in a radio de. 
sign competition staged by Westing. 
house Co. Five years later, after 
earning an important award in ap 
open competition by the New York 
World’s Fair committee, he designe; 
the fair’s Fashion Building which at. 
tracted considerable attention. He 
currently is engaged in store planning 
projects for several leading department 
stores in New York, as well as for 2 
number of other retail outlets across 
the country. 


s 


Anticipate Expansion 


With a total of 60 persons on the 
payrolls of the twin Apollo companies 
today, it is anticipated that between 10/ 
and 120 will be employed when merch- 
andise again is received in volume 
Pre-war manpower peak was 72. 

Originally starting with Crosley 
radios, the firm has specialized in this 
manufacturer’s products for the past 18 
years, now carrying Crosley radios, H& 
refrigerators, home freezers, cabinets fh" 
and sinks. Other lines, added later, 
include: Apex washers and _ ironers, 
Domestic machines, Royal 
cleaners, Grand ranges, Sunbeam appli- 
ances, Sperti sun lamps, 
recently, Doyle’s Cyclo 
franchise for the distribution of Gen- 
eral Mills 
also has been arranged by the firr 

Fred Goldberg, vice president and 
treasurer, joined David 
president, as a full partner in the busi- 
ness in 1927. Apollo Service, Inc., was 
set up as a separate organization soon 
after the start of the war, with Harry 
A. Epstein in charge as general man- 
During the 
war Apollo manpower pitched in, on 
subcontracts, manufacturing firing pins 
for carbines and tommy guns, parts for 
bomb fuses and oxygen valves, earning 
an Army-Navy “E” award in the 


process. 





sewing 


oiwte 


‘ d 
and quit 


mower! 


appliances, as developed 











Slobodier 

















ager and vice president. 








Deliveries to dealers are made from a pub- 
lic warehouse on railroad siding, with direct 
connection through this new teletype system 


speeding shipments and billings. PORT. 


ELEC 


, 7 ¢ 
Mb CA Whit Taine General Electric 
presents eight outstanding feceivers in its new 1947 


line, in full color two-page spreads in Life, Look, 
Collier’s and Saturday Evening Post during 
November and December. This campaign features 
the great new FM Radio-Phonographs, Self-Charging 
Portable, “Wake-up-to-Music” Clock-Radio, 

Table Radios and Radio-Phonographs. Place your 
order today to get in on this triumphant Christmas 
campaign. See your G-E Radio Distributor for full 
details or write to Electronics Department, 





ning , ~ Mf _. é General Electric Company, Bridgeport, Conn. 
‘tment > 


lor a 


MARGARET O'BRIEN 

Lovable young star of the 

e new MGM production, 
“TENTH AVENUE ANGEL” 


7” Magail O Chin STARS IN G-E 


2 
_- + 


€ 


* 
. 


> 
nm 


SSTMAS CAMPAIGN REACHING 50 MILLION CUSTOMERS! 


























GENERAL ELECTRIC FM 
RADIO-PHONOGRAPHS 


tee retin whemage over te enciant Hoan: satis. fot 
mg ood carjerence! Agora « backgrownd of 





ovoble young ster © 
manGarel O'BRIEN — ; 
TENTH AVENUE ANGEL 


new MGM production 








_ ene 


GENERAL @ ELECTRIC 


s:eersrom ame HLECTHOMICE 











natural color tone radios 


G 
Here are magic pass keys (0 an enchanted realm of entcrtaramen 


_heard in the full glory of General Electric's natural color tone 

















from both radio and recordings Here 
are the new electronic features you ve 
waited for these many years Here are 
the new 1947 iostroments whose 


. Aemctin tome ais 
breath-taking beauty matches their an penton Ses 
ppng peerent 27) pas 


— 
qualled dependability and performance. Coins tuerranerommner 


THE FIRST AND GREATEST NAME IN ELECTRONICS 


GENERAL €3 ELECTRIC 


'78-a10 


PORTABLES - TABLE MODELS - CONSOLES - FARM SETS AUTOMATIC PHONOGRAPH COMBINATIONS ~~ TELEVISION 
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a ae > No. 3 of a series telling how Graybar | 
ao helps dealers increase profits | Sales Floor 


on the Sidewalk 









winbow 
ENTRANCE 





CONTINUED FROM PAGE 5) smn, 


from the pavement, as it may so 
in the accompanying pictur: 
The wide-open effect design 
greatly heightened at night when he 
floors are evenly illuminated, the 





ar ne 
appea 





aux 
\ iliary spots and window base lights = 
\ on, and the battery of spots across the 
\ outside top of the window, pointing 
\ straight down, floods both the windoy 

} base and the sidewalk area in fron 





/ the store. There doesn’t seem to }, 
if. any window in your way at all, 4 
Ke! though standing on the pavement. , 
* half feel you're already inside the stor 
—=S0) why not step through that oper 

N doorway and ask the price of that cor 


Li@nce? Over tay 








bination radio-player over in the fa; 
corner of the floor? Those 15 spo 
banked above the window, by the w: 


ee arr 





are centered about a foot apart 





The only thing remaining to d 
the front is to install a lighted Frig 
aire sign across the top of the building 





...one of the phases of 





















merchandising in which perhaps a foot above the window. T} 
neon store sign, Appliance Center, 
Graybar offers you real help mounted inside, at eve level, wher 


the flooring of the second storv ends 
forming sort of a balcony effect, wit! 
a railing for customers’ safety. T! 
name was selected chiefly for its direct 
identity charactertstics secondly 

cause of its advanced standing in t¢} 
telephone books classified listings 




















Brightest Spot in Town 





All lighting throughout the store 
incandescent, with any or all lights, ex 
cepting those providing general illum- 
ination, controlled by a time clock 
Since it rarely is necessary to tun 
any lights on during daytime hours 
Gelhrmann feels he well can afford t 
(Continued on paae 86) 











FREE TO DEALERS! — The ‘'Profit-Flasher’’ 
— a handy device for rapid. accurate calculation 
of selling prices, profic percentages, etc. To re- 
ceive one of these time-savers free, just ask your 
Graybar representative — or phone or write our 
nearest office. Graybar Electric Company ... in 
over 90 principal cities. Executive offices: Gray- 
, . . ° ; ‘ : oo a 
A good way to simplify this problem is to discuss your bar Building, New York 17, N. Y 


layout with the local Graybar Merchandising Man. 
Through working with numerous dealers in your area, 


Suggestions galore for store layout are available in sev- 
eral excellent publications. But no two stores are alike. 





You still have to work out the best answers for your store. 





* Fast-selling lines... 





he knows which layout ideas are the best bets for your * profit-building ideas... 
particular market. From merchandise manufacturers, he ‘ 
has received intensive guidance and a wealth of mer- * time-saving deliveries... 


chandising “idea material” which he can help you apply 
to boost sales. 

Graybar dealers get lots of good ideas from Graybar Generel illumination is furnished by ix 
, candescent lamps in low-cost fixtures 
made by Gehrmann. Each consists of 
12 by 12-inch wooden box lined with 
asbestos and tin, then recessed into ceil 


Merch indising Men — ideas for personnel training, local 
promotion, and every other aspect of modern merchandis- 
ing. And they get local delivery of leading lines of major 





appliances, traflic appliances, and home radio — from a ing. Quarter-inch plate glass, sand- ui 

solidly established, independent distributing organiza = hom ae! > held flush - 

i e to selec rc ise ¢ e with ceiling by hanger bolts at corners. v; 

tion whi h is fre , t lect mer handise and to mak is thlisss-Ghehani aden aaah anil a 

recommendations in your best interest 650 usual lamp, tin will be painted flat white ie 

ss Merchandising Department and glass will be suspended two inches Me 

below ceiling, for experimental compari- a 

MAJOR APPLIANCES s TRAFFIC APPLIANCES a HOME RADIO son with the flush-type fixtures. be 
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EVEN DISTRIBUTION 
OF HEAT 


Oversized heating element 
of Nichrome steel wire 
wound on heavy duty mica 
plate distributes heat even- 
ly to all points of sole 
plete. . . . No over-hot 
ot cold spots. 


BALANCE 


Scientific positioning of 
handle increases pressure 
at toe —pleces center of 
gravity where bulk of iron- 
ing is done. . . . No bear- 
ing down. .. . No drag. 
. . . No muscle strain. 


... and being ac- 


“Claimed by women 


ferywhere .... 


seeIERMAC Automatic 
tes “Cantilever 
anc 100% Even 
Mt Heat... . 


fan organiza- 
B founded on 
Ste that “just 
: was- not 
Sn to meet 
as acting re- 
fonts of our 


# American 


wwvar market. 


MACARTHUR > 
PRODUCTS, Inc. 


Indian Orchard Mills | 





\pari- 





SPRINGFIELD, MASS. — 
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2-SPEED 
CONTROL 




















Sold nly through reliable distributors and dealers . . . 





and if\you’ re one of them you're set to meet all compe- 





tition. 





ou’re on a team with more than 35 years of 





experi¢hce in building championship vacuum cleaning 













t. Backed by a modern sales and national ad- 





ae you're sure to score — BIG. Get the 
















CLEMENTS MFG. 


6666 S$. NARRAGANSETT AVE. 





CHICAGO 38, 





HLL. 
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Sales Floor on the Sidewalk 














| pour out the incandescent foot candles 
|at night. 
is by far the brightest place in town. 


The net result is that this 


When Gehrmann took over this 


building the main floor was three steps 
| below the pavement level. 


He didn’t 


| change it; and the arrangement works 








| 
| 


} 


| broadly, 


out nicely. While it is three steps 


down to the main floor, the customer 


isn’t unduly aware of this until well 
inside the store because the doorway, 
window base and inside entry all are at 
sidewalk level. And the fact that there 
are three steps down to the main floor 
of course reduces by this same amount 
the walk up to the second floor because 
the stairway starts just two spaces 
inside the door at the sidewalk level. 
This makes it appear especially short 
and easy to navigate. 

Furthermore, since the stairway is 
open, with wide treads which overlap 
it looks shorter than it actually 
is. As for luring customers to the 
second floor, it seems to be ideally lo- 
cated and well planned. Open-type 


| construction was adopted in order not 








to block off the view of any portion of 
the main floor. Upstairs along with 
the record department, he plans to 
carry most small appliances and radios, 
probably also a television demonstra- 
tion bay when video sets hit the market 
in quantity. 

The floor covering downstairs is 
black marbleized asphalt tile with a 
white pin stripe running lengthwise 
along the floor to lead the eye into the 
depth of the store. Gray paint tones 
on the wall back of refrigerator, range 
and cabinet displays accentuate these 
white products. Elsewhere, walls are 
painted citron yellow; ceilings are 
white. Green plants now are carried 
at the sides of the window and it is 
planned to train some vine such as ivy 
on the walls inside the window to 
create a homelike atmosphere at the 
front of the store. 

Display models of most major appli- 
ances are financed on the floor plan, 
with deliveries to purchasers made by 
distributors directly from their own 
warehouses. On others not so handled, 
Appliance Center employs an_inde- 
pendent trucker, always, however, 
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Refrigerators now are lined up along sidewall where selling station is planned. 





stocks 


drawing on distributors’ 
All merchandise will be sold solely 
through the store until such time as 


Gehrmann feels it worthwhile to sell 
through part-time salesmen contacts 
which he already has developed. At 
that time, Appliance Center also will 
start on a regular advertising schedule. 
Eventually, he plans to sell outside 
through full-time specialists trained in 
his own outlet. Service currently is 
farmed out or routed through distribu- 
tors’ repair departments. 

Despite the absence of any pre- 
opening advertising, store traffic was 
heavy during the first several weeks, 
until the time we visited this outlet. 
Summing up on a personal note we can 
report that any person who walks past 
this store without taking a long, 
searching look at the products displayed 
on both especially at night, 
either must have his eyes closed or be 
concentrating on very important busi- 
Otherwise, as we observed one 
evening during an hour’s check on 
sidewalk traffic bent on shopping or 
heading for a nearby movie house, this 
store front stops ’em dead. 


floors, 


ness. 














Mrs, 


Phyllis M. Gehrmann divides her 
time between selling and bookkeeping. 
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we »" be surprised 
\VALLABL 


THIS JOYOUS 


ypPLiAntts 


wef | | SEASON 
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ym Electric 
rf APPLIANCE GHETS 


_ 


WH46-12 “THIS JOYOUS SEASON” 3-CARD DISPLAY SET 


Each set includes one 60” x 40” display and two (WS) Stands for 60” x 40” Displays—$1.75 each 


~~ sn . , wa (S) Stands for 30” x40” Displays—$1.50 each 
30” x40" displays. Printed in four attractive (Also order stands wanted for displays selected 
colors on cardboard—Price $16.90 per set. below) 


was 
eeks, 
utlet. 
e can 
past 
long, 
layed 
ight, 
or be 
busi- 
1 one 
k on 
ig or 
. this H 45-11 ‘Electric Kitchen’’ 60” x 40” Display—$7.10 each H 46-4 “Home Laundering” 60” x 46” Display—$7.10 each 


BISHOP PUBLISHING COMPANY 
427 W. Randolph St., Chicago 6, Illinois 


Please ship f.o.b. Chicago, the following BISHOP 
Displays at prices shown on Oct. ‘46 Electrical Mer- 


BETTER LIGHT 


EASIER SEEING 


chandising "ad" 


—WH 46-12 "This Joyous Season" 3-card Display Set 
45-11 “Electric Kitchen" Display 
46-1 “Adequate Wiring’ Display 
46-4 “Home Laundering” Display 
46-9 ‘Better Lighting” Display 
H 46-9 ““Better Lighting’’ 60” x 40” Display—$7.10 each W 46-9 ‘Facts of Light’’ 30” x 40” Displays—$9.80 Per Set 46-9 "Facts of Light” Display Set 
All Displays on cardboard in several colors — —(WS) Stands for 60" x 40" Displays 


Prices f.o.b. Chicago ; ' —(S) Stands for 30" x 40" Displays 
Please detach coupon or use your own Purchase Order for immediate shipment 





COMPANY 

ADDRESS 

CITY STATE 
BY TITLE 


Phones STATE 7560 an 
[]SENDING PURCHASE ORDER DATE 
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Let Charlie M°Carthy help you 


W EM DOWN 


Use this new Bergen-McCarthy display to cash in on 
G-E’s greatest Bulbsnatching Campaign 


How’d you like to have Charlie McCarthy selling lamp bulbs 
for you? Well, here’s your chance! 


Right now the General Electric Lamp Department is mailing 
to dealers an eye-catching, full-color display featuring the irre- 
pressible Charlie and his famous mouthpiece, Edgar Bergen. 
This gives you a direct point-of-sale tie-in with G-E’s greatest 
bulbsnatching campaign, now appearing in the pages of 
America’s most widely read magazines. 


GEtamps 


dJ+2 f 
tts; Bhachler Longer 


now f fc 


100 ware 15¢ 
Tang wowt A SUPPLY 


MOST PLOPTE 


prefer $6) QUALITY 


eneral Electric is also mailing to 
dealers this gay lamp basket display, 
eaturing ““Charlie the Bulbsnatcher”’. 
Whichever display you use, it will let 
folks know you’re headquarters for 
he lamps that are constantly im- 
Proved by G-E Lamp research to 
‘ay Brighter Longer! 
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This full-color Bergen-McCarthy 
bulbsnatching ad appears in Life, 
Sept. 16; Collier’s Sept. 14; 
Saturday Evening Post, Oct. 26. 
Note how the display ties in! 


The ads are full-page, natural color stoppers, presenting some 
of Hollywood’s top comedy talent—Fred Allen, George Burns, 
Gracie Allen, Groucho Marx, as well as Bergen & McCarthy— 
in a mirthful series of bulbsnatching situations. While your 
customers are chuckling, they’re being reminded to buy 
G-E Lamps to fill those empty light sockets! 


Yes, people are pre-sold on G-E Lamps when they enter 
your store. But be sure to use that new Bergen-McCarthy 
display to clinch the sale. With Charlie’s help, you’ll 


be all set to mow ’em down! 
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KITCHEN 
CABINETS 


























STEEL 
KITCHEN CABINET 
INSTITUTE 











a packaged line ... built to 
quality standards that assure 


Satisfaction All Ablong the Line 


@ The copyrighted Seal of Approval of the Steel Kitchen 
Cabinet Institute on any kitchen cabinet is your assurance 
that this cabinet conforms to definite known standards of 
strength, finish and performance in service . . . standards 
based on nineteen exhaustive tests covering design, con- 
struction and finish. 

Lyon Steel Kitchen Cabinets exceed all of the Institute's 
minimum standards~— providing that plus value which 
assures lasting satisfaction to users and builds good will for 
specifiers and dealers. 


oe ——___—__ 


With all manufacturing facilities now set for full operation, 
sizable production of Lyon's packaged line of steel kitchen 
cabinets await only adequate supplies of raw materials. 


LYO oe METAL PRODUCTS, INCORPORATED 


General Offices: 1021 Monroe Ave. Aurora, Illinois 
Branches and Dealers in All Principal Cities 








stand that they will not spend their 
liquid assets, it is apparent that some 
of these tremendous sums must come 
from other sources. To pay for dur- 
ables and cars about 40 percent of the 
cost would come out of current income, 
33 percent from borrowing and only 
25 percent from liquid assets. For 
houses, people will pay 60 percent from 
borrowing, 16 percent from current 
income, and 25 percent from liquid 
assets. The amount of liquid assets, in 
dollars, that they will spend comes to 
between $2 and $2.7 billion for con- 
sumer durables including cars and 
between $3 and $4 billion for housing. 
Assuming that 66 percent of the con- 
sumer durables that people said they 
would buy are actually available in 
1946 and 25 percent of the houses can 
be purchased, the total of these figures 
would be reduced to between $2 and 
$3 billion. 

Many people are going to be forced 
to spend some of their liquid assets to 
meet other consumption expenditures. 
During 1945 the expenditures in excess 
of earnings totaled $2.9 billion. An 
even larger amount is likely to go for 
similar expenses—medical care, vaca- 
tions, ordinary living expenses—in the 


future and the total expenditure of 
liquid assets for such purposes may 
reach $4 or $5 billion. Add this to the 


expected expenditure of liquid assets 
for durables and housing and the total 
spending may reach $5 to $7 billion 
out of liquid assets alone. 





Effect of Saving Decline 
| Spending out of current income, 
| with a consequent decline in savings, 
may be encouraged by a sense of secur- 
ity engendered by liquid assets. It was 
stated above that a falling off in sav- 
ing can be expected. For example, 34 
percent of those who saved over $1,000 
in 1945 expect to save less this year. 
Since this group accounted for 60 per- 
cent of all savings in 1945 their ex- 
pectation of a decline in 1946 saving 
more than balances the optimism of the 
17 percent in the same income class 
who expect to save more. According 
to the Department of Agriculture sur- 
vey, the effect of this saving decline on 
spending can be considerable. 

Money not saved is, 
money spent. If people save 66 percent 
as much as they did in 1945, that extra 
33 percent of outgoing money will very 
likely be larger than existing liquid 
| asset holdings. 


obvic nusly, 





| Effects of Rising Living Costs 

While the majority of people expect 
their 1946 incomes to about equal 
those of 1945, thev also expect a rise 
in living costs. When asked how much 
they expected to spend on ordinary liv- 
ing expenses such as food, clothing and 
rent as compared to 1945, four out of 
ten people said they expect to spend 
more while only one out of ten expect 
to spend less. 

Bureau of Labor statistics show that 
1945 prices were 30 percent higher 
than in 1935-36. This and additional 
price rises, added to increased taxes, 
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may cancel out increases in i: 
family which has graduated from the 
below $1,000 income class oil 
$1,000 may not, therefore, have ma- 
terially increased its buying power 


WHO WILL SPEND !T? 


It was estimated above that the bu 
of prospective buyers will come from 
middle income groups. However, thy 
more money a person has, the more ty 
is likely to spend for what he wan: 
An example of this is that only 3 per. 
cent of the families with incomes yr, ler 
$3,000 expect to buy cars, while X 
percent with incomes ever $5,000 plan 
to buy. The following table shows th: 
percentages of various income group: 
who will or will probably buy co: 
sumer durables: 


Prospective 

Pro- buyers of 
spective other 

car consume 

Income buyers durables 
Under $1,000. ... 3% 14G% 
$1,000 to $1,999. 8% 25% 
$2,000 to $2,999. 11% 32% 
$3,000 to $4,999. 16% 34% 
$5,000 and over.. 28% [38% 
All groups... .. 11% 28% 


From this it can be seen that : 
groups between $1,00 
$5,000, who received 72 percent of the 
national income in 1945, are, int 
large, the better prospective purchasers 
for consumer durables other than 
The widest gap of all is between the 
under-$1,000 class and the $1.00: 
$1,999 class with respect to prospect 
purchasers of durables other than « 

The survey further revealed that ( 
percent of potential buyers have in- 
of less than $3,000, giving cre- 
dence to the belief that mass markets 
will be found among middle clas 
families. 

Naturally enough, the people who 
expect to buy durables hold more liqui! 
assets as a class than do the non-buver 
but there is still a large 40 percent 
minority of prospective buyers who 
only have about $500 in liquid a 

Prospective purchasers of dune 
tend to be younger than the 


income 


comes 


buyers. Forty percent of the probable 
customers are skilled or unskille 
workers. Thirty-three percent 


business, professional, or white 
people. Characteristics of prospectiv' 
buyers of other durables (not car: 
are shown by the illustrations 
page 37. 

Characteristics of prospective ho 
buyers closely parallel those of poten: 
tial durable goods purchasers. Abo 
60 percent of the would-be hou 
owners had incomes of less than $3.0" 
in 1945 and approximately 85 apa 
held some liquid assets. Nearly 7 p 
cent of all families expected to bul 
or buy houses in 1946, Thirty-three 
percent of them said they would p2! 
over $6,000; another 33 percent woul 
spend less than $4,000; 20 percent wert 
willing to pay between $4,000 an 
$5,000. 


(Continued on page 92) 
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BLACKSTONE AUTOMATIC WASHER 
oppers this Scum-remouing, Double-acttou 
“AGITATED-FLUSH” RINSE 





@ Can you imagine a more thorough method of 
‘rinsing than to drain all the soapy wash water from a 
washing machine, extract all the soapy water from 
the clothes, refill the tub with clean water twice, and 
actively rinse by agitator action? 

The Blackstone Automatic Washer does all that and 
more too. Blackstone’s exclusive “agitated flush” rinse 
continues to pour a complete change of clean water 
into the tub as the agitator loosens dirt and soap which 
float to the surface as scum. A high velocity spray 
flushes this scum through louvers in the tub’s circum- 
ference, so that scum cannot be redeposited on the 
clean clothes as rinse water is drained from the bot- 
tom of the tub. 

Only the Blackstone Automatic Washer has this 
more thorough, more efficient, double-action rinse. 


BLACKSTONE CORPORATION 
Jamestown, N. Y. 


A Division of Jamestown Metal Equipment Co., Inc. 


WRINGER WA ABLE IRONERS » CABINET 
MRONERS « AUTOMEQIE WASHERS » AUTOMATIC DRYERS 
AND THE BLACKSTONE (Zombcecaton LAUNDRY 
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More sales power with 


extra motor power—that’s 
KitchenAid! Why should 
customers fuss with “power- 
boosters” for undermuscled 
mixers’ Just show ’em how 
KitchenAid does every job 
on its own—even freezes ice 
cream. 

There’s sales power in the 
exclusive Planetary Action, 
too—-a principle that does 


“ec 


away with “whirligig” bowls 


and gives timed-to-a-second 





results. Likewise in the 10 
speeds with fingertip control 

in the sturdier, long-life 
construction. 

KitchenAid is a power- 
house this way, too: It gives 
you a bigger initial sale— 
openings forattachmentsales 

and a full line to sell up to. 


*% Got it? See your distrib- 
utor. He’s getting limited 
deliveries now—at OPA- 
approved prices. 


KitchenAt 


The Hobart Manufacturing Co., KitchenAid Division, 
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HOBART 


Pproouct 
‘ 


Troy, Ohio 








How Will They Pay? 


Since most consumers have declared 
a reluctance to part with liquid assets, 
the money must come from current in- 
come, from borrowing, or both. Two 
out of three prospective buyers with 
some liquid assets planned to buy dur- 
ables out of income—either in one pay- 
ment or in installments. Of these, 
better than half expected to pay en- 
tirely in cash. One third would turn 
to the installment method. How people 
with some liquid assets would pay for 
their durables is shown below: 


LIQUID ASSET HOLDINGS IN RELA- 
TION TO INCOME 


Method 
of payment Large Medium Small 
All cash...... ... 5% HAG MARX 
60% of the cost in 
OS Se 1% 3% 2% 


MSto60%incash 5% 6% 3% 
40% orlessincash, 7% 23% 37% 
Don't know 12% 191% 171% 


The income levels between $1,000 
and $4,000 will provide more than 75 
percent of the installment buyers. 
Sixty-six percent of the prospective 
cash buyers had 1945 incomes between 
those same limits and 20 percent had 
incomes between $2,000 and $3,000. 
Skilled and unskilled workers made up 
60 percent of those intending to use the 
installment plan and 35 percent of the 
cash purchasers. Professional, white- 
collar and self employed people com 
prised 41 percent of the cash purchas 
ers and 25 percent of the installment 
buyers. 

Prior to the war urban dwellers 
bought more heavily by use of the in 
stallment plan than did people from 
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less heavily populated districts, 


to be expected that this characterie: 
will be repeated. Residents of me; 
politan areas expect to make yp ) 
percent of the cash purchasers of cg, 
sumer durables and 27 percent of 4 
installment buyers. This contrasd 
sharply with the intentions of peog 
from open country who will compris 
19 percent of the cash buyers and op 
9 percent of the installment buyers, | 

There also exists a sharp contri 
between the cash or installment inte, 
tions of various age groups. Heads, 
families between 20 and 29 year, 
age will total 20 percent of the cx 
purchasers and 29 percent of the * 
stallment buyers. Unit heads betwe, 
45 and 60 years of age, on the oth 
hand, will make 31 percent of the ca: 
purchases and only 23 percent of : 
installment purchases. These chara 
teristics of prospective purchasers ar 
graphically shown by the illustration 
on page 37. 

From the figures included on thes 
pages it is evident that there is a tr 
mendous demand for the goods wh 
\merican industry can produce. By 
it is probable that for some time t 
come this demand is going to excee 
that production, thus creating stron 
inflationary pressures within the n 
tional economy. How much and hoy 
well the American family will stand y 
to this pressure is a matter for cm 
jecture. It cannot be charted. Norc 
the effect of rising prices and taxes 
But this much is predictable: famili 
long hungry for houses, refrigerator 
washing machines, radios, and car 
will continue to demand them, and ar 
ready to pay up to 25 billion dollars: 
get them. 



















“REALLY—I DON'T SEE WHAT YOU WANT IT FORI" 
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Hoover counts its friends into the many millions. These Hoover 


friends were ‘‘introduced” by Hoover dealers . . . every 


Hoover Cleaner has been sold by a Hoover dealer! 


This Hoover sales policy is a big dollars-and-cents 
reason for the value of the Hoover franchise. Add 
to this the reputation of the old, honest Hoover 
name; your customers’ 2 to 1 preference for 
Hoover over other cleaners; the big advantage 

over competition in Hoover's advertising and 

sales assistance; and the fact that every 

Hoover user is an enthusiastic Hoover 

booster, and it’s easy to see why the 

Hoover dealership is so highly prized 


in the home appliance business. 


THE HOOVER COMPANY 


in (olgiaie &elalicls ME Ollie akeluliiiolh 
Ontario, Canada... Perivale, 


Orit lahcolge Maalieloli-t1-5. a tale] (olale| 
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“lhe 
WHIRLPOOL “a0 


2 tmportaut te YOU 
You meet your customers’ demands ior a 
BIGGER, FASTER MACHINE THAT 
WASHES MORE CLOTHES WITH LESS 
EFFORT. Its nine-pound tub capacity means 
less machine loads each washday — and 
for the larger family, that means real sav- 
ings in time and effort. When you sell the 
Model "50”’, you sell better appear- 
ance, faster washing, and easier wash- 
days. 


You make more profit with faster turnover 
EV ele Mm (-\-- Ml olo)-1 a 0) -) at. 1 (- MS 0 -Tor- NO T-1- 0 fo C= 
WHIRLPOOL “50” has the features house- 


wives want. 


NINETEEN HUNDRED CORPORATION 


World's Largest Manufacturer of Home Laundry Equipment 
ST. JOSEPH 


MICHIGAN 














One dealer in Mobile, Ala., says he can sell everything he has, including the floor 


display. 


The South Gets Ready 
For Appliance Boom 


Wartime wages, rural electrifi- 





cation cited as reasons for 


anticipated business 


HE deep South is back in the 
market again. With _ wallets 
bursting from war-time wages and a 
sharpened desire to add to the factors 
which make for better and more com- 
fortable living, this section looks to 
an outright boom in buying. 
Electrical appliance dealers have be- 
lieved for some time now that the 
heaviest volume of business in the 


| South’s history awaits only the appear- 
| ance of commodities on their shelves. 
| And there is plenty of justification for 
| this expectant attitude. 


County agents, home demonstration 
agents in the rural areas and power 
company officials have noted it in the 
applications and letters pouring into 
their offices; they have noted it in 
contacts and conversations with rural 
housewives, and they have noted it 
in an increased number of advertise- 
ment readers everywhere. 

Newly installed Rural Electrifica- 
tion Administration lines, as well as 
an increase in private power company 
lines, have almost completely electri- 
fied many counties in the deep South, 
which until a few years ago, knew 
only the oil lamp, the wood stove, 
the open fireplace, the family washtub 
and the palmetto leaf fan, 


West Florida Demand 


West Florida is a case in point. 
The 10 counties lying west of the 
Appalachicola River are rural counties 
for the most part, and far away from 
the famed cities of Miami, 
Jacksonville, Palm Beach and Tampa. 

F. E. Neeley, of Marianna, district 
manager of the Florida Public Utili- 
ties Company, says almost every home 
in his territory is waiting for appli- 
ances. In the counties of Jackson, 
Liberty and Calhoun, which his 


resort 
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The deep South is back in the market 
again, with wallets bursting from war- 
time wages and a desire for better and 
more comfortable living. 


branch serves, Mr. Neeley is prepar- 
ing for a landoffice business. 

In Alabama, the story is the same. 
Here, appliance dealers are expand- 
ing their quarters in many cities and 
are preparing for greatly increased 
sales. 

In Mobile, E. E. Delaney, operator 
of the largest appliance business in the 
city, plans the construction of a new 
three-story building and several addi- 
tions to his sales personnel. 

“T could sell everything I’ve got, 
including the floor display,” Mr. 
Delaney says. “My books show ex- 
actly double the sales of appliances 
in February that they showed in 
August of last year. Of course, I have 
an old, established business here and 
the delivery bottleneck is partly re 
sponsible, but that there is a heavy 
increase in buying on the horizon, is 
not to be doubted. Frankly, I expect 

(Continued on page 98) 
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MODEL F-1000 


MODEL F-2000 Convenient 414 cu. ft . 
...approx. 165 Ibs - Capacity 


Capacio 
us Il ¢ 
cu. ft Insulated 


with 47-5” 
mong 4 Fiberglass. Powered 
Soa 6 hp. “Packaged Power” 
ed unit. Maintain > 
5 


approx. 385 Ibs - capacity of 


He sie 
with 4-5 avily insulated 


Fibe 

rgls 

% hp. “Pack glass. Powered by a r nies 

e ac _ zero te constan 

chaged Power” sealed temperature. ant 
d unit. 


Main 
tains © 
constant zero temp: 
erature 
ec. 


ib 
WHITING HOME FREEZERS 


_,.are the homemaker’s best buy 
... AND YOUR MOST PROFITABLE SALE! 


N The Whiting HOME FREEZER 
ondensation — 


CONVENIENT Just the right size—ef- LE/ 
ficient, square-comered design permits eliminates 98% of the usual ¢ 
snug stowage of frozen ood packages banishes messy “sweating” and frosting- 


with no wasted space- 

sla 
QUIET A Whition Mra -REEZE STFA 
has no buzz, whirr of vibration --- — e and brigh 
as a kitchen refrigerator: ardware an rg 
SIMPLE Whiting HOME FREEZERS contain BEAUTIFUL attractively designed for the 
no “trick” gauges» levers OF gadgets to getout most modern kite lan height 
of order. Fewer ervice calls! Require only 14 gives it additional 
and 30 ounces of refrigerant respectively. 
RELIABLE Maintains 4 constant zero tem- WARRANTED Backed by the 62-year inter- 

of America's great 


perature. Heavily insulated with Fiberglass for national reputation of one of AM 
extra food protection. ealed nies—the Whiting Corpor 
be 


“Package industrial compa 
Power” unit can replaced i 


The entire freezer unit is rust 


OOF 
A rzoughout—including the sturdy 
¢ trim. 


n 20 minutes. tion. 


$ pp y “ene 


a CA MME 1 me ey 


FIRST NATION 
AL BANK BUIL 
DING, CHICAG 
, O 3, ILLINOIS 


ELECTRI 
CAL M 
ERCHANDISING—OCTO 
BER I, 1 
» 1946 











4 See 
NEW YORK 
“The sets delivere 
_.. on the ! 


d so far are the best 





SEATTLE 


“The hottest item in radio 
I’ve had to sell!” 


BOSTON le of all 
' opped the 52° 
“Definitely © of table models! 


other ma —, 





CHICAGO ‘iad 
“ found the pe a < 
jo to be outstanding! 


—_ i 





LOS ANGELES 
“The performance we receive is nothing 
short of our much larger console set!” 


SEATTLE 
“Extremely enthusiastic over qual- | 
ity of materials and workmanship!” 


LOUISVILLE 
“ip is different - - 
_, nothing compar 


_ in a class by itself 
able to it!” 





NEW YORK 


“Is by far the best table model we have 
hed in appearance and performance!” 





ATLANTE 
“The best pe 
we ever “ 


rforming small sets 
id 





KANSAS CITY 
“Most outstanding radio that the 
has offer for 1946! 


radio industry 


LOS ANGELES 
“Cannot praise it enought 


RADIO’S FIRST |N 


OCTOBER 
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IS MAKING RADIO HISTORY! 





Outstanding radio quality! That’s the reason why the 
amazing Westinghouse “Little Jewel’ —the console 
radio in capsule form—is making radio history, 
And though Sunbury manufacturing facilities are 
designed for large volume production, Westinghouse 
will not sacrifice that quality for large volume now 
or at anytime. 


Quality first! That’s the reason why distributors, 
dealers and a quality-conscious public have ac- 
claimed Westinghouse radios everywhere. In Seattle, 
Kansas City, Dayton, Atlanta, Boston, Chicago, Los 
Angeles and New York the “Little Jewel” is drama- 
tically proving that this Westinghouse policy is 
setting a new performance standard for the entire 
industry! 


A compact, powerful set,* the “Little Jewel” has 


ae 4 power output you have to hear to believe and more 
ve." volume, big set tone and selectivity than has ever 


i?;': before been packed into a set of this size. Its 
* beautiful airstream plastic cabinet in pastel colors 


puts a jewel case around a powerhouse! 


The superb quality distinguishing the “Little 
Jewel” is engineered into every Westinghouse radio. 
Painstaking attention to quality of materials, crafts- 
manship and engineering assures outstanding per- 
formance. As production increases and large volume 
is realized, this high quality standard will be main- 
tained to give dealers a complete radio line that is 
first in public acceptance! 


*5-Tubes and Rectifier 
HOME RADIO DIVISION 


WESTINGHOUSE ELECTRIC CORPORATION 
SUNBURY, PENNSYLVANIA 


NAME IS Westinghouse 


PLANTS IN 25 CITIES... 
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Your customers will 
thank you for 


The finest kitchen and the most 
beautiful bathroom are a trial and a disappointment if the 
hot-water faucets deliver tank-rusty, corrosion-stained water. 
That’s why your customers will welcome this modern water 
heater that CANNOT rust or corrode—the 


WATER HEATER 


Only the Permag/as has the tank 
of mirror-smooth, sparkling 
blue glass-fused-to-steel. Sani- 
tary as a clean drinking glass. 
Ir CANNOT rust or corrode 
under any local water condition! 
Yet this is only one modern 
feature of many—features that 
challenge all comparison in 
style, beauty, convenience, and 
trouble-free service. 





There’s Only ONE 


Cermaglas 


7 
A GREAT AID TO SALES 





Only A. O. Smith produces this 
truly modern water heater that 
stores and delivers hot water as 
pure and clean as the source itself. 
Ample capacities for all homes. 

Get the whole story now. Ask 
the A. O. Smith office nearest you 
for a copy of “The Inside Story 


> 


of Permaglas.’ 


HOT WATER... 
wa: 


Guerdian of the Nation's Health 


Md Ta 

















Corporation 


NEW YORK 17 
LOS ANGELES 14 
Licensee in Canada: JOHN INGLIS CO., LIMITED 


ATLANTA 3 CHICAGO 4 HOUSTON 2 SEATTLE 1 


INTERNATIONAL DIVISION: MILWAUKEE 1 
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South Gets Ready for Appliance Boom 





to triple or quadruple my sales.” 
This city more than tripled its popu- 
lation almost overnight because of the 
large number of shipyards in the 
vicinity, but a great part of Mr. 
Delaney’s business has always come 
from the neighboring counties of Bald- 
win, Escambia, Washington and 
Clarke, al! predominantly rural. 


New Dealers Starting 


At Dothan, center of Alabama’s 
famed wiregrass section, several new 


foe iG 
TéEwanr Farmer -1939 


CONTINUED FROM PAGE 94 


















Co., indicating a definite new ty 


Some Reasons Given 


These expressions of observers ; 
touch with the situation bear out tJ 
expectant attitude of retail dealers 
the South. A surge of buying in yy 
electrical appliance field is certajp) 
indicated from them, and many te 
sons for the forthcoming boom ha 
been advanced. 

One significant reason is that ty 
tenant farmer is becoming a thing , 








The tenant farmer is becoming a thing of the past—statistics show a steady decline 


in numbers for the past several years. 


appliance dealers have gone into busi- 
ness recently. Among them is Wil- 
liam Ray, owner of the Dothan Appli- 
ance Co, 

“The demand here is unusually 
heavy,” Mr. Ray asserts, “for almost 
every kind of electrical appliance on 
the market. Particularly is this true 
of frozen food units, refrigerators and 
washing machines. We're’ going to 
sell a lot of them in this area.” 

County Agent V. R. Greene, of 
Russell County, Alabama, already has 
reported more than one-third of the 
farm families in his county plan to 
buy frozen food units this year. He 
also foresees a greatly increased sale 
in smaller electrical appliances such 
as fans, irons, toasters, etc. 

In Montgomery, the state capital, 
Boddie & Johnston, long established 
in the plumbing business, have added 
an electrical appliance business to 
their holdings as a result, they say, 
of a survey of home needs and buy- 
ing intentions, 

Georgia and South Carolina also are 
looking forward to business in the 
higher brackets. 

Edward Lear, commercial manager 
of the South Carolina Electric & Gas 
Co. at Columbia, says billing for the 
minimum charge is almost unknown 
with his company, because of the in- 
creased use of electricity for all kinds 
of appliances. He expects a greater 
volume of business than ever before, 
in the next few months. 

“Even in the small frame dwellings 
used by Negroes in the rural areas, 
where there was formerly only one 
electric light, now can be found a 
radio and an electric iron,” says L. H. 
Harvin, of Sumter, S. C., district man- 
ager of the Carolina Light & Power 


the past. Statistics gathered by 
Georgia State Department of Agri 
ture and Industry show a steady 
cline in the number of tenant farmer: 
in that state, for the past sever 
years. Scientific methods of farming 
profitable research, bumper cro; 
better marketing, the increased use 
electricity and modern implement 
good roads and improved communic 
tions all have contributed te the i 
terment of the rural family. 


Some Southern planters have fou 
it profitable and expedient to inst 
electrical equipment on their acre ( 
because of the labor situation. Man 


have found that the “hired help” ar 
happier and more contented wit 
appliances and consequently, are 10 
in such a rush to join the exodus 
farm hands to what appears to 
greener fields. 


Wartime Wage Increases 


But the greatest single factor, th 
observers agree, in creating the com- 
ing boom market in the South wa 
wartime wages. Double and trij 
those of peacetime, such wages ha‘ 
brought a desire for better things : 
the home. The housewife who bh: 
struggled with a washtub and 
board for years now felt that si 
could afford a washing machin 
Youngsters set up a demand for mo 
ern radios and record players to kee! 
up with their cousins in the urbv y: 
areas. Tired of lugging jars to ¢ 
spring, farm women wanted refriger 
tors and home freezers. I 
This desire for the ownership 
new appliances is apparent all ov 
the country. But nowhere is it mot I 
concrete than in the deep South, whic’ 
is in the market again. 
ELE 
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And, of course, don't forget the Maytag 


Maytag Home Freezer J/. 


1 If you're not now a Maytag dealer, a franchise 
may be available in your locality. Write the Maytag Co., Newton, 


ELECTRICAL MERCHANDISING—OCTOBER | 


Ironer, =z) 


= and the unusual, new 


Iowa. 
NG 


or the Maytag Co., Ltd., Winnipeg, Canada 
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5 - L L o &s WwW ; t Attracting the 


“Carriage Trade” 


CONTINUED FROM PAGE 47 cmmmmmes 











Note. how a folding desk has been built 
into the shelves. It opens out without 
taking up any space. 








fact that there is air conditioning i1 

the demonstration rooms, making then 

the pleasantest place in the store t 
sit in 

The personnel has been trained ir 

| the same leisurely courteous methods 


. . 
Nickel-Chromium z= that Marshall Field employs and th 
° ° ee. attitude is noticeable to an outsider 
Resistor Wire ; ve On taking leave your reporter ask 
That First Made - “Confidentiality, wb Busher, has 2 
, orating paid you back in dollars ar 
Electrical Heating om?" | 
y “It has,” replied Mr. Busher 
Practical! eee “We are getting people in our stor 
that we never sold before, and as ti 
goes on, we expect to see many 
| attracted by the word spread about 
that Emerson Piano House is a pleas 
ant place to come to see appliance: 
and musical instruments.” 





/ Jol WATER and plenty of it . . . drawn from dependable electric 
water heaters equipped with long-lasting CHROMEL Heating 
Element Wire! 





Yes, in water heaters as in every other type of electrical heating appliance, 
you'll find CHROMEL Resistor Wire being used as an important quality 
feature. For CHROMEL possesses the two basic properties of a good 
heating element wire... (1) high electrical resistance plus (2) a remark- 
able resistance to oxidation. It gets hot and it stays hoz for a long, long 


\ WICKEL CHROMIUM 
WIRE 


time. 


So consider these fundamental facts before you take on any new line of 
electrical heating appliances. Remember, when they're made with 


CHROMEL, they're made to sell . and stay sold! 
F TRADEMARK REG. U. S. PAT. OFF. 


HOSKINS MANUFACTURING COMPANY ©° Detroit 8, Michigan | 





LOOK FOR 


IN THESE 
PRODUCTS 
YOu 


SELL | Waiting room in the service department. 
A case of waxes and furniture finishes is 
profitable impulse merchandise for this 
department. 
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Telechvon ... the most complete line 


REG. U.S PAT OFF 


of electric clocks that you can sell. See your distributor. 
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PRICED APPROXIMATELY . , $4 TO $40 


Telechro 


it & 0g aR | a Sete eam e ELECTRIC CLOCKS 
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Soon there will be 
a TIME-SAVER 


in most kitchens ! 


jme 
pRESSURE coo 


















If it's seen... it's sold! That's the sales record 


of the Time-Saver. Buyers and consumers 


equally praise the Time-Saver Pressure 


Cooker for its beauty of design, utility and me- 


chanical perfection. It's an outstanding value. 


TIME-SAVER FEATURES 


e 3-way pressure gauge 5-10-15 lbs. 

e Precision-cast of virgin aluminum alloy 

e Aluminum cooking grid 

e Highly polished surface 

e Easy to operate. No gadgets. 

e Guarantee certificate and 24 page time-chart 


with each cooker. 


Packed individually 6 to 
a carton, weight 37 Ibs 


NEWSPAPER MATS AVAILABLE 









4 QT. SIZE 








Manufactured by 


TRAUBEE PRODUCTS, Inc. 














924 BERGEN STREET, BROOKLYN 16, N. Y. 













new pump unit. 


A Man of Parts 


John H. Hauerwas, of Hauerwas Electric Service, Florence, Ala., shows a customer « 


When John Hauerwas went to 
war he stored his service parts 


—Now he is in 


OHN H. HAUERWAS is a man 

of parts. A good thing too, he 
figures, otherwise the war might have 
put him out of business. 

Hauerwas, owner of 
Electric Service in Flor- 
ence, Alabama, is unmarried and back 
in 1942 he found himself faced by the 
war “with the draft board looking right 
down my throat.” 

He had a profitable electric appli- 

which somehow had 
survive the depression 
years of the middle ’30s, and there just 
wasn’t anybody he could turn the busi- 
ness Over to while he went into service. 

He waited for the draft board to call 
him but after several months, while still 
marking time, he decided to go ahead 
and get into some branch of service 
anyway. In October 1942 he closed 
up his business and went to work for 
the Army Air Corps as a civilian elec- 
trician. 


who is sole 


Hauerwas 


ance business 


managed to 


What to Do with Stock? 


that era with a 
He was located in an 
spot in the center of 
Florence, the largest city in Northwest 
Alabama. He had several large appli- 
ances on the floor and a stock of parts 
valued at several thousand dollars. He 
could find a ready sale for everything 
he had on hand but, he reasoned, where 
would that leave him 
was over? 

So Hauerwas sold out but he did two 
things which today he regards as life- 
savers in his business. First, he got 
the owner of the building in which his 
shop was located to agree to turn it 
back over to him at the close of the 
war. Second, he stored all of the 
parts he had in stock, at his own home. 


Hauerwas recalls 


rueful smile. 


advantageous 


when the war 
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business again 


\s the war lagged to a close, 
was came back to Florence 
opened his store. 

“T had nothing on hand except 1 
stock of parts,” he says, “but I ha 
plenty of that. Every dealer in Nort 
Alabama and Tennessee was trying t 
buy them. Of course I refused to sell.’ 


and re 


Kept Him in Business 


As they always do, residents of the 
Florence trading area learne 
where to find appliance parts. Hauer- 
was Electric could supply almost 
part needed for pumps, washers, 1 
frigerators, heaters, fans and radios 

“When the market supply ag 
catches up with the demand, the parts 
business will go down, I know,” Hauer 
“In the rheantime, it ha: 
kept me in business and brought : 
scores of new customers. For the | 


soon 


Was Says. 


(Continued on page 106) 









John Hauerwas shown with some of the 
parts which are the reason for his store's 
existence. 
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COMFORTAIR is « portable unit which supplies 


cooling breezes or comforting warmth at the flip of the 
switch. This weather unit gives you warmth or coolness — 
when you want it — where you want it. Ample heat requires 
large heating elements, well insulated, accurately and 
rigidly supported. AlSiMag element supports have ideal 


dielectric properties, gre mechanically strong, permanently 





rigid. Their favorable resistance to impact is important if the 


Comfortair should be dropped accidentally while being 


moved. AlSiMag insulators perform perfectly under red hot 


temperatures, have excellent resistance to thermal shock. 


@ It will pay you to use AlSiMag custom made ceramics 

in your appliances. AlSiMag surpasses every known require- 
ment for appliance insulation. The excellent physical and 
electrical characteristics of AlSiMag are well known to 

all testing agencies. Large quantities of AlSiMag insulators 





can be quickly produced at a cost that fits your production 
budget. Uniform accuracy speeds assembly. And there is 
an extra dividend in peace of mind when you know that 


your appliance has the best in insulation — AlSiMag. 


AlSiMag is the trade name of a Photograph courtesy Mimar Products, Inc., Brooklyn, N. Y., and El Monte, California 


family of technical ceramic compo- 
sitions. These compositions have 


ee AMERICAN LAVA CORPORATION 


¢ at prenesty hast wil 
A copy of that property chart CHATTANOOGA  - TENNESSEE 


be sent on your request. AlSiMag 
technical ceramics are custom made ea ee ak Oe ee ee a 2 
from the composition having the 

proper physical characteristics for 

your application. 
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1. Col 
Freeze 
by fou 


2. 1/5 


power 
unit, c 
operat 
is non 
3. Ter 
factor 
peratt 
advoc 
PERFECTLY PROPORTIONED: Length, 40" .. sults 
height, 37"... width, 28" . . . inside storage space of 6 cubic 
feet. Holds approximately 210 pounds of assorted foods 
Large enough for the average family, small enough for the 
average kitchen. Exterior finished in white baked enamel. 


small 
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ERE’S a modern new unit for home freezing — 
that is built for volume sales. Reynolds- 
designed and made of Reynolds Lifetime Aluminum 
~the ideal material for use in refrigerating units. 
Aluminum is friendly to foods . . . impervious to 
food odors . . . stain-free . . . easy to cléan. 


















1. Cold insulation. The inner and outer walls of Eskimo 
Freeze are of Reynolds Lifetime Aluminum, separated 
by four inches of heat-resisting insulation. 


2. 1/5 hp. condensing unit. Reynolds Eskimo Freeze is 
powered with a 1/5 hp. hermetically-sealed condensing 
unit, combining maximum efficiency with economy of 
operation. The refrigerant in Reynolds Eskimo Freeze 
is nontoxic, non-odorous freon. 


3, Temperature control. Reynolds Eskimo Freeze is 
factory-set to maintain a constant zero to 5° F tem- 
perature. This provides a moderate freezing rate as 
advocated by Reynolds Research Laboratories. It re- 
sults in lower operating costs, less weight, and a 
smaller refrigerating unit. Recently published experi- 


NOLS] 





” p that he quality of frozen foods is 
the same whether frozen by costly rapid methods or 
in the modern Eskimo Freeze manner. 


4. Automatic cold control. The Reynolds Eskimo 
Freeze compressor will not turn on while cold within 
the cabinet remains constant. This means that the deep 
cold is maintained without cost for long intervals, 
especially during periods when top is not opened. 

5. Compact . . . portable, Reynolds Eskimo Freeze, 
built of lightweight aluminum inside and out, and with 
the compact, economy compressor, is a portable piece 
of furniture. Reynolds Eskimo Freeze weighs only 185 
Ibs. . . . about half the weight of other units of com- 
parable size. It may be moved from apartment to 
apartment, or from town house to summer house. 


You will want to get in on Eskimo Freeze for quick 
profits and volume business. A few dealer and dis- 
tributor territories are still open. For further infor- 
mation and prices on Eskimo Freeze, write Reynolds 
Metals Co., Refrigeration Division, 2557 South Ninth 
Street, Louisville 1, Kentucky. 


‘a4 REYNOLDS METALS COMPANY 


——_ 


uminum§ 





1029 
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RECEPTIONISTS’ DESKS 
OR WINDOWS 


oC 


BEDROOM CALL SIGNAL 







———— 
——) | | | 
LU] I) COUNTER CALLS 
A, 
BELL BOY Model No. 880 
ETC., CALS 


THE 
AUTHQTONE 


PORTABLE 
CHIME 


SERVIS 


DOOR ANNOUNCER 











7 Ss 
BF incon Model No. 865 —=|_ + 


DOOR ANNOUNCER FOR 





STORES AND SHOPS 





wrndrone SENTINEL announcer 
Tuo New Popular 
AUTH Chimes 


These two brand new chime signals—with 








no electricity, wiring, batteries, or trans- 
formers—are now available to the hun- 


dreds of your customers who'll want them 
lf you haven't seen the 
complete line of AuthO- 
tone chimes, you're 


for home, office or stores. Imagine clear, 


melodious chime tones instead of jangling 


missing the biggest news 
of the year! Send for 
Bulletin 110 today. 


bells or stabbing buzzers for maid calls or 
for doctors’ office doors. And with no elec- 
tricity to hook up and no batteries to 


run down! 


Because they use the same two-tone, long- 
life mechanism as other AuthOtone chimes, 
the quality is high and the price is low. 
7-C 
AUTH ELECTRIC COMPANY, INC. 


34-20 45th STREET 





LONG ISLAND CITY 1,N.Y 


Oliita tals 
aa SINCE 1892 


Principal Cities 
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| hands,” Low says. 





two years, I’ve featured parts in all my 
advertising, and my service department 
has really been the store’s mainstay.” 
The store is in the heart of the 
Tennessee Valley Authority area. At 
TVA’s inception, hundreds of miles of 
new lines brought a short spurt in 
appliance buying, according to Hauer- 
was, but the demand soon leveled off to 





| JF a pretty girl can sell clothing, 
shoes and cosmetics—why not 
| electrical appliances ? 
So reasons Frank Low, sales man- 
| ager for the Standard Electric Co., in 
|Rocky Mount, North Carolina, and 
| he has set out to prove his reasoning. 

Of course, the pretty girl must have 
other qualifications such as ability, tact. 
aggressiveness and a flair for sales- 
manship, but looks can be a definite 
asset, Low feels. 

Given a free rein by his employer, 
|R. O. Purvis, who has been in the 
| appliance business in Rocky Mount 
for almost a score of years, Low has 
placed all post-sales demonstrations in 
the hands of a girl and he reports the 
results are excellent. 








Meet Marguerite Fountain 


The young super-saleswoman is 
Mrs. Marguerite Fountain, 26-year-old 
former business school student who 
came to work for the firm nine years 
ago as a secretary. Mrs. Fountain 
displayed an aptitude for sales work 
soon after taking the job with Stand- 


, ard, and today is a valued member of 


the sales organization of 16 employees. 

She has attended training schools of 
all kinds, learning how to demonstrate 
ironers, washers, ranges and refrigera- 
tors. Twenty-four hours after the sale 


| Of an appliance is made, Mrs. Fountain 


goes out and thoroughly demonstrates 
it to the buyer. 

“The future good will of our cus- 
tomers is thus placed solely in her 
“It is an obvious 
fact that if a buyer isn’t pleased with 


| the appliance he has purchased, he 


won't come back to buy again.” 

To date, the records of the firm dis- 
close that not a single demonstration 
staged by Mrs. Fountain has failed to 
please the appliance buyer. She 
knows the equipment she handles and 
is thoroughly efficient in demonstrating 
it. 

“T wasn’t certain I could do it at 
first,” she “but Mr. Low and 
Mr. Purvis had confidence in me and 
gradually I got the knack of demon- 
strations down pretty well. Now, it’s 
pretty much of a routine matter.” 


says, 


Unusual Experiences 


Mrs. Fountain has had many funny 
experiences in her years of salesman- 


OCTOBER |, 


normal and appliance dealers 


lO not 
feel that they are especially p iting 
from the big utility. 

Hauerwas has only five employee 
all of them service men except a secre. 
tary. He says he sells appliances any 


parts in a trade radius of 60 miles an, 
he expects to double his business ;, 
the near future. 


Fair Salesmanship 


A pretty girl turns into a top 
appliance demonstrator at Stand- 
ard Electric, Rocky Mount, N. C. 


automatic 


Home Laundry 


tame freveg fe ? peers 








Mrs. Marguerite Fountain, pretty demon- 
strator for the Standard Electric Com- 
pany, Rocky Mount, N. C., has proved 
to be one of the firm's best salesmen. 
Besides beauty, Mrs. Fountain has sales 
ability, tact and a friendly personality. 


ship with Standard. The first time 
she went out to demonstrate a washing 
machine, she recalls, the buyer was 
very distressed because she thought sli 
had to soak clothes before putting them 
in the machine. Deftly, Mrs. Foun- 
tain showed her that all that was neces- 
sary was to put the dry clothes in, add 
soap and turn the machine on. This 
buyer has been a steady repeat cus 
tomer since. 

Mrs. Fountain recalls too, _ the 
colored ‘“mammy” who won a hand- 
some prize in a washing powder con- 
test by answering the contest question 
simply: “I uses Blank washing pow- 
works while I sets.” 
She bought a washing machine with 
part of her winnings. 

Of course, the fair saleswomen’s 
job of selling is lightened somewhat 
by the fact that the firm for which she 
works is a sort of institution in Rocky 
Mount. This city is the home of Kay 
Kyser, but it is doubtful whether the 
band maestro is any better known in 
a 20-mile trading radius than Stand- 
ard Electric. Mr. Purvis’ business 
has grown with the city and today is 
the largest electrical appliance firm 
in his vicinity. 


der because it 
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Tops with teen-agers, 100" 
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STEWART-WARNER 
Radio-phonograph 9009-B 


This Stewart- Warner Combination—al/ new 


—is an amazing instrument in both design 


and performance. 


Smart, compact, three models in one. It 
plays records like a dream—no hiss, no un- 
wanted noise—and plays up to 12 of them 


automatically! Big volume, undistorted, for 


dancing, when you want it. 


As for the radio, never before has so ex- 
pensive and so advanced a circuit been built 


into a model of this price range. 
It has Stewart-Warner Strobo-Sonic Tone 
of course. You can actually hear the difference 


AC; 5 tubes plus rectifier tube 





THE HEADLINER! Brand-new inside and out. 
Beautiful—in 3 different all-wood cabinet 
finishes. New Stewart-Warner brilliance plus 
real big-set power! 
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STROBO-SONIC TONE—So faithful you can 
understand each word, distinguish every 
instrument, hear music in its true dimen- 
sions, picture-clear! 





Stewart -Warner 


/ 


CHICAGO 14, ILLINOIS 
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A qualitative survey has just been completed of Collier's market. This study 
was undertaken to provide a true picture of the tastes and buying ability of 
the families reached by Collier's. It is based upon interviews with eight 
thousand housewives (or the head of the family) in 125 representative towns 
and cities of 2500 population and over, making available an accurate 
cross-section of the Collier market. 





Among some of the characteristics in the survey were the reports of 
ownership of household appliances such as washing machines, electric kitchen 
ranges, refrigerators, vacuum cleaners and radios. Facts which prove beyond 
a question of doubt that the Collier market is the profit market for alert 
advertisers and their distributors. 


Moreover, here’s evidence that Collier's is read by families and people who 


are in step with the times...people who are recognized leaders in their 
communities. These reports show that the Collier's market is the quality 
market—the pace setter for the entire buying market. People who think 
ahead read Collier’s. 

















— 
NOTE: All percentage figures apply to 
families in towns and cities of 2500. 
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[he pacts say 


COLLIER’S FAMILIES! 
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7 Your profit averages better than 50° on cost and the market for Gem 
Dardy Electric Butter Churn is constantly increasing. 
CIES @ The women folks on millions of electrified farms want Gem Dandy Ele: 


tric Churn because it eliminates drudgery, churns in about 15 minute- 


and makes 15% more butter than is produced by old-fashioned method: 
Our big national advertising campaign is reac hing over 3 million pre 
ai rous farm and rural homes every month with dominating space 


Farm Journal and The Progressive Former. 





Gem Dandy Electric Churn is a high quality, guaranteed product. Sloy 
speed, long-life motor, sanitary aluminum shaft, and adjustable alumi- 
num dasher. 


Gem Dandy Electric Churn sells on sight. Order from your distributor 
today. Ask him for consumer folders, reprints of national advertisements. 
advertising mat service. Figure your profits from the prices listed beloy A 


Deluxe Model Retail Price - $18.19 Standard Model Retail Price - $15.04 Suspe 
Recommended Dealer’s Cost $11.83 Recommended Dealer’s Cost $10.03 televisic 


ALABAMA MANUFACTURING COMPANY portable 


. . one hor 
Birmingham 3, Alabama the OP. 
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A su 

Gem Dandy Electric Churns are adjust- facture: 
able to fit any crock or jar up to 6 gals does n 
Gem Dandy Duraglas milk jar (illus ductior 
trated) made especially for use wit 
Gem Dandy Electric Churn, is sold sep- The 
arately. 3-gal. retails for about $1.75. | 
5-gal. about $2.25. Order from your dis- plant 
tributor. mence: 
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NEWS BRIEFS 


Suspension of price controls on 
television-radio combinations and 
portable air conditioners of under 
one horsepower was announced by 
the OPA on Sept. 11. 


Production of electric ranges i: 
the new Mount Clemens plant of 
Electromaster, Inc., it August, 
1946, approximately equalled pro- 
duction in the same month of 1941 
and represented an increase of 20.47 
percent over July, 1946 


Fowler Manufacturing Co. has 
put into operation a plan to drop 
50 cents into the employee fund for 
every water heater to leave the 
assembly line and 15 cents for ea 
range boiler; deductions from the 
fund are made for every faulty 
heater and boiler replaced without 
charge to the customer. 


A survey of 100 electrical manu- 
facturers discloses that the industry 
does not expect to reach full pro 
duction until July, 1947 


The Sentinel Radio Corp’s. new 
plant in Evanston, Ill., has com- 
menced production of new radios 
and is expected to turn out 3,000 
sets per day 


Partial solutions to the radio cah- 
inet bottleneck have been found by 
Lear, Inc., which recently leaged the 
Grand Rapids Woodcraft Corp., 
Grand Rapids, Mich., and Emerson, 
which has announced the purchase 
of the Plastimold Corp. in Attle- 
boro, Mass. 


Bendix Radio has announced that 
it will manufacture color television 
receivers under CBS patents. 


Westinghouse production of small 
motors is now 33 percent above the 
highest 1941 peak and is expected to 
grow in volume until February, 
1947, under the impetus of a $2,000,- 
000 expansion program 


U. S. Television reports that its 
July radio sales were 70 percent 
greater than in June and estimates 
that final August totals will show a 
further 100 percent increase 


G-E has purchased the 58,000 
square foot factory in Lowell, Mass., 
which it formerly leased from the 
government and will continue to 
use it for the production of appli- 
ance cords, fluorescent fixture hold 
ers and metal parts. 


Some of the new Colonial FM- 
AM combination radio sets are 
scheduled to reach the markets this 
month. 


Sewing Machine Shipments Climb 30% 


in July; Ranges, Refrigerators Gain 


CPA Report Lists Six Home 
Appliances Above ‘41 Levels 


ling to the Civilian Pro 
istration’s August re 
port, was a good month for consumer 


durable goods. 


duction 





Six appliance products 
were listed as riding high above pre- 
war production levels. These wer 
machines (11 
vacuum cleaners (26 percent), electric 
ranges (21 percent), water heaters 
(31 percent a ele tric irons (32 per- 


washing percent), 


cent), and radios (21 percent). 

Leading all other appliances in the 
production climb were sewing ma 
chines, which chalked up a 30 percent 
gain in shipments over June totals 
Production was still 48 percent below 
the 1941 monthly rate of 67,000 units 
however, because of shortages of cab 
inet lumber, gray iron castings, and 
fractional horsepower motors. Never- 
theless, July’s 35,000 units looked much 
bigger than June’s 27,000 

For the second month in a row 
electric ranges registered a gain 
July shipments rose 24 percent to 
57,000 units from 46,000 in June and 
were 21 percent above the pre-war 
average of 47,000. 
switch plug shortages continued as 


Steel, copper and 
stumbling blocks to bigger gains 
Refrigerators Gain 5°/, 


Refrigerators, one of the few major 
appliances still below 1941 shipment 
levels, registered a 5 percent increase 
in July to 220,000 units, 10,000 more 
than were completed in June. The 
industry, held back by tin mill black- 
plate, condensers, motors, castings, and 
enameled steel shortages still had a 28 
percent gap to close to reach the 1941 
date of 309,000 units per month. 

A new record for the water heat 
industry was made during the month 
with shipments reaching 230,000 units 
3 percent more than June’s 223,000 and 
approximately 31 percent above tl 
pre-war rate of 175,000. Some 84,00 
of these heaters shipped in July were 
non-gas using 

Vacuum cleaner shipments increased 
their lead over pre-war totals with a 
July total of 197,000 units, up 9 per- 
cent from June and 26 percent more 


than in 1941. Figures would be even 


higher were it not for persistent 
shortages of switches, motors, and 
electric steel laminations 


lrons and Washers 


Three electrical 


irons and washing machines, showed 
slumps in July but still maintained a 
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products, radios, 


Radios 
running 21 percent above 194] 
slipped to 1.33 million sets, a decline 


thal pre-war average 


3 percent from June shipments 
1.38 million. Total shipped included 
82 percent table models, 8 percent con 
soles, 10 percent auto sets Shipments 
i table models were 59 percent above 


in 1941 while consoles 


vere 28 percent belo 


the average rat 
and auto radios 
trailed along at 42 percent below 


4 10 percent skid knocked electric 


1 
} 


iron shipments down to 502,000 units 
in July, a figure still 32 percent above 


1940's monthly average of 380,000. 
Shortages of electrical temperature 
mtrols and steel dragged at the heels 
producti D 
A lack x fractional horsepower 
motors was partially responsible for a 
$ percent decline in washing machine 
ipments, leaving July with a total of 
187,000 units as compared to June’s 
194,000. 
-till above prewar levels, according to 
e CPA report. Monthly shipments 
f the standard type were 11 percent 
ibove 1940-41 monthly average rate 
of 158,000 units. Other factors respon- 
sible for the 4 percent overall decline 
included copper, porcelain enameled tub 
and rubber part shortages. 


Production, however, was 


General production throughout the 


nation scored a rise in July for the 
second month in succession as repre- 
sented by the Federal Reserve Board's 
index rise of 3 points from June to 
174 in July. According to Mr. Small’s 
report, July production was nearly 
75 percent above average production 


during the pre-war base period. There 


ere more goods for consumers and 
some strike-stymied materials, such as 
copper and steel, were returning fast 
Prices and the cost of living were, of 
course, also on the upgrade, but so 
vere incomes. The annual rate of in- 
me payments to individuals rose for 
the first time since V-E Day from 
$157 billion in the first quarter to $161 
billion in the second quarter Em- 
ployment too was soaring with 58.1 





million persons working July, an 


ill-time peak and 14 n 


than in June 





Inventories, particularly in durable 
A $300 million 
rise in manufacturers’ inventories was 
concentrated almost entirely in that 
field. Balanced against this $8.8 mil- 
lion rise in inventories of finished 


goods, however, was a decline of al- 


goods, rose in June 


most $100 million in raw materials, 
bringing such inventories down to $7.9 
billion, lowest level since November. 


Simmons to Fair 


Trade Blankets 
G. D. Wrightson, Simmons Co. vice- 


president in charge of sales, recently 
mailed a letter to all retail outlets 
announcing that the firm’s electronic 
blankets would be sold under Fair 
Trade Acts where they are applicable 





















































BUFFET QUEEN: Officials of the Union Hardware and Metal Co., Los Angeles, 
discuss the new Cory Buffet coffee maker at the opening of the Cory Los Angeles 
office. Left to right are: W. H. Grand, manager of the houseware department; F. F. 
Regan, director of sales; and E. H. McLaughlin, president and merchandise manager. 






PAGE II 























PAGE 










cst . My 
LY 
Lali. y/o = Sie 


"Vy 


Youll /j 
WY, 
Vn 


Yj UY) 


Vz 


YN V/// 
YANN 


Z| 
j 
j 
G | 


/ 





/ 


—— 


———_ F 








~ 





/ | 


Get Lined Up Now for A 


BURKS Dealership 


THEN YOU'LL HAVE ALL THESE 
IMPORTANT ADVANTAGES— 


© Complete line of Deep Well Sys- 
tems—both 
centrifugal types. 


vertical 
Lif? water 210 


turbine and 
feet. 


© Complete line of Super Turbine 
Shallow Well Systems. All equipped 
with LIFE-LOK to give them longer 
life. 


® Practically NO “profit-eating" call 
backs after a BURKS System is in- 
stalled. 


® Year around national advertising. 


© Steady local advertising — sales 


folders and displays. 





BURKS Vertical Educer 


® 100% backing by the company. Deep Well Water System 


Write today for complete details about the 
BURKS Dealership in your locality. 


DECATUR PUMP COMPANY 


51 ELK ST. DECATUR 70, ILL. 
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1946 Appliance and Radio 
Shipments to Date Listed 


CPA and Bureau of Census Figures Released 


Current releases from the Bureau of 
the Census and the Office of Civiliar 
Production reveal the following quan- 
tities of electrical appliances sold in 


BROILERS 

(Units ) 

a EE eR oes 106,579 
Feb. 1946. 96,164 
Mar. 1946 97,393 
\pr. 1946 70,504 
May 1946 63,189 
hin 1946 80,478 
1946 514 307 


COFFEE MAKERS & URNS 
(Glass and Metal! 


lal 1946 80,985 
Feb. 1946.. 59,828 
Mar. 1946. 71,566 
\pr. 1946. 66,084 
May 1946 91,106 
lune 1946 121,546 

ios. 1946. $97,115 

FANS, INCLUDING AIR 
CIRCULATORS 

jaa 1946... 84,764 
Feb. 1946... 112,261 
Mar. 1946.. 184,762 
\p 1946.. 219,098 
May 1946... 251,794 
lune 1946.. 261,031 

Vos. 1946. 1113 71 


HEATERS, AIR (CONVECTOR) 


lan 1946 56,929 
Feb. 1946. 48,826 
Mar. 1946.. : : 48,697 
\pr. 1946.. , 81,425 
May 1946.. 62,457 
lune 1946 73,168 

Vos. 1946 377 502 


HEATERS, AIR (RADIANT) 


il SS PETA re 185,315 
Feb. 1946 118,707 
Mar. 1946 126,440 
\pr. 1946 131,914 
May 1946......... hare 85,312 
1946 Pees ; 65,145 

Was. 1946 712,823 


HEATING PADS AND BLANKETS 


lar 1946 292,738 
Feb. 1946. 190,429 
Mar. 1946... 207,865 
Apr. 1946 288,287 
May 1946 285,233 
lune 1946. 283,176 

Mos. 1946 1,547 728 


SEWING MACHINES 
(Electric, Hand & Foot Treadle) 


Jat ME aca oon a enks 12,000 
I 13,000 
Mar. 1946... 28,000 
Apr. 1946. 28,000 
eee 31,000 
See TN < cincnsvaes Bee: 27,000 
July 1946. - us wee 35,000 

Vos. 1946 174,000 
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1946 since January Ist. The fivure 
e reported to represent substantial}, 
jcomplete coverage of the ap 


lance 


_ nd radio industry. 


HOTPLATES 

(Units 
SE ae . 147,290 
Feb. 1946. ea iA 160.206 
Mar. 1946 179.093 
Apr. 1946 181 118 
May 1946 134.717 
June 1946 177.963 
6 Mos J94¢ : rw) ons 


IRONS, AUTOMATIC (INCLUDING 


STEAM) 
Jan. 1946. : 268.184 
Feb. 1946.......... ne 272,21 
Mar. 1946 . en 370,89 
Apr. 1946 360,168 
May 1946. 301.454 
June 1946 431.008 
6 Mos. 194+ 2,002.92 


IRONS, NON-AUTOMATIC 





Jan. 194 44,18 
Feb. 194 65,898 
Mar. 1946 81,480) 
Apr. 1946 109,812 
May 194 125,637 
June 1946 126,511 
6 Mos. 1% 553 52 


MIXERS (FOOD) & JUICE 








EXTRACTORS 

Jan. 1946 eyes 77 83 

Feb. 1946 ‘ 78,261 
Mar. 1946.... men 87,442 
Apr. 1946.. Sy atte 73,744 
May 1946. Pees 55,09 

June 1946. 82.419 
6 Mos. 1946. ae 454 79 

RADIO RECEIVERS 

PO ME ecicatawnneeowd 550,000 
a eee 750,000 
Mar. 1946...... 1,000,000) 
Apr. 1946... 1,000,00/ 
May 1946... 1,185,000 
June 1946.. 1,378,000 
TD GON di catia endens 1,330,000 
7 Mos. 1946.. Jaa 7,193 0M 


TOASTERS, AUTOMATIC 


Jan. 1946. ea eo 28,887 
eee 66.931 
a ee 72,889 
3 ee 72.051 
May 1946.... 53,023 
June 1946. 106,120 
6 Mos. 1946. 399,91 


TOASTERS, NON-AUTOMATIC 


ive nied ew owes 55,23 
ke ae 107,57! 
ME, MG caw canescwenden 133,42 
Apr. 1946. ete Phe 158,9¢ 
May 1946. 150,302 
See 198,764 
ee sewn. SOa2s 


(Continued on page 116) 
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An aluminum electric heater that circulates heat faster. 


@ Light... Portable. Weighs only 64% lbs. Can be moved 
easily, quickly from one room to another. 


@ Completely Danger-Proof. If tipped, will not endan- 
ger rugs or carpeting, drapes or upholstering. , 


Beauty Combined with Usability. An attractive addi- 
y y 
tion to any room. Occupies only 812" floor space. 


@ Circulation Principle. Throws out, rather than radiates, 
heat. Operates much like a flue. 


@ Quick-Sale Heater. Sells easily by demonstration. Heat 
and smoke tests furnish fast, convincing sales appeals. 


@ Package Item. Delivered in light, easy-to-handle car- 
ton for over the counter sales. 


@ Substantial Profit. Available to qualified dealers at, 
attractive discount. 


@ Underwriters’ Approval. 


@ AVAILABLE NOW! Write today for additional 
information. 


tHe new TEPFER 


=. ELECTRIC 
ROOM HEATER 


TEPFER APPLIANCE COMPANY, INC. 


49 Central Ave., Cincinnati, Ohic Export Sales Dept., 201 N. Wells St., Chicago, Ill., U.S.A. 
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Make of 30 musion btechic A 


WESTINGHOUSE ELECTRIC CORPORATION + PLANTS IN 25 CIMES + OFFICES EVERYWHERE. 
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TUNE IN TED MALONE, MONDAY, WEDNESDAY, FRIDAY, 11:45 A. M., E. D. T., AMERICAN BROADCASTING COMPANY NETWORK 
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are creating an 





EVER WIDENING CIRCLE OF PREFERENCE 


for the Westinghouse Full Line of Electric Home Appliances 


TERRIFIC IMPACT... that’s what these Westinghouse 
Spotlight advertisements are making. Take the Refriger- 
ator Ad opposite, for example. When it appeared in the 
March 11th issue of LIFE MAGAZINE, more folks saw 
and remembered it than any other ad in the entire 
magazine ... with the exception of two announcements 


about Nylons. That’s pretty convincing evidence of how 


interested people are in Westinghouse home appliances. 


...A SPOTLIGHT ADVERTISEMENT ON THE 
WESTINGHOUSE REFRIGERATOR in Life, December 2nd. 


..--A SPOTLIGHT ADVERTISEMENT ON THE 
WESTINGHOUSE ELECTRIC RANGE in Life, October 28th; 
Ladies’ Home Journal, November; McCall's, November; 
Good Housekeeping, December. Also, Special Electric 
Range Advertisements in Farm Journal, November, Pro- 
gressive Farmer and Electricity on the Farm for December. 
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A COMBINED READERSHIP OF WELL OVER 36 MILLION 


There's also another angle to these Spotlight adver- 
tisements that means multiple sales for Westinghouse 
FULL LINE retailers. Not only does each advertisement 
glorify one appliance—and stamp it on the minds of pros- 
pects— but, it shows the grand array of the Westinghouse 
FULL LINE of appliances as well. No one can miss the 
fact that when it comes to electric appliances... the 


Westinghouse retailer has what the customer warts 


emlWV/A7CH FOR SB SES ee eee 


...A SPOTLIGHT ADVERTISEMENT ON THE 
WESTINGHOUSE ROASTER-OVEN in Collier's, November 
30th; Better Homes & Gardens, January; Bride’s Maga- 
zine, Winter. 


..-A SPOTLIGHT ADVERTISEMENT ON THE 
WESTINGHOUSE ADJUST-O-MATIC IRON in The Saturday 
Evening Post, November 30th; McCall's, December. 
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NEW 





Home Ventilator 


—— 





























Take our tip and investigate this sparkling new 
home ventilator that is winning profits for 
dealers and customers for builders. There’s a 
market in every home—old or new. Installation 
is fast and easy. 


Just ask your jobber or call the nearest Ameri- 
can Blower Branch Office. 
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Aeropel whisks out odors, stale air, 
greasy fumes, smoke 


KEEPS KITCHENS FRESH AS A DAISY! 


Also good for bedrooms, bathrooms, nurseries, recreation 
and utility rooms. Suitable for many offices, too! 


Priced right for competitive selling 


Compare its performance and appearance with other fans. 


[puh 


View shows component parts of Aeropel 


AMERICAN BLOWER 


~~ 
SH = 





AMERICAN BLOWER CORPORATION 
DETROIT 32, MICHIGAN 


Aww Raoraroe & Standard Savitary .vrrcesrwon 


1946 Appliance and Radio Shipments (Cont.) 





RANGES 
(Standard & Apartment House) 
bai 1946... 25,000 
Feb. 1946... 20,000 
Mar. 1946.... 23,000 
Apr. 1946... 31,000 
May 1946.. 31,000 
lune 1946... 46,000 
Iuly 1946 57,000 
V4 : : arty WW) 
REFRIGERATORS 
(Electric & Gas) 

Jai 1946. 123,000 
Feb. 1946. 67,000 
Mar. 1946 98,000 
Apr. 1946 143,000 
May 1946. 196,000 
lune 1946. 210,000 
luly 1946 220,000 
VWeos. 19460 1,057 000 


VACUUM CLEANERS 
(Standard & Hand) 


Jan. 1946.. sere 120,000 
Feb. 1946. , 128,00) 
a ‘ 162.000 
ee 174,00 
May 1946 hemes 166,006 
June 1946. othe ane 180,00) 
July 1946 197,000 
7 Mos. 1946 1,127 Am 


WASHING MACHINES 
(Electric & Gas Engine) 


Jan, 1946 17 1,00% 
Feb. 1940. W> (Wy 
Mar. 1946 111,00 
Apr. 1946. 177,000 
May 1946. 185,00 
June 1946 194.00 
July 1946 ; 187,000 
7, Mas. 194¢ 1,115. 





Frozen Assets 


Jake Ogden of Moultrie, Ga., 
spent most of one sleepless night 
recently mourning $50 which he had 
inadvertently bidden goodbye and 
never expected to see again. 

Jake had a refrigerator that 
hadn’t seen service for several 
months. Late one afternoon he 
traded it off. Upon retiring that 
night, the awful realization struck 
him that he had hidden five $10 bills 
in the refrigerator 

When the store opened next 
morning, Jake was there. Dashing 
into the showroom, he ran for the 
refrigerator and opened the door. 
The dough was there, and one clerk 
Was mightily surprised 
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Twin Cities Show 
Set For November 


The Electric Appliance Dealers 
\ssociation of the Twin Cities is plan 
ning a presentation of home appliances 
to be held in both Minneapolis and St. 
Paul during November in the Northern 
States Power Co. buildings. Manu- 
facturers and distributors are being 
asked to display their wares to give 
the public an opportunity of viewing 
the new appliances designed for better 
electrical living. 

According to present plans, the show 
will open in Minneapolis on November 
11, continuing for the balance of the 
week, with the entire display being 
moved to St. Paul to open there on 
November 18. As the exhibit space is 
being contributed by the Northern 
States Power Co., manufacturers and 
distributors are asked only to pay 
booth rental, which covers direct 
harges of the undertaking, plus an 
illocation for advertising. 

The general committee for the Min- 
neapolis exhibit: George Johnston of 
Johnston’s; H. A. McDowell of Davis 
& Ruben; L. I. McClellan of Malk- 
and Theo. L. Losby of the 
Northern States Power Co. Those 
in charge of the St. Paul exhibit in- 
clude D. E. Anderson, the Emporium ; 
Dick Denning of Bannon’s; W. F. 
Murphy of Benike’s and W. W. Pat- 
terson, Northern States Power Co. 


ersons; 


CCTOBER 1, 


Scheduled Meetings 


Electrical Ass'n. of New Orleans 

Electric Show 

Municipal Auditorium, New Orleans, 
La. 

October 6-10 

E. N. Avego, Chairman of Show Com- 


mittee 


Retail Trade Board, Boston 
Chamber of Commerce 
Boston Conference on Distribution 
Hotel Statler, Boston, Mass. 
October 14-15 
Daniel Bloomfield, Conference Direc- 
tor 


West Coast Electronics Mfr's. 
Ass'n. 


Electronics Show 
Elks Club, Los Angeles, Calif. 
October 18-20 


Appliance Parts Jobbers Ass'n. | 
Fall Meeting 
Gibson Hotel, Cincinnati, Ohio 
October 24-26 


National Electrical Mfr's. Ass'n. 
Annual Meeting 
Hotel Traymore, Atiantic City, N. J. | 
Oct. 28—Nov. | 
W. J. Donald, Managing Director, 

155 East 44th St., New York City | 


Refrigeration Equip. Mfr's. Ass'n. 
and Frozen Food Locker Mfr's. 
and Suppliers Ass'n. 


4th All-Industry Refrigeration and Air 
Conditioning Exposition 

Public Auditorium, Cleveland, Ohio 

Oct. 29—Nov. | 

R. K. Hanson, Show Manager, Clark 
Bldg., Pittsburgh, Pa. 


Vacuum Cleaners Mfg. Ass'n 
Cleveland, Ohio 
Nov. 1 


Nat'l Farm Electrification 
Conference 
Chicago, Ill. 
November 7-8 
George Kable, Chairman, 155 East 
44th St., New York City 
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wirecle Electric Co. 
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Hess to Head 1947 
Indianapolis Show 


Dan ( Hess, vice-presid 
harge of operations of the India 

wer & Light Co., has been ay 
manager of the Indianapolis 
Show, Inc., for 1947. The show 
drew over 125,000 visitors in } 
1946, is composed of and spons 
10 trade and civic organizatio: 


DAN C. HESS 


1947 event is scheduled for the 
and will be held in the stat 


1% | le grounds. Mr. Hess has been presi- 
INLAND Bay nific =? 4 dent of the Electrical Leagu 
: . ma Indianapolis since 1939. He 

- ; . Albert Maillard, executive secretary of 

b ‘ eo a ae the League, represent that group « 


ICE CUBE dV ~ . yme Show’s ne — 


model home, 
Ideas,” featured in the 1946 show 
FOR TWO CUBES As shown in il- an all-electric dwelling. It is now 
ustration above, it 1s easy to use the | being constructed upon a permanent 
Operating Lever and get two or | site in Indianapolis. 
+4 ; ; te ili # nore full-sized ice cubes from the 
Low . seem = high “ utility, In Inland Tilt Out Ice Cube Tray 
land's Magic Finish Tilt Out Tray is Union Electric Build 
favored for original equipment by OR SSSIIG SUNS 
leading automatic refrigerator | g Model Home in Showroom 
makers, as well as for replacement a! 
sales by dealers. ; } x electrical living promotion ( 
Fast freezing and “immediate de- >.> eS Union Electric Co. of Missouri will 
livery” of full-sized ice cubes—two ‘ * 4 be a complete 44-room “Electrical | 
oT: | ing” house constructed in the show- 
at a time or a trayful — make the Tilt - pee Be xg cre a1 Tem 
Out Tray the low priced favorite with oer oe: The structure, scheduled for com- 


Keystone of the fall and w 


cubes ire 


users, foo. FOR A TRAYFUL pletion by October 1, will include living 
, . ° After ' 1i te. bed kitche: 1, 
Moreover, the efficient Inland Tilt oosened the grid 1s lifted vertically | ae SSeeene, SOSraae, Seen, 


q tility room—all of which 
: ind cubes fall into th le tr: and utility roc 
Out. comes in both single tray and we asap they Mewadeg ag | Semaietead eilth, Gen tatent to clestri 


double duty Dessert Tray sizes, with lray Pan as shown above appliances. Plumbing — connecti 
or without pan lifter. | will be installed to provide for 
demonstration of a garbage dist 
water heater, and laundry equipn 
For prices and full information write to— Supplementing the home will be f 
INLAND MANUFACTURING DIVISION, General Motors Corporation, Dayton, Ohio life-size fully equipped modern 
| chens, a series of seven ~miniatu 
| kitchens, and a room where home mak 
ers can talk over their kitchen plan 
with home economists. 

Promotion efforts to back up the 
show include a September-October 
showing of 136 bill boards, 2,100 st 
car cards, 20,000 lines of newspaper 
ads, 225 spot announcements, 
dealer promotional material. 


Verne Hannon Opens 
Wringer Roll Company 


New address of Verne F. Han 
once of Barlow & Seelig and later with 
OPA, is 324 State St., Cedar Fa 

| Iowa, a suburb of Waterloo. 
Hannon has just founded the A; 
ance Parts Company, which 

| specialzie in the distribution of “I 
Made” wringer rolls. His firm 
selling to wholesale appliance and | 

| jobbers only. 


OCTOBER 1, 1946—ELECTRICAL MERCHANDISING 












Where Science 
“Keeps House” 


Experimental Machine Shop—where 
appliances for the Home of Tomorrow 
are being built and tested today. 


YT 


In this over-all view of The 
Eureka Williams Research 
Laboratories numbers iden- 
tify the various depart- 
ments, 4 of which are pic- 
tured in the accompanying 
photographs. 


\ 





. a a 


‘ Eureka quality is guarded each step of the 
™ way by extensive tests on current produc liom, 


_ 


Large Drafting Staff is continuously at 
work on new projects, and ideas. 


ying Here is one of the most unique research laboratories in America. 


Here is where 65 engineers, brought together by Eureka Williams, 
Dealers’ and Consumers’ points of “keep house”... on the problems of America’s homes. 
view are listened to in daily conferences, 


, For more than a generation, Eureka Williams products have been an 
and shape Eureka policy. 


intimate part of America’s homekeeping. Drawing upon the vast ex- 


iy of = perience, and resources of these combined organizations, scientists are 
t . concentrating on this one great job—to develop even finer lines of new 
four oe ‘a appliances to free the home of drudgery. 


Out of such research have come . . . and will continue to come 


And each day that these scientists “keep house” brings even better 
Eureka products, which backed by Eureka’s “Tailored Market Cover- 
age Plan” mean more sales at greater profits to the dealer who holds 
the Eureka Franchise. 


Complete Home Cleaning Systems Upright Vacuum Cleaners Tank-Type Vacuum Cleaners 
PRODUCTS Electric Cordless Iron Electric Waste Food Disposers 


EUREKA WILLIAMS CORPORATION 


Detroit 2, Michigan . Bloomington, Illinois ° Chicago, Hlinois 


ire ’ . a ; eee 
‘ fe. Eureka’s much sought after time-saver, work-saver products that are 
Nake + e ee . ° . . ° . 
lans a a Precision Engineered from the Woman’s Point of View.” 
7 
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Porcelain, beauty finish of the ages, first produced 


2,000 years ago, some so fine it still exists. Yet the 


quality of Frigidaire Lifetime Porcelain on today's Frigid 


aires would be the envy of those ancient craftsmen 


—_ 
‘ 


7 Inspection of every part and process is a continuing 
: 

procedure at Frigidaire. Here one-piece refrigerator 
cabinets are individually checked for squareness. Every 


orner must be exact before further assembly can take place 
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Depend on 


FRIGIOAIRE 
to do things RIGHT / 


7 


After quick cooling, the “frit 

where thousands of 2-inch vitreous balls grind it « 
the consistency of powdered sugar. This “raw porcelain” 
is then ready to be applied to the metal surfaces 


2, To produce Frigidaire porcelain, a “‘frit’’ is made of 

raw materials from all corners of the world. These 
which melts 
them to a liquid state resembling molten glass 


goes to these mill 


naterials are fused at tremendous heat, 





» 


8. undreds of finished porcelain refrigerator and range 

cabinets reach the assembly point where they are put 
on another conveyor line. This carries them to final as- 
sembly and inspection departments. 


9, Even the color of Frigidaire Lifetime Porcelain 

closely watched by photo-electric cell to be sure a 
parts are accurately matched. There is no guesswork 
the gauges tell exactly “how white is white.” 
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RIGI 
7 
ators, |! 
then, th 
itself h: 
porcela 
1S worl 
hre, Sc 
Frigida: 

Yet 


being ¢ 


lain 
sone oO! 
foreign f 


Frigidaire operates world’s largest 


_ = 


RIGIDAIRE was first to apply a porcelain 
Pesan successfully to household refriger- 
ators, nearly a quarter-century ago. Since 
then, the finishing process and the porcelain 
itself have been steadily improved until the 
porcelain on Frigidaire appliances of today 


is world famous. Time, heat, water, paint, 


Se ff ire, scuffing —none of these will harm 
Frigidaire Lifetime Porcelain. 
e Yet Frigidaire Lifetime Porcelain, while 


being the finest appliance porcelain obtain- 


4, To insure whiteness and durability, Frigidaire porce- 
lain must be applied to clean metal surfaces. This 

sone of several cleansing treatments which remove all 

foreign matter from the specially fabricated cabinets. 


La 
’ 


10, Careful matching of color is another inspection 

procedure. This assures that the over-all finish will 
¢ the same brilliant shade of white when doors and 
ther porcelain-finished parts are attached. 
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FRIGIDAIRE 


able, is not a high-premium product! 

By modern methods of production; by 
continued improvement; by steady increases 
in economy of manufacture, Frigidaire has 
put this finest of all appliance finishes within 
And 


more 


reach of millions of home-owners. 


Frigidaire has probably produced 
porcelain-tinished refrigerators than all other 
manufacturers combined ! 

This has meant added enjoyment and 


greater satisfaction to purchasers; a higher 


5, Applying the blue ground coat. This finish is applied 

inside and out to increase durability and strength. 
Typical of Frigidaire safety measures, men wear transparent 
masks and are furnished constantly with fresh, filtered air. 





I}. After assembly, inspection, test and special crating, 
tugs and trailers take Frigidaire appliances to 

freight cars waiting on a siding. When filled, cars are 

immediately dispatched to all parts of the country. 


1946 


, porcelain finishing plant for appliances! 


unit of sale and considerably increased 
profits to Frigidaire dealers 
oe 

Here then, is another outstanding example 
of Frigidaire leadership. Another reason 
why the Frigidaire franchise is more eagerly 
sought and more jealously guarded than 
any other in the industry. Yes, it’s just*one 
more proof that the Frigidaire dealer and 
his customers can . Depend On Frigidaire 


To Do Thines Richt! 


You’re twice as sure with two great names 


made only by GENERAL MOTORS 





6. After ground coat has been baked on and cooled, 
final coat of porcelain is applied —then baked, cooled 

again. Here refrigerator shells with white coat come 

from oven, are carefully inspected under bright lights 





12. Enduring finish ot Frigidaire Lifetime Porcelain 

femonstrated in tests with heat, lemon juice, 
scuffing, paint. Years of experience have proved how 
well Frigidaire Porcelain stands up under such treatment. 
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(When yo 


the best! 


e Sales records of leading retail outlets 


provide concrete evidence that the Holliwood Electric 


Broiler is THE popular choice of American women in every 


market! Feature for feature, it offers unsurpassed value. . . that’s 


why ... WHEN YOU SELL A HOLLIWOOD YOU SELL THE BEST! 


© Available in two models: No. 40T— 
Size: Approx. 19% x11 x6 in; 

No. 38 T —Size: Approx. 18 x 

10% x6 in. 


HERE ARE THE Jo BEHIND HOLLIWOOD’S SUPERIORITY 


+ Patented ““Even-Heat” Coil for over-all, 
all-at-once broiling. 


*New Specially Designed Metal Drip 
Rack. 


+ Well-Tree Sizzle Platter. 
«Broils without smoke, muss or fuss. 


*E-Z Lock Device for removing coil unit 
for thorough cleaning. 


*Non-Heat Conducting Bakelite handle 
and /egs. 


«Safety hinge permits easy removal of 
top—locks into position when top is 
raised. 


* Two-Heat Control for desired broiling. 


+ Beautifully finished Cast Aluminum with 
rich hammered effect. 


Aggressively advertised in leading national publica- 
tions + Advertising, national in scope, creates an ever-soaring 
demand for Holliwood Electric Broilers! Homemakers insist 
on the Holliwood because they have been PRE-SOLD! 


ELECTRIC BROILER 


FINDERS MFG. CO., 3669S. Michigan Ave., Chicago 15, Ill. U.S.A. 
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chy ath isin Ves 


LOOKING FORWARD to cooling refreshments after a hard day's work is Tommy 
Dorsey, left, hot trombonist and band leader, who recently purchased a new General 
Electric refrigerator from Henry Gegenheimer, Canoga Park, Calif., appliance dealer 





NEMA Announces New Standards 


For Fractional Horsepower Motors 


Expect More Motors, Increased Effi- 
ciency, Correct Use and Lower Costs 


The electrical industry last month 
took a heity swing at bottlenecks in 
the production of fractional horse- 
power motors when members of the 
motor and generator section of the 
National Electrical Manufacturers As 
sociation announced a broad program 
standardization. 


Spe or, 


According 
vice-chairman of 
fractional horsepower sub- 
who conducted the meeting 
for the press and the industry in New 
York, the program will reduce pro- 
duction insure efficiency and 
proper application in use and result 
in long term savings to customers. 

Scheduled for early publication, the 
new standards provide specific defini- 
tions of horsepower rating, speed, 
breakdown torque, and service factor. 
They also cover previously standard- 
ized locked rotor or starting currents 
of motors. Standards to be issued 
later will cover dimensions, applica- 
tion standards for hermetically sealed 
motors, belt drive refrigeration com- 
motors, washing machine, 
stoker, oil burner, belted fan and 
blower motors, shaft mounted fans 
and blowers, cellar drainer, gasoline 
pump and jet pump motors. Mr. 
Spoor said that standards relating to 
motors for appliances will be released 
in November and December. 

Speaking of the advantages of stand- 
ardization, Mr. Spoor pointed to the 
motors made for washing machines 
which were reduced in cost more than 
50 percent between 1923 and 1941 as 
a result of standardization. 


ot motor 
to | ( 
NEMA’s 


division, 


costs, 


pressor 


Standards Not Static 


Whipple Jacobs, president of Belden 
Manufacturing Co. Chicago, and 
chairman of the NEMA public infor- 
mation committee, stated that the new 
standards will in no way restrict mem- 
bers of the association from manufac 
turing or selling products not in con- 
formity with them. “It would be a 
great*mistake . . 
standard . . 
he continued. 


. to consider a new 
. as a permanent thing,” 
“NEMA is concerned 
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primarily with minimum perform: 
there is no standardization 
ideas.” 

The benefits of standardization 
various divisions of the electrical j 
dustry were cited by J. L. Hamilt 
assistant vice-president of the Centur 
Electric Co., speaking for motor 4 
signers; F. H. Faust, chairman of t 
motor loading committee of the N 
tional Air Conditioning and Refriger 
tion Machinery Association, speaking 
for manufacturer users of fractiona 
A. W. Bartling 
manager of the fractional horsepow: 
motor division of General Electri 
predicting increased motor availabil 
ity; and E. C. Wickersham, applica 
tion engineer of the Leland Electr 
Co., who said standardization woul 
simplify the application of motors t 
specific tasks. 


horsepower motors; 


Olympic To Quadruple 
Production in New Home 


Four times the present producti 
capacity of its New York City plant 
has been acquired by Olympic Radio & 
Television Inc. with the 21 year leas 
of a four-story building with 200.00 
square feet of space at 3101-19 38 
Ave., Long Island City. According! 
Adolphe’ A. Juviler, Olympic pres 
dent, both manufacturing facilities ar 
executive offices will be moved fro 
the present location at 510 Av 
the Americas and radios will be p1 
duced in the new home at the rat 
4,500 units daily by January 1. Prese! 
daily output is around 1,200 units 

The Long Island plant, leased to 
$2,000,000, was formerly occupied ! 
one of the divisions of Brewster -\er 
nautical Corp. 

Mr. Juviler said that installati 
of equipment in the new home woul 
not delay production and that t! 
Manhattan plant would be kept 
operation until its production © 
equalled in Long Island. 


ELEC 








REG. U.S. PAT. OFF. 


ULTRAVIOLET RAY LAMPS 


Every day that you are without SUN-KRAFT is a day of lost sales 
opportunities. Millions of prospective SUN-KRAFT buyers see 





our ads in America’s leading national magazines. They are inter- 
ested; they are impressed; they are receptive; they are responsive. 


Order SUN-KRAFT and get your share of this extra sales volume. 


Kead them 


6 EXCLUSIVE SUN-KRAFT FEATURES 


PRICED TO BURN - OUT- PROOF QUARTZ @ FLEXIBILITY TO REACH ANY 
UBE—gvaranteed for five years PART OF BODY — the SUN- 
R ETAI L AT ©» fog, develop black spots KRAFT reflector is easily remov- 
en in ultraviolet ray able—can be used os a hand 

applicator. 


FOR HOME 


EXTREMELY LOW CURRENT 
CONSUMPTION —vses less than 
20 watts. 


PROTECTIVE GOGGLES AND 
PACT ZIPPER CARRYING 


Sun-Kraft, in 
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The Best is Always the Bargain 


...in Oil-Burning Heaters it’s 


Perfection 


®& For nearly 60 years Perfection QUALITY has paid off y 





dealers handsomely in profits, performance and popularity. 








The dealer’s reward is a constantly increasing demand for , 
Perfection, an ever-growing confidence in the man who sells it. 


That’s because Perfection is good, sound, lasting 






and requires few service calls. 











(he consumer’s reward is long-lasting satisfaction in use—more for their 
money out of every dollar spent on Perfection. 


lo them Perfection’. the best—and the best has proved the bargain. 



























PERFECTION’S reward is the 
honor of being today the largest 
manufacturer in the 
world of oil-burning appliances 


for the home. 


Model 2205 “Ivanhoe” 
Console oil-burning Space 
Heater—with radio-type 

eat control dial 


“Firelight’ the world’s 
most famous Chill 
Chaser—Perfection oil 
burning Portable 
Heater Model 750 








The Mark ‘of Quality 


Perfection Stove Compa eect 


7863-A Platt Avenue, Cleveland 4, Ohio | ee 


7 - 





> © 
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QUART SIZE is this new refrigerator 
compressor, a hermetically sealed device 
developed by Jack & Heintz Precision |p. 
dustries, Inc., Cleveland, as the first move 
in invading the refrigeration and air 
conditioning industry. Wallace Sargis, 
Jahco general sales manager, has not 
announced marketing plans but states 
that the compressor will be sold to manu. 
facturers of refrigeration equipment. 
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Utilities Plan Big 
'47 Lighting Program 


Plans for the 1947 promotion oj 
home lighting indicate that it will 
exceed that of any pre-war period 
the home lighting committee of the 
Edison Electric Institute reported 
recently following a survey of 87 utili- 
ties serving 48.3 percent of the total 
residential and farm customers of the 
U. S. 

Advisory Service Planned 


According to the survey, home light- 
ing advisory services, promotion 
through dealers and extensive local 
advertising of certified equipment will 
play leading parts in the promotion 

Eighty-four percent of the reporting 
utilities said they will furnish home 
lighting advisory service, with speci 
ally trained employees calling at cus 
tomers’ homes. Seventy-three _per- 
cent of the utilities will promote 
lighting through dealers and 53 per 
cent will sell lighting equipment t 
customers. 

Newspaper advertising will b« 
ployed by 83 percent of the utilities 
and radio advertising by 52 percent 
A total of 85 percent will advertise 
certified portable lamps and 71 percent 
will advertise certified home lighting 
fixtures. 

The survey revealed that in a typical 
pre-war year home lighting advisory 
services cost utilities an average of 63 
cents per dollar of estimated annual 
revenue. Forty-nine percent of the 
companies plan to include this service 
in their home service departments 
Seventeen percent will organize sep 
arate home lighting advisory depart 
ments. 


em 





Dealer Cooperation 


Replies from the survey indi 
that 91 percent of the utilities w 
refer prospective customers to dea 

Dealer cooperation plans include 
educational meetings, sales campaigns 
and the supplying of display mate 
Sixty-five percent of the utilities 
promote home planners groups w 
will organize customers planning NA 
build homes 

Lecture demonstrations and show 
ings of films on home lighting will b 


_ employed by 79 percent of the « 


panies, who expect to reach 
2,000,000 persons. 





ELE 





NATIONALLY ADVERTISED IN AMERICA’S FOREMOST HOME MAGAZINES 


HURLEY MACHINE DIVISION 
Electric Household Utilities Corporation, Chicago 50, Illinois 
Thor-C dian Company, Ltd., Toronto, Canada 
Plants in Chicago, Ill.; Bloomington, Ill.; El Monte, Calif.; Toronto, Canada; London, England 
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The Best is Always the Bargain 


| ...in Oil-Burning Heaters it’s 








s 
*% For nearly 60 years Perfection QUALITY has paid off ts . 
dealers handsomely in profits, performance and popularity. 
[he dealer’s reward is a constantly increasing demand for sd 
Perfection, an ever-growing confidence in the man who sells it. 
That’s because Perfection is good, sound, lasting 
and requires few service calls. 
lhe consumer’s reward is long-lasting satisfaction in use—more for their 
money out of every dollar spent on Perfection. § 
lo them Perfection’s the best—and the best has proved the bargain. 
PERFECTION’S reward is the 
honor of being today the largest 
manufacturer in the 
world of oil-burning appliances 
for the home. 
Model 2205 “Ivanhoe” 
Console oil-burning Space oe 
Heater—with radio-type ‘ 
heat control dial . 
Oe 
« 


“Firelight” the world’s 
most famous Chill 
Chaser—Perfection oil 
burning Portable 
Heater Model 750 








The Mark ‘of Quality 


Perfection Stove Com 


7863-A Platt Avenue, Cleveland 4, Ohio 





-* ae xk _.employed by 79 percent gf the com 
’ wae . panies, who expect to reach ove 
2,000,000 persons. 
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QUART SIZE is this new refrigerator 
compressor, a hermetically sealed device 
developed by Jack & Heintz Precision In- 
dustries, Inc., Cleveland, as the first move 
in invading the refrigeration and air 
conditioning industry. Wallace Sargis, 
Jahco general sales manager, has not 
announced marketing plans but states 
that the compressor will be sold to manu- 
facturers of refrigeration equipment. 








Utilities Plan Big 
'47 Lighting Program 


Plans for the 1947 promotion of 
home lighting indicate that it will 
exceed that of any pre-war period, 
the home lighting committee of the 
Edison Electric Institute reported 
recently following a survey of 87 utili- 
ties serving 48.3 percent of the total 
residential and farm customers of the 
ES. 

Advisory Service Planned 


According to the survey, home light- 
ing advisory. services, promotion 
through dealers and extensive local 
advertising of certified equipment will 
play leading parts in the promotion 

Eighty-four percent of the reporting 
utilities said they will furnish home 
lighting advisory service, with speci- 
ally trained employees calling at cus 
tomers’ homes. Seventy-three per- 
cent of the utilities will promote 
lighting through dealers and 53 per- 
cent will sell lighting equipment t 
customers. 

Newspaper advertising will be em 
ployed by 83 percent of the utilities 
and radio advertising by 52 percent 
A total of 85 percent will advertise 
certified portable lamps and 71 percent 
will advertise certified home lighting 
fixtures. 

The survey revealed that in a typical 
pre-war year home lighting advisory 
services cost utilities an average of 63 
cents per dollar of estimated annual 
revenue. Forty-nine percent of the 
companies plan to include this service 
in their home service departments 
Seventeen percent will organize sep 
arate home lighting advisory depart 
ments. 


Dealer Cooperation 


Replies from the survey indicated 
that 91 percent of the utilities would 
refer prospective customers to dealers 

Dealer cooperation plans includ 
educational meetings, sales campaigns 
and the supplying of display materials 
Sixty-five percent of the utilities will 
promote home planners groups whic! 
will organize customers planning t 
build homes 

Lécture demonstrations and show 
ings of films on home lighting will b« 
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NATIONALLY ADVERTISED IN AMERICA’S FOREMOST HOME MAGAZINES 


HURLEY MACHINE DIVISION 
Electric Household Utilities Corporation, Chicago 50, Illinois 
Thor-C dian Company, Ltd., Toronto, Canada 
Plants in Chicago, Ill.; Bloomington, Ill.; El Monte, Calif.; Toronto, Canada; London, Engiand 
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ELECTRICAL 
APPLIANCE ° 


Whether a Whiting Stoker is an electrical appliance may 
be a matter for argument—but there’s no argument about 
the fact that most appliance dealers can sell Whiting 
Stokers profitably. That’s what counts. 


To equal the dollar gross on one Whiting installation, 
you'd have to sell a good many toasters or waffle irons, 
several washing machines or vacuum cleaners, or at least 
two pretty fancy radios or refrigerators. Despite war-time 
shortages, saturation on such items makes the relatively 
untouched stoker market look like a vacuum in comparison. 


Not “just another stoker,”” Whiting gives you exclusive 
features of design and proved performance that provide 
real sales material. Send for a copy of our book “‘How To 
Choose A Stoker’”’ and see just how much Whiting gives 
you to talk about. Here’s extra profit that’s not too hard 
to win—why not investigate, now? 


WHITING STOKERS, Suite 2505, 11 S. LaSalle St., Chicago 3, Ill. 


' 
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WHITING /. , 


Rit ES ih. Baba e 


AUTHORIZED WHOLESALERS 
IN ALL MARKETS 
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PRESTIDIGITATOR: Nimble-fingered W. S. Law, Norge refrigeration sales manager, 
instructs in the magic of his company's washer at one of the recent product 
training meetings in the West while field service representatives “Tex” McGovern 
and C. R. Anderson both watch and prepare for the next quick trick. 


Norge Holds Western 
Training Meetings 

As a preview to the showing of 
their products at the San Francisco 
Furniture Mart, the Norge Division of 
Borg-Warner Corp. 
pleted a series of 


recently com- 
product training 
meetings in the West. The new line 
of appliances had been shown at the 
Chicago Mart and then immediately 
shipped to Denver where the initial 
meeting was held, followed by a two- 
day meeting at the headquarters of 
the Leo J Meyberg Company, August 
2nd and 3rd, prior to the setting up 
of the display at Ae Western Furni- 
ture Mart 

Selling features of the new giant 
vertical freezer as incorporated in five 
models, the 

appliances 
factory 


new refrigerator home 
heater and _— other were 
demonstrated by personnel 
vho used new sales training charts and 
films to emphasize the products’ use 
values. Several appliances were torn 
down and built up before the distribu 
tors and salesmen who attended these 
meetings in order to show the quality 
features of their construction. Each 
distributor has the training material 
used and it is expected that each dis- 
tributor’s salesmen will be equipped 
with these tools. Among the twenty 
different models shown at these meet- 
ings were Norge 
model gas 


refrigerators, new 
electric ranges, 
and chest-type 
portable water cooler and 


ranges, 
home heaters, vertical 
freezers, a 
washers. 
Master of ceremonies at the meet- 


ings was J. M. Tenney, western sales 


manager of the Norge Company, 
while talks were given by W. M. 
Davis, national manager of home 
heater sales; W. S. Law, national 


manager of refrigerator sales; E. L. 
Redden, manager of sales promotion 
and training; C. R. Anderson and 
“Tex” McGovern, national field serv- 
ice representatives. 


Wayne Oil Burner Co. 
Expands, Changes Name 


The Wayne Home Equipment Co., 
Inc., has been formed without change 
of ownership to succeed the Wayne Oil 
3urner Co., pioneer manufacturer of 
domestic oil burners and oil burning 
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furnaces, according to a recent an- 
nouncement by B. G. Duer, vice-pres 
dent in charge of sales. 

rhe firm's scope of operations has 
been expanded and designing and field 
tests have been completed and produc 
tion started on the Wayne line of home 
equipment which includes turbine 
pumps and water systems for shallow 
wells, centrifugal jet pumps and water 
systems for deep wells, water heaters 
ind water softeners, in addition to the 
new Model “O” domestic oil burner 
ind a new line of oil and gas-fired 
automatic furnace units. 

\ strict wholesaler-dealer policy has 
been adopted and a number of whol 
salers have been issued distributo1 
\ comprehensive market 

known as the “Wayne 
\Wholesaler-Dealer Partnership Plan,” 
has been set up around independent 
full-line wholesalers and dealers, and 
i thorough advertising and promotional 
ram is provided to merchandise the 
mplete line. 


a 
tranchises. 


i! Y program, 


261,000 Consumers 
Added by REA in '46 


The number of consumers receiving 
from facilities financed 
by the Rural Electrification Adminis- 
tration increased by 261,710 during the 
fiscal year ended June 30, 1946, the 
Department of Agriculture announced 
This was the second largest 
one year increase in the number of 
consumers served in REA history. In 
1940 some 281,000 new consumers were 
acquired. Of this year’s total more 
than 230,000 were farms and other 
rural consumers receiving power for 
the first time. 


clectric servict 


recently 


6-Month Appliance Sales 
in Vancouver Area Released 


\ study of dealer reports of the 
British Columbia Electric Railway Co. 
reveals that during the first six months 
of the year 979 electric ranges were 
sold. In the same period 489 automatic 
storage water heaters were sold, and a 
total of 809 refrigerators was rung up. 
Radio set sales added up to 8,550 for 
the period. Washers sold to the extent 
of 1,774, and vacuum cleaners ended up 
with 891 sales. Ironers came in last, 
with only 16 sales during the six 
montlis, 
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wow warm my ARVIN keeps me 
t 
i 
& 
Building a big demand and sure profits 
for dealers who have Arvin Portable 
Electric Heaters in stock —consumer 
advertising is appearing regularly, 
from September through December, in : 
one or more of the leading national E 
magazines pictured below . . . aggres- 
sive, selling messages like the one re- 
produced at right. Electric Heater in your bathro 
one in your family will enjoy it 
D . , : i they'll feel like cellin’ the world about i FAN-FORCED TYPE — chases chills from 
Tie-in your store with this appealing bathrooms and other cold spots about 
Arvin’s circulating heat surrounds you — home. Mans mr in offices — 
+s 9 ° f ae N, > es and camp cottages. Gives inscant, fan- 
advertising—and you'll cash-in splen- with comfort while you bathe or dre furced hese. Essily carried—hand grip in 
keeps dad warn while he shaves back Three handsome models, priced 
‘ ‘ guards against chills during baby's bath aslow as $9.45°* 
did profits on the Arvin Portable Elec aamiant tee jee 
: Your toe flicks a switch—starts 45 cubic serves asaportable {Zaauav 
tric Heaters you have in stock. feet of warm air per minute billowing electric replace. fy 
. around you, any time or place, to chase Just the thing for ™ 
chills away euly morning com 
fort when the furn 
Carry it easily to your bedroom, game ace fire ts low ee 
room, den plug m in any 110 AC 
outlet enmypoy fant mifort 
Beautifully built and finished in wory and f 
other attracuve colors. Heating element t 
and fan are enclose safe with children ; 
Another Arvin — the radiant heater shown & 
>| } 
% ar righ omfort warms any 
spor in rt n rt otiice. And any 3 
Arvin y hoose will give y long 
Many thousands are now in use. All the f 
vy vew Arvit re rwriter $ ste for 
_ ¥ 4 safety. S« 
, \\\as epart E 
. 7 
\\ \}\\\S 
X T\\\ and ua 
YU cs 
j <= the name on many fine products from 
4 -* rr i ; 
: yanere ay LET NOBLITT-SPARKS INDUSTRIES, INC., Columbus, Indiana i 
3 r Ny Ws ; ™ ARVIN Top Flight Radios « Electric Irons and Appliances « Metal-Chrome Dinette Sets 
i\ 5 ‘“ a tdoor Metal Furniture « Laundry Tubs « froning Tables « Car Heaters 
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65 Lis outstanding 

















We think the 65U is an outstanding radio- 
phonograph, but we want you to see why for 
yourself! Compare the 65U with any other 


table-model radio-phonograph and we’ll 
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wager you'll agree with us! 


COMPARE tHe osu ror BEAUTY! 








Here are the flowing, unbroken lines 
of classic design . . . rich walnut and 
other carefully selected woods . . . 









“Golden Throat,” the RCA Victor 
exclusive acoustical system provides 





an exciting, new thrill to your radio 
listening ... the result of the genius 
of RCA’s radio engineering skill and 
Victor’s technique in the scientific 
reproduction of sound. 


New “Silent Sapphire” jewel-point 
pickup eliminates “Needle Chatter” 





THE 65U FOR PRICE! 





@'Vietroia’’ 


T. M. Reg. U, 8. Pat.O#, 
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All these advantages—PLUS built- 
in-ground—four RCA Preferred Type 
Tubes and one rectifier tube— 
2-Point Tone Control Selective 
Superheterodyne Circuit—Auto- 


styled to be a beautiful radio with 
the top down . . . a distinctive 
phonograph with the top up. 


THE 65U FOR PERFORMANCE! 


and troublesome needle changes . . 

prolongs record life by reducing wear. 
Lp, to twelve records are played 
automatically on RCA Victor’s better 
record-changer . . . reducing tiresome 





record handling. 


Magic Loop Antenna built into the 
set provides long-range reception . . . 





eliminates bothersome aerial wires. 


matic Volume Control—make the 
RCA Victor 65U a better buy, dollar- 
for-dollar, than any other model in 
the field. It’s priced to sell! It’s 
priced to give you profits! 


YES, the 65U is outstanding, and the demand is snatching 


them up as fast as our production lines can supply dealers! 
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THE HAMILTON BEACH 
TRIPLE-ACTION 
CLEANER! 


Here’ 
se ng Sead YOu want in a de. 
<a hie ee brush cleaner. 

to s 
Pt for him £0 call you stile 
- pg Beach Company, Divi 
mee Manufacturing Co., Raci 
| ne, 


HAMILTON BEACH 
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coming our 
dealers’ 
way, too! 


Tuis month, the ad on the left is tell- 
ing women across the nation that 
Hamilton Beach cleaners are on the 
way. 

They really are... 

Despite supplier strikes, labor and 
material shortages, and assorted re- 
conversion headaches . . . we recently 
shipped a substantial initial allotment 
of motor-driven-brush cleaners to our 
distributors. 

To be sure, the number we were 
able to deliver is a drop in the big 
bucket of total demand for Hamilton 
Beach cleaners. 

But it’s a good start—and with pro- 
duction gaining momentum with each 
passing day, your prospect of getting 
a satisfactory supply of cleaners is 
definitely improving. 

So bear with us a little longer. We 
promise you it will be worth it. 


Mexican Firm to Make 
Westinghouse Products 


The formation of Industria Electrica 
de Mexico, S. A., a $15,000,000 com- 
pany for the production of electrical 
equipment ranging from motors and 
venerators to household appliances, 
has been carried through by means of 
joint American and Mexican resources 
The firm, to be located north of Mexico 
City, will manufacture to Westing- 
house specifications through an ex- 
clusive contract with Westinghous 
Production will be handled according to 
American standards and methods by a 
long term license agreement ith 
Westinghouse which provides for all 
technical phases of plant layout, opera 
tion and product design. Output is in- 
tended for domestic consumption ji 
Mexico. 


Production in 1946 


Limited production at the plant is ex- 
pected to begin by the end of this year, 
depending on arrival of expected sup- 
plies and equipment purchased in the 
United States. In order to facilitate 
production during development of the 
plant, use will be made of products 
and sub-assemblies from Westinghouse 
plants. 

John W. White, formerly president 
and general manager of the Westing- 
house Electric International Co. in 
New York, has been appointed director 
general of the project and will assume 
full charge. 


B. C. Electric Railway Co. 
Extends Dealer Development 


Since the appliance situation seems 
to be settling down to normal, the 
British Columbia Electric Railway Co. 
is extending the operations of its 
Dealer Development Division, of which 
John H. Taylor is director. A monthly 
mimeographed bulletin, “The Tie-In,” 
is distributed to all its dealers. The 
company also asks them to report sales 
Plans are being made to hold sales 
training conferences in the Vancouver 
area, as well as a series of addresses on 
business management of appliance 
stores. 

The company’s advertising is often 
devoted to promoting use of appliances, 
with the dealer as the source of inquiry 
This is in line with the firm’s decision 


to withdraw from direct appliance 
sales. An attempt is being made to 


make all dealers self-sufficient in effec- 
tive selling. 
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Your first cost is your last 
cost. Eliminates the muss, 
fuss and time of uncrat- 
ing and cleaning up after 
delivery. It saves time in 
handling and eliminates 
customer complaints about 
delivery abuse. Sling- 
abouts are recommended 
by leading appliance 
makers. Thousands have STRAP 
been used in pre-war years. 
Old users are reordering 
in large quantities. 
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ess white flannel to pro- EEE EEE | = ———]|__MR-520-46_ | KooKall Electric Range } 1275} 8.15 SERVEL 
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CW-1150-46 | Washer ae leona, | 7-00 WG-542 : WR-1201-46 Refrigerator | 9 cu.ft. size 13.75 50 
sling of sturdy three-ply jo | j++] MH14-45 | Water Heater | We-s02 15.00 | 9.00 WH-1210-46 | Water Heater | 10 gal. size 10.00 |6.00 
. . DEEPFREEZE HH-15-45 | Water Heater | WG-336 10.22 | 6.25 WH-1211-46 | Water Heater | 30 gal. size 13.00 | 8.00 
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h il j | CPDI-9 KR-100-46 Refrigerator cD-7 13.25 | 7.25 Gentlemen: 
alls. FR-403-46 Refrigerator DI 13.75 | 7.50 cs-7 | : 
9 KR-101-46 Ralsignrater MM-9 113.75 | 750 Enter our order for the Slingabouts listed on coupon. 
FR-404-46 a oo 15.00 Loo ER-423C | | (If appliances you handle are not listed, give us moke 
- FR-405-46 rigerator WP-1 20.00 KS-120-46 R R-427 2 ? and model number and we will send you prices.) 
Slingabouts are avail FS-420-46 | Household Range 1225 | 7.65 ivntite oe ERaz9 } wre 1% 
able on order to fit any FS-421 nad | Apartment House Range 10.50 6.40 KF-160-46 Home Freezer | F-6 13.35 710 
T re NAME 
| GENERAL ELECTRIC LEONARD AME _ a 
| | 
shape and size of range GR-700-46 | Refrigerator | LBG-H 13.00 | 7.00 7 as 
| 1(B-7 LR-900-46 Refrigerator DL-7 } 13.25 5 ADDRESS 
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GR-701-46 | Refrigerator |{ LBX-7 13.25 | 7.25 LR-901-46 | Refrigerator =| HL-9 13.75 | 7.50 
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|| LB7-B LS-920-46 Range LER-427 12.25 | 7.65 a Sas oe nal — 
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722-4 R API-46 0 14 | 
Gr 730-06 | woner AF-12 1090 | 675 eee | Ce ao prot Use ‘wae 
7 18 ot Used 
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GO-740-46 | Automatic | | DE-646 13.25 | 8.40 NB-1080-46 | Home Heater | FH-55 _ ps | 200 | | 
AD-21 PHILCO | | | 
* =. 2 PR. 200-46 Refrigerator All4cu,ft. Boxes | 15.65 | 8.45 | } 
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APPLIANCES 
— PROVEN IN 


PERFORMANCE! 


Distinctive matched design of White Cross appliances, 
coupled with proven dependability of this quality line, in- 
sures complete customer satisfaction, profitable repeat 
sales. The appliances shown below embody features and 
styling that identify White Cross as the appliance line that 
captures popular imagination. 






AUTOMATIC 
POP-UP 
TOASTER 


Fully Automatic Pop- 
Up Toaster. This 
inet aammemaei po ad 
up toaster, pogo me 8 
new development, 
has no clock mecha- 
nism to cause trouble. 
Thermostatic timing 
fully governs the 
toasting temperature 
at all times, regard- 
less of fluctuatin 
voltages. Toasts bread evenly to any color selected wit 
color dial. Equipped with convenient crumb remover. Fin- 
ished in lustrous chrome with massive bakelite base and 
handles to match. Heavy cord attached. A. C. only. 





Matched Design 


Matched Design 


Bakes two individual waffles at the same time on stickproof 

aluminum grids, each 5 x 5%" size. Expanding enclosed 

hinges. Heat indicator announces ba ing temperature. 
ift 


Finished in lustrous chrome with matched 
handles. Detachable cord set. A. C. or D. C 


ing and side 


LARGE 
AUTOMATIC 
WAFFLE cl 
IRON 







Matched Design 


Fully Automatic Waffle Iron. Requires no watching. Jewel 
signal light announces baking temperature. Waffles are 
baked everytime as set by color selector. No-stick grids, 
7'@ size, with batter groove. Finished in high lustrous 
chrome with matched walnut-color lift and side handles. 
Jetachable cord set. A. C. only 


NATIONAL STAMPING & ELECTRIC WORKS 


® Subsidiary of Eureka Williams Corporation 


214 W. LAKE STREET 
a a ca ai 
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TEMPLETONE IN NEW LONDON: When the Connecticut city celebrated its 300th 
anniversary the Templetone Radio-Corp. participated in the festivities with this float 
contrasting the seventeenth century town crier with a modern radio station. 





Refrigerator Manual 
Gives Trade-In Values 


So long as refrigerator manufactur 
ers continue to introduce new models, 
so long will consumers want to trade in 
their old ones. Such trade-ins, frozen 
during the war years, have increased 
again under the thawing influence of 
peace and growing production. The 
dealer, upon whom will fall the burden 
of arranging these transactions and of 
computing the trade-in values, either 
must know the value of every make and 
model for every year or he must have 
some handy reference work which 
contains that information. 

Such a book has recently been pub- 
lished by Maurice Mann, edited by 
Edythe Polster and J. Louis Albert, 
and titled Standard Refrigerator 
Trade-In Manual and Dealer Guide. 
The 254-page, pocket-size volume, 
published for the first time since 1942, 
sells for $5. 

Refrigerators from the early 30’s to 
the newest 1946 models, ranging 
through the alphabet from Admiral to 
Williams, are pictured, listed and 
priced on the pages of the manual. 
Specific information about each in- 
cludes the model number, its capacity 
in cubic feet, its height and width, type 
of finish, number of trays, and trade-in 


value. As an example, on page 150 are 
listed the Norge models of 1935 
Model number E-425 is listed as hav- 
ing a capacity of 4.25 cubic feet, a 
height of 52 inches and a width of 26 
inches; it has a lacquer exterior and 
two trays; its trade-in value is given 


57 
as $27. 


Informative Chapters 


A chapter on merchandising used re 
frigerators includes advice on appraisal, 
allowance and adjustment. It gives in 
formation about selling trade-ins to 
reconditioning firms, “as-is” and “re- 
conditioned” to consumers. 

A second chapter contains recondi- 
tioning standards as defined by the 
Office of Price Administration. De- 
tailed information on checking and re- 
conditioning a used box is contained in 
still another chapter. The progress of 
the last ten years of refrigerator 
merchandising is contained in the 
chapter, “Development of the House- 
hold Refrigerator Field.” Finally, 
there is a chapter on home freezers and 
one which predicts the potential market 
for 1947 and lists those manufacturers 
who will enter the refrigerator field by 
1947. 

The book was produced by the Al- 
bert Advertisimg Agency, Inc., 503 
West 43rd St.. New York City. 
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INDOOR FARM: This complete, full-sized, all-electric farm is being erected in 
Chicago's Museum of Science and Industry. Edison G-E is supplying the home equip- 


ment and International Harvester is providing the farm machinery. 
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EVANS HOME HEATERS 


provide these EXCLUSIVE FEATURES that mean SALES! © 


FLOOR LEVEL HEAT—Spreads a Magic Carpet of Comfort over the floors—Heat at your feet. 
ALL-DIRECTIONAL HEAT—Heated air rolls out over floors in all directions—warms entire home—no cold 
corners. : 

HEAT-WAVE BLOWER—Positive circulation of heat at floor level—350 cu. ft. per minute. 

DOWN-FLO ACTION—Heat Wave blower pulls waste heat from ceiling area—recirculates heated air at 
floor level. 

HORIZONTAL HEAT CHAMBER—The largest heat chamber of any heater. It is low—close to the floor. 
FLAME-THROWER OIL BURNER—Throws a double-length U-shaped golden flame under and over the hori- 
zontal baffle plate. Provides more heat. 


CHECK THIS PARTIAL LIST OF FEATURES. THEN WRITE TODAY FOR COMPLETE DETAILS ON 
THIS PROFIT-MAKING LINE OF OIL-BURNING HOME HEATERS. 





Heating and Appliance Division 


EVANS PRODUCTS COMPANY — Detroit 27, Mich. 
WESTINGHOUSE 


AND INDEPENDENT DISTRIBUTORS 
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¢ Designed by the pioneers in the oil 
burner industry, this complete, new 
Silent Sioux line embraces all the im- 
provements, knowledge and engineer- 
ing skills gained during the war years. 
New designs and improvements that 
mean greater comfort, safety, and con- 
venience to your customers. Yes, to your 
customers Silent Sioux means adven- 
tures in good heating; to you, the dealer, 
it means new adventures in high volume 
sales. Beauty in design and efficiency in 
performance promise to make Silent 
Sioux one of the fastest selling lines in 
the oil burner field. 


¢ Shortages of sheet steel are still acute, 
production is slow but progressing, and 
delivery dates are still uncertain. How- 
ever, complete illustrations and all spec- 
ifications are availble in our new port- 
folio, so write today and see for yourself 
the many advantages of the 
new Silent Sioux line. Silent 
Sioux Oil Burner Corpora- 
tion, Orange City, Iowa. 


Scleut Stour 


PIONEERS IN GOOD HEATING 
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idvertising. Readership Devoted 


iUding a Better Civilization 


The university, college, and secondary 
school markets are of decided importance to 
many advertisers. THE CHRISTIAN SCIENCE 
MONITOR is the daily campus comrade of 
many young men and women being trained for 
leadership. This is a section of the MONITOR 
MARKET that is particularly well worth culti- 
vating today the large number of veterans 
giving it added maturity and discrimination. 

The director of a university school of 
journalism says: 

“A part of the procedure of the course is to 
examine, analyze, and report on each of thirty 
leading newspapers of the country. This year, 
of a class of about ninety, thirty-two named 
the MONITOR as the most interesting newspaper 
they had analyzed. I have a tabulation of the 


Branch Office 5 


NEW YORK: $00 Fifth Avenue 
CHICAGO: 443 N. Michigan Avenue 
DETROIT: 4-101 General Motors Building 
MIAMI: 1239 Ingraham Building 

KANSAS CITY: 1002 Walnut Street 

SAN FRANCISCO: 625 Market Street 

LOS ANGELES: 650 S. Grand Avenue 
SEATTLE: 824 Skinner Building 

PARIS: 56 Faubourg Saint Honore 
LONDON, W. 1: 21-23 Shaftesbury Avenue 
GENEVA: 28 Rue du Cendrier 

SYDNEY: 46 Pict Street 
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votes in this class that goes back twenty-three 
years. I find the MONITOR was voted ‘most 
interesting’ in seven years, took second place in 
twelve years, and took third place two years. 
This means that it appeared in the first three 
places twenty-one out of twenty-three years.”’ 
MONITOR readers are unusually loyal to 
MONITOR advertising, and their ability to buy is 
far better than average. Just as they realize 
they can depend upon the news they read in 
this international newspaper, they know the 
advertising is reliable. These factors cause the 
response to MONITOR advertising to be excep- 
tionally high. You may obtain full details about 
the MONITOR MARKET at our nearest branch 
office... THE CHRISTIAN SCIENCE MONITOR, One, 
Norway Street, Boston 15, Massachusetts. 


The (CHRISTIAN 
SCIENCE 


\Y Foye uve): 


International Daily Newspaper 
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G-E To Produce All-Purpose 
Entertainment Instrument 


\ new home entertainment instry. 
ment which will combine television, 
frequency and amplitude modulatioy 
and a record player in one unit h 
been scheduled for productiomin 1947 
by the General Electric Co’s. Receiy, 
Division. Paul L. Chamberlain, ma; 
ager of sales for the division, a 
nounced plans to market the device x 
a recent meeting of district manager. 
of the Electronics Department and sai 
that it would sell for approximate! 
$475. He added that the television por- 
tion of the unit would produc 
a picture about eight inches wide by 
six inches high from a ten inch pi 
ture tube and would be able to tune 
all 13 television channels without th 
need of service work. 


B. C. Electric Railway 
Quits Appliance Selling 


Electrical appliances will no long 
he sold hy the B. S Electric Railwa 
Ltd.. of Vancouver and Victoria, Brit 
ish Columbia. 

During the past ten years the utilit 
has gradually restricted its merchai 
dising activities and the final ord 
closes out the handling of ranges an 
water heaters, leaving the entir: 
appliance field to dealers. The utilit 
explained that the action was taken b 
cause appliance dealers in its territor 
are now in a position to carry on th 
task of load building and because con 
| petition from a utility under present 
conditions of shortages made it difficult 
| for dealers. 
| 





The power company will, however 
continue its active dealer cooperatio: 
program. 


Chattanooga Appliance Sales 
For Six Months Hit $900,000 


Electrical appliance dealers in Chat 
tanooga, Tenn., sold $899,975 worth o 
appliances, including a record 1,775 
water heaters, during the first. sis 
months of 1946, S. R. Finley, general 
superintendent of the Electric Pow: 
Soard of the city revealed recent! 
Mr. Finley's figures compare wit 
$1,818,000 for the same period in 1941 

During the six months period, 551! 
electric ranges were put into use and 
over 581 electric refrigerators wer 
purchased. During the first six montlis 
of 1941, 4,862 refrigerators, 2,063 ele: 
tric ranges, and 820 water heaters were 
sold. The Chattanooga area contains 
about 250 appliance dealers, 115 o 
which deal in major appliances. 
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G-E’s ‘Quick Chan washing 


gets ’em on the dotted line! 





Feature G-E Washers, lroners, Dryers—complete 
home laundry equipment—for BIG home laundry sales! 





The biggest market in appliance history is waiting to 
buy home laundry equipment. And G-E has a complete 
home laundry line that will sell—and sell! 


In leading magazines—on the air—we're telling women 
everywhere about G-E’s “Quick-Clean” Washing. New, 
improved G-E Washers, Ironers, Dryers that will make 
Washday such a wonderfully simple day. 


And millions of women already prefer G-E! (In a na- 
tional survey, 53% of the women said they thought G-E makes the best electrical appli- 


ances for the home.) 


So get your share of these vast waiting sales. Talk “Quick-Clean” Washing to your 


customers. Feature complete equipment for a G-E All-Electric Laundry. And get set to 
take plenty of orders—now. Appliance and Merchandise Dept., General Electric Com- 


pany, Bridgeport 2, Connecticut. 





G-—E AUTOMATIC FLATPLATE IRONER 





What a work-and-time saver! Lets a woman SIT 
DOWN and iron. Turns out two flat pieces at a time 


. irons shirts and dresses beautifully, too. Auto- 
matically controlled heat for each fabric. 





G-E PORTABLE ROTARY IRONER 





G-E Portable Rotary Ironer. Weighs only 35 
pounds, but does a mammoth-size job on Wash- 


day. It’s manually operated. Inexpensive to own 
—inexpensive to use. 


NOTE: Customers will be asking for G-E’s 
sensational new book: “Planning your Home for 
Better Living . . . Electrically.” It’s for home buyers, 
builders, and remodelers—-64 pages in full colors. Costs 
only 25¢. Ask your G-E Distributor for a supply now. 





G-E AUTOMATIC ROTARY IRONER 








G-E Automatic Rotary lroner. A grand, dependable 
G-E work-saver. Hand or knee control. When ironer 
is not in use, it can be folded to convenient table top. 





NEW, IMPROVED G-E WASHER 





No other washer has all these quick-selling G-E 
features: 


“Activator Action” —improved washing action 
that turns out “Quick -Clean” Washings, every 


time. Always gentle, but, oh, so thorough. 


“One-Control Wringer.” Exclusively G-F, and 
really tops for convenience and flexibility. One 


control starts, reverses, releases pressure. 
“Permadrive Mechanism.” Built with famous 


G-E precision and care. Only 4 moving parts. 
Needs no oiling. 


R 
AUTOMATIC PORTABLE ROTARY IRONE 


- J 
—— 





A touch of the hand, knee, or elbow puts the ironer 
into operation. Light for lifting, but does a mighty 


heavy job. Turns out all types of ironing—does 
beautiful work. 





BD AMl-Elae uty 


“THE APPLIANCES MOST WOMEN WANT MOST” 














TELL YOUR CUSTOMERS to listen to Art Linkletter, in “The G-k: House Party,” every Monday, Wednesday, and Friday, 4 p.m., Ek. D.T., CBS, 
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The portable “heating-plant” 
for hard-to-heat rooms 


Customers warm up fast when you show them Wittie Electric Steam 
Circulating Heater! It’s the new, postwar-type, individual-room heat- 
ing-plant they've read and heard about! Tops for efficiency, Wittie 
fan-circulates a gentle flow of clean, abundant steam heat throughout 
a room in minutes! Solves cold-room heating problems in homes, 
offices, shops, economically and safely. Lightweight—only 32 Ibs., com- 
pact and attractively luggage-styled; 115 volts AC only. There's year- 
around action with Wittie Heater. Write today for details! 


WITTIE MFG. & SALES CO., DEPT. 20, 1414 S. Wabash Ave., Chicago 5, Ill. 
Nationally Advertised — Cosmopolitan, Good Housekeeping, 


Better Homes and Gardens, House & Garden, Parents’ Magazine, 
Popular Mechanics, Field & Stream and many others. 


~—sFAV 
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Electric Steam 


CIRCULATING HEATER 
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Farnsworth Radio Center 


Nears Completion 


Thanks to the Farnsworth Tele- 
vision & Radio Corp., the state of 
Indiana will soon have a radio center 
which will provide it with television, 
frequency modulation, and improved 
regular amplitude modulation broad- 
casting services. 

Now nearing completion in Fort 
Wayne is a radio center described by 
Farnsworth president E. A, Nicholas 
as among the most complete and mod- 
ern in the country. The AM station, 
WGL, has already commenced opera- 
tions; an application has been entered 
with the FCC for an FM license; and 
the company possesses an experimen- 
tal television license. 

All studio and transmitting equip- 
ment for the center’s video operations 
has been designed and built by the 
company itself. Mr. Nicholas declared 
that his company is prepared to demon- 
strate “the definite feasibility of prac- 
tical and economical television broad- 
casting in cities of middle metropolitan 
size.” 

Transmitting facilities for the tele- 
vision, FM, and AM services are to be 
erected on a site southwest of the city, 
where the transmitters will operate 
from a series of steel towers, includnig 
a main tower 500 feet high. The pres- 
ent television transmitter antenna is 
atop the Farnsworth plant. The FM 
power output was increased to three 
kilowatts and the television output was 
increased five kilowatts on July 1. 

Said Mr. Nicholas, “We are ready to 
finish the building and consolidation 
of the Fort Wayne Radio Center’s en- 
tire facilities at full speed, Final com- 
pletion is dependent only upon the re- 
moval or alleviation of the OPA re- 
strictions.” 


Hourly Factory Rates 
Up, But Earnings Drop 


According to a recent report of the 
U. S. Department of Labor, hourly 
earnings of factory workers hit a high 
of $1.07 in May and climbed to an 
estimated new high of $1.08 in June. 
Weekly earnings, however, dropped in 
June to $42.46 or 41 cents under May 
because of the shorter work week. 
Higher hourly rates showed up in 20 
of the major manufacturing industries, 
each reporting a higher average in 
May for production workers than in 
May 1945. Drops of $5 weekly for 
the year were reported by the iron, 
steel, machinery, transportation equip- 
ment and automobile industries which 
were on heavy overtime schedules on 
munitions a year ago. 

In only half the industry groups 
were weekly earnings higher for the 
year. Printing and publishing plants 
reported the highest increase in terms 
of dollars and cents. A gain of $4.42 
since May, 1945, brought weekly earn- 
ings there to $51.05. 


Philco to Sponsor 
Bing Crosby Program 


Bing Crosby, radio and motion pic- 
ture star, will return to the air in 
October, this time under the sponsor- 
ship of Philco Corp., it was announced 
recently by James H. Carmine, Philco 
vice-president. It is planned to send 
the program, which will be a transcrip- 
tion broadcast, over more than 600 
stations throughout the world. 
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ALL THE WAY THROUGH: James E. 
McCarthy, the gentleman in this picture, 
is the national sales manager for the 
automatic blanket division of the Gen- 
eral Electric Co., and he is actually 


making that blanket. The company re- 
quires every salesman to make an auto- 
matic blanket — thus insuring knowledge 
of the product and admitting them to 
membership in the G.E. Automatic 
Blanket Makers’ Guild. 





Zenith Sells $46,000 in 
Radios in Streator Test 


The Zenith Radio Corp., which re- 
cently reported a profit for the quarter 
ending July 31, believes that the public 
demand for its radios is bigger than 
at any time in its history and to prove 
that “we weren’t kidding ourselves, we 
ran a test sale in Streator, Ill., a city 
of about 15,000 population.” 

Zenith’s three dealers in Streator 
were told that they could promise im- 
mediate delivery on all models, but 
were not permitted to advertise, use 
newspaper publicity, or make out-of- 
town sales. In four and one half days, 
declared president E. F. McDonald, 
Jr., they sold $46,000 worth of radios, 
an average of about $3 per person. 
The highest priced model, with two 
band FM and the Cobra tone arm, was 
the best seller. 

Mr. McDonald said that the com- 
pany’s policy on television is not to 
market black and white receivers be- 
cause of a conviction that such models 
will be obsolete within a year. The 
company will continue to do research 
an color television. 





Farmers Awaiting Power 
Lines Save for Appliances 


When the $600,000 expansion pro- 
gram of the Blue Ridge Electric 
Cooperative, Inc., brings power 
lines to the farms of the Pickens, 
N. C., area, appliance dealers are 
going to have a boom. The farm- 
ers, who want more than just elec- 
tric lighting, have been saving their 
money, the cooperative reports, to 
buy electrical appliances. First on 
their list, says A. J. Hurt, coopera- 
tive superintendent, are radios. 
Second come refrigerators, fol- 
lowed by electric ranges, toasters, 
irons, and washing machines, Some 
farmers plan to install electric 
churns and others are filling china 
pigs to buy electric water pumps. 
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@ “FAIR AND CLEAR, CONTINUED 
BRIGHT’—is the profit forecast for RE- 
CORDIO dealers throughout the country. Ex- 
tremely versatile, the popular RECORDIO, 
RECORDER-Radio-Phonograph, was the first 
to bring home recording to its present perfect 
performance...and today is bringing brand 
new profits to smart dealers from a virtually 
limitless market. 


Independent research has revealed that the 
majority of buyers want an automatic record 
changer in their next radio. They also want this 








ee AT €popular 


Recordiic 
family 











record player to pull out of the cabinet for easy 
access. In addition, they desire a mahogany 
cabinet of conservative design to fit into their 
average home surroundings. RECORDIO 
BRINGS YOU ALL OF THIS... plus the inimi- 
table joy and long-lasting pleasure of Home 
Recording... and the 


Every RECORDIO you sell brings the 
buyer back at least’ once every month 
for additional purchases of RECORDIO 
DISCS and RECORDIOPOINT Needles 
... thus, every RECORDIO sale is equiva- 
lent to THIRTEEN ordinary sales! 


FOR REALISTIC RECORDINGS Always Wse RECORDIO DISCS AND RECORDIOPOINT NEEDLES 






1, 1946 











FOUR 
REASONS 
FoR 


A 
Lotitable 
TOP (LINE 


Deilership c 


~ 





All Aluminum 
Super-size 
Lightweight 
Automatic 

Electric Iron 


All-Metal 
Aitic Fan 








New 
30-Gallon 
All-White 

Electric 
Water Heater 


Improved 
1947 Model 
Electric 
Churn 





TENNESSEE VALLEY 
ASSOCIATED MARKETERS 


GAMBILL BUILDING, NASHVILLE, TENNESSEE 
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DEALERS’ DEMONSTRATION: Edgar F. Wainwright, in shirtsleeves, demonstrates 





the Thor Automagic washer to dealers who visited the Hamburg Brothers exhibit at 
the recent Merchandise Mart held in the Hotel William Penn, Pittsburgh, by the 


Chamber of Commerce. 


Appliances Predominate 
at Pittsburgh Mart 


Electrical appliances were featured 
by nearly half of the exhibitors at 
the recent llth annual Merchandise 
Mart held in Pittsburgh’s Hotel 
William Penn under the auspices of 
the Wholesale Merchants’ Division 
of the Chamber of Commerce. 

Newspaper reporters, unfamiliar 
with the appliance industry, waxed 
enthusiastic over “radios that look like 
Colonial sewing tables,” (Proctor), 
“fans that resemble the front of a 
plane,” (Vornadofah), and “mechani- 
cal washing machines that seem to do 
everything but put the dishes away and 
the clothes out to dry,” (Thor). Deal 
ers looked wistfully at the same group, 
but considerable interest was shown in 
freezers and standard appliances. 
New items to attract their share of 
attention included Raytheon Unit 
Room Precipitators, Pacific Ultra- 
Violet Ray Lamps, Moe Florescent 
Pin-Up lamps, and a synthetic Christ 
mas tree with lucite candles lighted 
by one concealed bulb 

Distributors represented at the Mart 
included: Anchor Distributing Co.; 
\llied Electric Supply Co.; Hamburg 
Brothers; Houston-Starr Co.; Lud 
wig Hommel & Co., Keps Electric 
Co.: Kim Electric Co.; Logan Gregg 
Hardware Co.; Minsky Brothers & 
Co.: Morris Electric Co.; R. P. Mor 
ton Co.: Moto Radio Distributing 
o.: Pittsburgh Products Co.; C. R. 
Rogers Co.; L. H. Smith, Inc.: State 
ctric Supply Co.; Tydings Co.; 
\. Williams Co.: and Joseph Wood 


Milwaukee Suffers Two-Hour 
Electric Current Shutoff 


Being without electricity was a 
novel experience for Milwaukeeans 
and neighbors served by the Milwau 
kee Electric Railway & Light Co., and 
tts subsidiary, the Wisconsin Gas & 
Electric Co., when lightning struck 
the Granville substation of the 
Electric Co. on Sunday, July 21. While 
service was restored within two hours, 
the “blackout” caught many people in 
peculiar situations. The power failure 
stopped street cars; telephone equip- 
ment was automatically switched to 
battery power, although downtown M1- 
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waukee was cut off for some minutes 
before the changeover could  b 
effected; and the North Shore line 
was stopped until power could be su; 
plied from an Illinois connection. 

Housewives spent part of the after- 
noon worrying about defrosting ice 
boxes; farmer’s milking machines and 
water pumps stopped at a time when 
they were needed most; radios died, 
and all in all it was a complete “rest” 
for all those electrical household 
gadgets which make life so well worth 
living. 





They Sleep and 
Get Paid for It 


Tired? 

General Electric Co. may have 
just the job for you. It consists 
of sleeping, just drifting off into 
slumberland and pleasant dreams 
under the comforting warmth of a 
G-E electric blanket. Sleeping, 
that’s the job. 

Scientists of the company are con- 
ducting experiments in sleeping 
comfort at the Bridgeport labora- 
tories. Some of the sleepers have 
been members of the technical staff, 
but others, reports the company, are 
just plain volunteers. Some engi- 
neers have even lured their wives 
into the experiments to permit stud 
ies which have resulted in the de 
velopment of a two-control automa- 
tic blanket, which, claims G-E, has 
solved an age old problem and thus 
ended noctural arguments about 
more or fewer blankets. We 
wouldn't argue with G-E, but—we 
wonder, have you ever met our 


Mrs.? 











Average Farmer Uses 44 
Lamp Bulbs, Survey Finds 


In two separate surveys recently 
conducted through all 48 states it was 
discovered that some farms use as 
many as 250 lamp bulbs while on 
wired farm used only four. Average 
was 44, excluding lamps for autos and 
trucks. The surveys also revealed that 
many farmers will want sun lamps in 
the $15 bracket, germicidal lamps at 
around $4.25, infra red lamps at about 
$2, and spotlights at $1.40. 
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Hi Joe’ we said, “what gives in the way of miracles?” 


“Friend,” says he, “you arrive opportunely. . . I have 
just created the toaster of toasters.” 





“Is it revolutionary, miraculous, new and ex- 
y 
clusive?” We ask hopefully. 


“You have taken the werds right 
out of my mouth,” says the sage. 


“Consider” continues our wizard 
scornfully, “the B.P.—Before Proc- 
tor toaster... it pops up toast over- 
done and underdone, particularly 
first slices .. .it needs watching and 
readjusting for different kinds and 
conditions of bread... 


PROCTOR 


NEWSHIAKER IN APPLIANCE MERCHANDISING 


PROCTOR ELECTRIC COMPANY, PHILADELPHIA 40, 
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PENNSYLVANIA 


We went to see 
the wizard... 








“‘Behold, the new Proctor toaster! 
It has a new kind of thermostat 
control that q@ actually measures 
the temperature of the toast and 
b ... varies the amount of toasting _ 
automatically for fresh bread, dry 
bread, different kinds of bread, 
and ¢ even allows cold toast to 
be warmed without burning!” 


“Sir” we said, “a we thank you, b it’s wonderful, ¢ we'll call 
the new thermostat the ‘Color Guard’... because it guards the 
color of your toast, get it? d... that’s ‘D for Dealers’... who 
will be happy to hear that this new Proctor 2-slice Automatic 


Pop-up Toaster with the Color Guard . . . is now available 
to sell at $16.30.” 
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WHAT, Yes, music!—with the sensational new Edwards Door Knocker Chime. It packs 


a powerful sales punch! Here’s a weatherproof knocker of bright solid brass that blends 
with any style of architecture. When a customer lifts it up, a merry two-note chime 
rings out. It’s really musical! And the Edwards Door Knocker Chime is utterly differ- 


ent from ANY OTHER door chime! 


WAT. Amazingly easy to install! It’s non-electric—no wires, push buttons or bat- 


teries. What's more, anyone can put it up in a jiffy! Simply drill one hole (no template 


needed) and fasten chime. - 


3 


An Edwards extra! Women are delighted with the beveled. hand-pol- 
ished mirror that goes on the back side of the door, covering the com- 
pact chime mechanism. They like to take that last peek in the mirror 


before they open the door. 





Tone precision! Its superb, smart design and full, rich tone have made 


a tremendous hit with dealers and customers alike. Like all Edwards Chimes. the Door 





Knocker Chime is tested for perfect accuracy on the Sonoscope, an amazing electronic 


“detective.” exclusively Edwards. 





S. COR 

pL ee complete sales help for you! Every chime comes packaged in a smart display Cory C 
carton. You also get newspaper mats, consumer folders and an operating display board 

for your counter. Ask your electrical jobber about the Edwards Non-Electric Door a brewer, 
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ESKIMO FREEZE Home 
Freezer 


Reynolds Metals Co., Louisville, Ky. 


Device: Eskimo Freeze, 6 cu. ft. home 
freezer. 


Selling Features: All aluminum inner 
liner, rustproof, easy to keep clean, 
does not absorb odors; thermostati- 
cally controlled; equipped with 
a 1/5 h.p. hermetically sealed unit; 
uses Freon 12 refrigerant; a 4 in. 
blanket of heat resisting insulation ; 
signal light on exterior indicates a 
rise in temperature within freezer; 
easy lift-top access to storage com- 
partment; 36 in. high, 40 in. long, 
28 in. deep; white baked-on enamel 
or natural aluminum exterior finish. 
Electrical Merchandising, October 1, 
1946 





CORY Coffee Brewer 


Cory Corp., 221 N. La Salle St., 
Chicago, 1, fil. 


Device Deluxe automatic coffee 
brewer, DEA. 
Selling Features: Consists of Cory 


model DRU glass upper bowl in 
conjunction with a new type self 
contained chrome serving decanter ; 
Cory glass filter rod; and plastic 
safety stand and coffee measure; 
automatically brings water to cor- 
rect brewing temperature, forces it 
into upper bowl, agitates brew in 
upper bowl for over a minute, then 
high-heat turns off and low-heat 
turrfs on; brew is drawn back into 
serving decanter and maintained at 
correct serving temperature automat- 
ically ; only moving part is the ther- 
mostat which controls the high and 
low heat; cord is attached as re- 





minder not to “dunk” unit section 
into dishpan; elements are built into 
serving decanter—low heat is a mica- 
insulated ribbon-type element; high 
heat is an enclosed, heavy duty 
armored type unit; 6-8 cups ca 
pacity; a.c. only. 


Electrical Merchandising, October 1, 
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CASCO Heating Pad 


Casco Products Corp., Bridgeport, Conn. 


Device: Casco sinus and muscle heat- 


ing pad; and an electric fomentation 
heating pad. 


Selling Features: Fomentation pad 


specifically developed for treatment 
of arthritis, rheumatism, sprains for 
which wet-dry heat is prescribed; 
pad is also equipped with illumin- 
ated nite-lite switch with 30-fixed 
heats to provide constant tempera- 
tures. 

Smaller sinus and muscle pad uses 
similar moist heat principle; com- 
pact, designed for easy application 
to forehead, throat, chin and round 
joints; 2 pre-set heats with low of 
115 degs. F. wet on low side and 
124 degs. F. on high side. 

Both pads equipped with special 
Casco water reservoir of cellulose 
material which retains moisture 
from 10 to 12 hrs. with heat; hospital 
sheeting slip cover protects pad and 
patient. 


Electrical Merchandising, October 1, 


1946. 
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TRAVEL-MADE Iron 


Travel-Made Corp., 1300 E. Park Place, 


Milwaukee 11, Wis. 


Device: Streamlined, fly weight travel 


iron. 


Selling Features: Plastic handle with 


specially designed, easy-grip, posi- 
tive locking, easily asembled, easily 
removed; folds flat for packing; 
chrome finish; Nichrome element, 
375 watts, 115 volts ac. or dc; 
heats complete ironing surface. 


Electrical Merchandising, October 1, 


1946. 
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UNIVERSAL Toaster 


Landers, Frary & Clark, New Britain, Conn. 


Device: Universal automatic toaster. 
Selling Features: “Toast-timer” al- 


lows toast to be inspected without 
interrupting toasting cycle—specially 
devised lever separate from regular 
lever which controls toasting process, 
can be raised during toasting period 
without causing toasting cycle to be 
interrupted; dial to select lighter or 
darker toast; easy to start; clean- 
easy tray with hinged bottom; 
chromium finish; rounded Bakelite- 
brown mottled finish base and 
handles. 


Electrical Merchandising, October 1, 
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AEROPEL Ventilator 


American Blower Corp., Detroit, 32, Mich. 
Device: No. 5H Aeropel, built-in 


wall ventilator for kitchens, recreat- 
tion rooms, bath rooms. 


Selling Features: White plastic grille 


with smooth molded lines can 
attached with bars in horizontal or 
vertical position; Tubeaxial Ventura 
fan consists of 3-bladed aerocurve 
propeller, (1-piece molded Bakelite 
fabric base) driven by enclosed, 115 
volt, 60/50 cycle single phase motor, 
mounted on resilient spring mount- 
ing to cylindrical air tunnel; fabri- 
cated steel wall box with insulated 
weather door with automatic door 
latching mechanism is furnished with 
each unit; fan starts to operate auto- 
matically when door opens and stops 
when door is closed; capacity 400 
cfm. 


Electrical Merchandising, October 1, 
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FLAM-E-INGO Broiler 


De Lisser Mfg. Corp., 38 Centre Ave., 


New Rochelle, N. Y. 


Device: “Baby” Flam-E-Ingo table 


broiler. 


Selling Features; Equipped with black 


glazed ceramic unit, 660 watts; 110 
volts; 1-piece grill—7? in. diam.; 
circular grooves in pan save juices; 
excess heat escapes through side 
vents; top and bottom fitted with 
black enamelled handles that fit to- 
gether in 1 big handle when broiler 
is closed ; can be converted into table 
stove by lifting out grill, turning top 
half upside down and slipping into 
empty bottom half, black knob on 
top section fits into inside of broiler 
and keeps hotplate steady; silvertone 
polished aluminum finish; black 
Bakelite handles. 


Electrical Merchandising, October 1, 


1946. 
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ALVIN Ironing Arm 


Alvin Products Mfg. Co., 6376 Clayton 


Rd., St. Louis 17, Mo. 


Device: Alvin flexible electric ironing 


arm A-232 and A-233. 


Selling Features; Keeps cord off iron- 


ing board; automatically operates 
with no tension; permits iron to 
glide easily; cord can’t kink, tangle 
or dangle; Model A-232 aluminum 
arm 18 in. high; baked enamel cop- 
per bronze spring bracket; complete 
with 9 ft. approved cord with stand- 
ard plugs for all irons; Model A- 
222 for irons that have permanently 
attached cords. 


Electrical Merchandising, October 1, 


1946 
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Month after month CALORIC’S national advertising is telling 


more than 17,000,000 readers, many of them in your area, to 


see all the new ranges—and to be sure to see the fast, modern 


CALORIC with Flavor-Saver Dual Burners guaranteed for life. 


Prominent women featured in each ad are reminding housewives 


everywhere that the new CALORIC is the gas range with all the 


features women want. 


If you sell fine ranges, you will want to know about the plans 


we have in operation right now to build greater volume and more 


profit for CALORIC dealers in the years to come. 


Today we are making a sincere effort to distribute our produc- 


tion equitably. Tomorrow, we believe our greatly 


increased 


plant capacity—many smart, modern features—and complete 


long range merchandising program, will make Caloric the line 


of ranges you will want to sell. Write now for the Caloric story. 
Caloric Stove Corporation, Widener Building, Philatlelphia 7, Penna, 
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GAS RANGES 






SERVING HOMEMAKERS SINCE 1890 


Re . 


r 


Millions are reading about 
CALORIC GAS RANGES 
in these leading magazines 


Nine lib cate es 


BETTER HOMES & GARDENS AMERICAN HOME 8] 
WOMAN'S HOME COMPANION 
McCALL'S GOOD HOUSEKEEPING 
SUCCESSFUL FARMING PROGRESSIVE FARMER 
PACIFIC RURAL PRESS & CALIFORNIA FARMER 
PATHFINDER PACIFIC NORTHWEST FARM TRIO 
NEW ENGLAND HOMESTEAD FARM & RANCH 
KURAL NEW YORKER PENNSYLVANIA FARMER 





NEW PRODUCTS 

















QUALITY Cabinets 
Roberts & Mander Corp., Hatboro, Pa. 


Device: Quality steel wall and utility 
cabinets. 

Selling Features: Wall cabinets equip- 
ped with cup hooks; specially de- 
signed recess pressed into rear side 
of shelves for platters; shelves ad- 
justable every 2 inches by merely 
pulling 2 small spring catches free. 
Utility cabinet, 84 in. tall equipped 
for storage of cleaning materials— 
brooms, mops and brushes, or for 
use as a linen closet, may also be 
equipped with 6 adjustable shelves, 
or with hooks and specially designed 
lid bin for large and odd sized cook- 
ing utensils. 

Electrical Merchandising, October 1, 
1946. 
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KITCHEN-AIRE Ventilator 


Stewart Mfg. Co., 3209-11 E. Washington 
St., Indianapolis, 1, Ind. 


Model . 


Selling Features: Equipped with 1/25 
h.p. motor; 1550 rpm; 110 volts, 60 
cycles, a.c.; blade, 7 in. diam., single 
inlet, cast aluminum, balanced for 
quiet operation; capacity 450 cim; 6 
in. duct; grille 8+ in. overall width, 
polished cast aluminum finish; 
weather resistant—motor cover and 
deflector offers protection for oper- 
ating mechanism, resists wind, rain 
and snow; patented automatic back 
draft damper provides double safe- 
guard against drafts or excessive 
heat loss; entire housing of corrosion 
resistant aluminum; easy to install; 
for wall or ceiling mounting. 


Kitchen-Aire 6 ventilator. 
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LITTLE CHEF Range 
Tacoma Metal Products Co., 


. 


Tocome, 


Device: “Little Chef” miniature range, 

Selling Features: Designed and engi- 
neered to cook and bake accurately 
with “controlled heat,” so that unit 
has a play and educational value; 4 
surface units with enclosed elements: 
2 real switches—one to operate top 
elements and one for oven; oven has 
individual element; oven door cop- 
tains a real thermometer accurately 
recording heat; separate warming 
or storage oven. 

Electrical Merchandising, October | 
1946. 




















SAFEWAY Heating Pad 


Sateway Products Div., Roberts Numbering 
Machine Co., 700 Jamaica Ave., Brooklyn, 
8, N.Y. 


Device; Uses low-spectrum heating 
element used by armed forces for 
airplane de-icers, gun heaters, etc; 
glass and nylon are interwoven with 
wires on specially designed looms, 
basic element is coated with special 
flexible heat-conducting water-prooi 
plastic; electronically sealed; spe- 
cial built-in double thermostat con- 
trols heat to a maximum of 16 
degs; element fits into soft finished 
cloth covering with slide fastener 
opening; easily removable; 3-stages 
of heat provided without use of 
switches; plastic transparent cas 
factory sealed; uses only 20 watts 
115 volts, a. c. or d.c. 


Electrical Merchandising, October | 
1946. 














G-E Timer 
General Electric Co., Bridgeport 2, Conn. 


Device: Chef, combination  kitcher 
clock with built-in 60-min. time: 
Selling Features; Equipped with buz 
zer to sound off at minute for whic 
you set, continues to buzz for ab 
20 min. ; designed for installation 
wall, table or work counter; wide 
deep base; face tilts back for eas) 
reading; black numerals; biu 
hands ; ivory dial; 5 in. square, gra’ 

opalescent dial frame ; 1-piece plastic 
in red, green, ivory or white; time! 
hand is red. 

Electrical Merchandisina. October 
1946. 
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HERE IT IS, MISTER 


THE PERFECT HEATER 


To Capture That Rich Waiting Market 
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UNDERWRITERS’ LABORATORY 


the ROYAL MASTER PORTABLE ELECTRIC AIR HEATER is a revolutionary development in room 
heating appliances in that it eliminates the weaknesses of most electric heaters by merging the 
three major fundamentals of scientific heating — protection, air circulation, and heat radiation — 
into a single unit. It is a masterpiece of design — of balanced styling — of practical heating. 


1320 Watts — 110-120 Volts — Underwriters Laboratory Approved. Plastic trim — Nichrome A 
Heating Element. Height 15'' — Width 13-1/2" — Depth 7-1/4”. 


Packed one to a carton complete with cord and plug. Shipping weight 11-1 /2 Ibs. 
List price $8.9 5 plus 45 cents Federal excise tax. 


AVAILABLE NOW TO GIVE YOUR ELECTRICAL APPLIANCE SALES A BOOST! 


MANUFACTURED BY 


ROYAL MASTER APPLIANCE COMPANY 


Marion, Ohio, U.S.A. Manufacturers of Modern Electrical Appliances 
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New York office, 230 Fifth Ave. 
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ON THE ELECTROMODE 


Model 
PJ-13 
Illustrated 








All-Electric PORTABLE ROOM HEATER 





ADVERTISING IN 
THESE NATIONAL 
MAGAZINES SELLS 
ELECTROMODE 
PORTABLE HEATERS 
FOR YOU 








Number one on the heat parade is this 
all-electric portable room heater that has 
kept sales on the climb throughout the 
country. No wonder, too, when you con- 
sider what this “package of heating com- 
fort” has to offer. 


Attractively designed, the Electromode 
Portable furnishes clean, odorless, fan- 
circulated heat, with absolute protection 
against all hazards of fire, shock, or ex- 
plosion. The exclusive Electromode Heat- 
ing Element, same as used on U. S. Sub- 
marines, is enclosed in a one-piece finned 
aluminum casting which avoids the dan- 
ger of exposed, glowing resistor wires. 


Combine this 
effective product 
story with con- 
sistent national 
advertising 
backed up by co- 
operative sales 
promotion, and 
it’s easy to un- 
derstand why 
the Electromode 
Portable heads 
up the heat parade with profitable sales. 
Order now from your Electrical Whole- 
saler, or write ELECTROMODE COR- 
PORATION, Rochester 3, New York. 


Approved by Underwriters’ Laboratories 











ee 
Wall Model WJ-13 for bath- 
room, den, and other small 
rooms. Connects to regular 
home lighting service. 


The Electromode All-Electric Home Heating 
Line includes Bilt-in-Wall Models in all re- 
quired capacities for complete home heating— 
electrically. 


ELECTROMODE 


Portable ROOM HEATERS 








Makes Sales Easy to Get 


This patented Heating Element, 
Electromode Heaters; is the same as that used in 
Electromodes for the heating of U. 
rhe nichrome resistor wire is enclosed in a tubular 
metal sheath totally embedded in a one-piece finned 
aluminum casting for absolute protection against all 
fire, explosion or shock hazards. 





a feature of all 


S. Submarines. 
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CATHEDRAL Heater 


Associated Industries, 2207 W. Jefferson 
Bivd., Los Angeles, 16, Calif. 


Device: Cathedral portable heater. 


Selling Features: Permanent molded 
lightweight aluminum body (weighs 
only 33 Ibs.) ; fully enclosed element; 
1120 watts, mounted on specially de- 
signed porcelain brick reflecting heat 
from 54 sq. in. at one time, in 3 
directions; brown baked enamel 
finish. 

Electrical Merchandising, October 1, 
1946. 
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KEN-ROD Toasters 
Ken-Rod Metal Products Inc., 819 


E. Sth St., New York, N. Y. 


Models: No. 25C and 25P 2-slice 
flip-flop toasters. 

Selling Features: No. 25C, all chrome; 
500 watts, a.c. or d.c. 125 volts; No. 
25P, black and chrome finish, 500 
watts, a.c. or d.c., 125 volts. 

Electrical Merchandising, October 1, 
1946. 
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KELLOGG Koiled Kords 


Koiled Kord Div., Kelloag Switchboard & 
Supply Co., 6650 S. Cicero Ave., 
Chicago, 38, /il. 


Revice 2 new retractive cords—“Ex- 
tendo” and “Recoilo.” 
Selling Features: “Extendo” 8 ft. 


multi-purpose utility extension cord 
measures only 16 in. long when re- 
tracted to normal position; self- 
adjustable always to right length, 
suitable for food mixers, radios, floor 
lamps, fans, hand vacuum cleaners, 
etc. 

“Recoilo” Koiled Kord for use on 
washing machines, extends to a full 
8 ft. from retracted length of ap- 
proximately 12 in.; heavy rubber 
insulation on tn 2s and heavy 
Neoprene outer jacket covering re- 
sists moisture, oil, standing water 
and steam; fits almost all makes of 
washing machines. 

Electrical Merchandising, October 1, 
1946. 
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REFRESH-AIRE Ozonizer 


Refresh-Aire Ozonizer Corp., 382 Lato. 
yette St., New York City 





Device: Refresh-Aire ozonizer for 
homes and offices. 

Selling Features: Utilizes a Sylvania 
electronic ionization tube in develop- 
ing ozone to rid home size rooms of 
cooking, tobacco and other odors: 
uses only 10 watts; 110 volts ac. 
60 cycles; no radio interference: 


ivory or walnut Boonton moulded 
lastic cabinet, 74x53x4j in. 

Electrical Merchandising, October | 
1946. 





HEET-IT Hot Cup 
Ambidex, 475 Fifth Ave., New York, 17, 
N.Y. 


Device: Model H101 Heet-It, for use 
as baby bottle warmer, food warmer, 
vaporizer, etc. 

Selling Features: Consists of phenolic 
plastic container, 175 watt unit, ac. 
or d.c., 3-heat switch and thermostat 
control, a glass cup and an alu- 
minum cup with plastic cover to 
speed heating in some instances. 

Electrical Merchandising, October 1, 
1946. 








ZOO Fiex-Lite 


The Aero-Motive Mfg. Co., 1803 Alcott 
t., Kalamazoo, Mich. 


Device: Zoo Flex-Lite flexible flash- 
light. 

Selling Features: Flexible bulb holder 
can be inserted into small openings 
to send a beam of light into other- 
wise inaccessible places; polished 
aluminum for light weight; water- 
proof; uses 2 standard size AA bat- 
teries. 

Electrical Merchandising, October 1. 
1946. 
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weeisa BIG MARKET 
THAT SHOUTS Sales OoporTeirerTey/ 


ACTION NOW will quickly and easily win 
the Big Oregon Market for producers of 
Radios and Electrical Appliances 


WASHINGTON 


PORTLAND 


Oregon Market customers with full purses leave a dismal trail of 
“no sales” behind them. Retailers and wholesalers clamor for mer- 
chandise while a million-and-a-half consumers with two billion dollars 
in expendable income must often search vainly for their favorite 
or other products. 


OREGON 





WHY? Because many manufacturers are unaware that this market's 
effective buying income is 184% above what it was in 1939—that our 
retail sales now exceed those of Cleveland, Boston, or Washington, D.C. 
—that many thousands of new people have brought their productive 
KNOW THESE FACTS ABOUT and purchasing capacities here. This billion-dollar retail market which 


has grown phenomenally in purchasing power and population since 


THE BIG OREGON MARKET! 1939 continues to show healthy gains. 


It's a “packaged unit’—including Oregon and 


sn An Unprecedented Opportunity for Manufacturers 
seven Southwestern counties of Washington 
state. Through Portland, the market's wholesale Here—wholesalers and retailers can sell your products to people 
center, distributors, with their metwork of whose wartime savings have not been depleted by prolonged strikes or 
production shutdowns. Worldwide demands for our lumber, fish, 
who serve 1,500,000 consumers throughout the . - 
iol lies cae oie: dele iia aad agricultural products, processed and manufactured items continue to 
nearby —(Seattle is 189 miles away—Spokane send incomes upwards. ACTION NOW means unprecedented oppor- 
389, Sen Francisco 712). tunity to win and hold the big, valuable Oregon Market—while sales 
IT'S A GROWING MARKET! Since 1940 resistance is at a low ebb—while costs of getting results are small! 
Portland has increased in population an esti- 
mated 33%; Vancouver, 114% ; Longview, 22%; 
Salem, 27%; Eugene, 44%; Medford, 51%; 
Klamath Falls, 14%; Pendleton, 41%.* These 
gains are typical of the growth of the Oregon 


Market, an important empire in the growing West. HOW OREGON MARKET COMPARES WITH NATION 


branches, quickly get merchandise to retailers 


*Oregon and seven Southwestern 
Counties of Washington State. 


*Recent postwor population estimates. Details 
cvailable from The Oregonian upon request. 


THE OREGONIAN... 
A POWERFUL SELLING MEDIUM... gives added incentive for selling ALL 


the market as a unit. Portland circulation is intense—more than 7 of every 10 
families daily, 9 out of 10 Sunday. Coverage of the entire market is exceptional; 
more than 4 of every 10 families daily, more than 5 out of every 10 on Sunday. 
The Oregonian, with the largest daily circulation in the Pacific Northwest, is 
the medium to use to back up your wholesalers and retailers to get consumer sales. 


GET THIS NEW BOOK OF 
OREGON MARKET FACTS 


The Oregonian “ee 


in the Big Oregon Market . . . gives proof that this 

market justifies ACTION NOW—proof that there's 

P 0 R T L 4 N D 0 R E G 0 N unlimited sales opportunity here for you. Your free 

copy is available through your advertising agency. 

OR—write The Oregonian or your Paul Block rep-~ 
resentative to get it at oncel 


REPRESENTED NATIONALLY BY PAUL BLOCK & ASSOCIATES 
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SELL (>) THERMOSTATIC HEAT 
REGULATOR SETS....To Owners 
of OIL HEATERS Sold Since 1939 


You have a long list of ready prospects for this A-P Heat 
Regulator Set—all the owners of Oil Burning Space Heaters 
using any A-P Constant Level Oil Control sold and deliv- 
ered since 1939. 

Tell all these old friends how THERMOSTATIC TEM- 
PERATURE REGULATION can be added to their heaters 
easily and at low cost — with the A-P Model 240-ED Heat 
Regulator Set. They'll appreciate the convenience and luxury 
of steady room comfort at the touch of a thermostat dial, and 
the fuel-saving advantage that will practically pay for the set. 

Get ready for this EXTRA sale and profit now! Write 
for descriptive literature, prices, and samples of advertising 
and selling material 











Easily Installed — Just mount 
Electric Conversion Top on 
present Manual Control and 
connect to Thermostat and 
Transformer. 


(Be sure your ew Heater Lines are 
equipped with A-P DEPENDABLE OIL Controls — for faster 


sales, greater customer satisfaction. ) 


AUTOMATIC PRODUCS COMPANY 


2400 NORTH THIRTY-SECOND STREET, MILWAUKEE 10, WISCONSIN 


DEPENDABLE 
Od Controls 


DESIGNED TO ELIMINATE SERVICING 
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LADY FAIRFAX Ice Tray 


The Fairfax Engineering Co., Inc., 903 
McGee St., Kansas City, Mo. 
Device: Lady Fairfax ice cube tray. 
Seling Features Aluminum tray, 
equipped with odorless, flexible plas- 
tic cube separators that release cubes 
instantly; standard size, fits prac- 
tically any refrigerator; separators 
* available in blue, vermilion, green, 

amber, pink, orchid. 
Electrical Merchandising, October 1, 
1946. 
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MET-L-TOP Ironing Table 


Geuder, Paeschke & Frey Co., 
Milwaukee, Wis. 


Device: Met-L-Top all-metal ironing 
table. 
Selling Features: Fire-and warp- 


proof; ventilated, white enameled 
top retains and utilizes heat of iron 
so that clothes iron-dry faster; 
sturdy legs. easily opened and folded; 
Protectorest on broad ene serves as 
hanger when storing or keeps cover 
clean when stood on end. 

Electrical Merchandising, October 1, 
1946. 





CHEFTAN Barbecue Broiler 


The David Nassif Co., 500 Statler Bidg., 
Boston, 16, Mass. 


Device: Cheftan portable barbecuer 
combining gas burner and electrically 
rotating skewers. 

Selling Features: Automatic rotation 
of skewers produces self-basting 
effect and evenly cooked food; parts 
are easily removable and quick 
cleaning; automatically rotating 
skewers by stem-wind, -clock-type 
motors for portable or outdoor units 
are also available; skewers are of 
stainless steel with plastic handles. 

Electrical Merchandising, October 1, 
1946. 
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INLAND Ice Cube Tray 


Inland Mfg. Div., Generol Motors Corp., 
Dayton, 1, Ohio 
Device: 
assembly. 
Selling Features: 


Shucker ice cube tray 


Delivers any quan- 


tity of ice cubes, full sized and dry, 
quickly; available with tray lifter or 
without, overall dimensions 114 in. 
long; 4-11/32 in. wide, 1-55/64 in. 
deep. 

Electrical Merchandising, October 1, 
1946. 





CORY Table Tile 


Cory Corp., 221 N. La Salle St., 
Chicago, 1, lil. 

Device: Ceramic table tile. 

Selling Features: Cory table tile, 6 
in. square and 4 in. high recessed to 
hold serving decanter of any standard 
glass coffee brewer ; four felt-padded 
feet protects table top; conventional 
scroll-type design in brown on cream 
colored background. 

Electrical Merchandising, October 1, 
1946. 





WESTINGHOUSE Bug Bomb 


Westinghouse Electric Corp., Electric 
Appliance Div., East Springfield, Mass. 


Device Bug 
penser. 

Selling Features: Designed to release 
by automatic finger-touch control, 
DDT and Pyrethrum in atomized 
form to kill mosquitoes, flies, moths, 
bedbugs, ants and other insects 
contains enough solution to spray 
150,000 cu. ft., or 150 normal size 
rooms. 

Electrical Merchandising, October 1, 
1946. 
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SIDE-HEET” 











WRAPS THE H& nO THE MEAT 


When you talk “deep well” cookers, remember there’s a vast difference between 
bottom heat and side heat. 


With Monarch’s exclusive ‘“Deep-Heet” Cooker, the heat is wrapped around the food. 
Area of heat application is more than 4 times greater. The result is oven-type heat 
which bakes, not stews. Meats are more tender, tastier, cook faster. Chicken, 
golden-brown, falls off the bone. Foods do not stick to bottom — stirring is unnecessary. 


It’s the side heat that makes the big difference — one of the many exclusive Monarch 
features that enable Monarch dealers to look with confident optimism into the 
competitive days to come. 


MALLEABLE IRON RANGE CO. 3806 Lake Street, Beaver Dam, Wis. 





_ 


lf baked pork chops are Yes, it even bakes an angel 






A 2% Ib. whole chicken, 

or 5 lbs. of jointed chicken, on the menu, here is a food cake —just the right 
can be dry roasted to a clever way to cook them— size for one meal. And is 
tender even brown. a natural for “side -heet.” it delicious! 


RANGES AND HEATERS 


Sauerkraut and spareribs respond to 
Monarch “side-heet” in a way that gives 
this stand-by American dish new mouth 
watering appeal. 





: ELECTRICAL MERCHANDISING—OCTOBER 1, 1946 PAGE 149 





W GE GIOCKS... eects ste 


for your most discriminating customers! 


The Candlelight — the new occasional clock with the glowing, rich, 
modern look that adds distinction to home furnishings. Available in 


two cases, it has the sparkle your “discriminating” trade will go for. 


Black Glass—very special, this. A case of sparkling, jewel-like, 
ebony-black glass, polished to a permanent, shimmering ele- 
gance. No picture could do it justice! 


East Indian Lambskin — the case of velvet-smooth, glowing 
brown leather set off by a border of white stitching. Also avail- 
able in pigskin. Stunning, isn’t it? 





The Morning Glory — Ideal for the bedroom as an The “Select-O-Switch” An extremely useful electric 


clock and timer. Used to control one’s radio and other 
electrical home appliances. It will play the radio for 


any length of time for which it is set—then turn it off. 


alarm clock! Decorative enough to use as an occasional 


clock! Its flawlessly 


cast metal case has soft, satiny. 
butler silver finish and gold-colored fluted brass feet. Its 
bell alarm is melodious—vet positive. The Morning 


It works the same with other appliances for preselected 
Glory’s appearance is brilliance itself! 


15-minute intervals over a 12-hour period. 


General Electric Clocks ar: dependable. Vheir sealed-in-oil construction needs no oiling. 


delivers years of accurate service for only 1¢ a week. Ask your G-E Clock Distributor for full 


information. Appliance & Merchandise Dept., General Electric Company, Bridgeport, Conn. 


General Elecitic Clocks 
GENERAL @ ELECTRIC 


| 


ELECT 4; APPLIANCE 


NEW PRODUCTS 


G-E Stock Drinking Cup 


Schenectady, N. Y. 


7 General Electric Co., Farm Industry Div., 


Device: Electrically-heated, automati 
stock drinking cup for use on farms 

Selling Features: Cast iron cup is set 
in top of steel cylinder about 1 it 
in diam. and 4 ft. long; Calrod heate 
is mounted on bottom of cup and 
heating cable is wrapped around 
4-ft. vertical water pipe running to 
cup inside housing; thermostat 
mounted under cup automatically 
maintains water in cup and pipe at 
temperature above freezing, cuts off 
power at about 50 degs. F., eliminat- 
ing operating costs on warm days; 
housing is buried in ground to leave 
cup in correct height for livestock— 
1 ft. above ground for hogs; 14 it 
for sheep and 2 ft. for horses and 
cattle; power leads and water pipe 
connect at base of housing and are 
buried below frost line; when ani- 
mal puts nose against treadle in 
cup, water flows in as fast as animal 
drinks; consumes average of 11/3 
kw. hrs. per day. 

Electrical Merchandising, October 1, 
1946. 





PRIME Fence Controller 


The Prime Mfg. Co., 1669 o. First St., 
Milwaukee, Wis. 


Device Prime high-line fence 
troller model No. 486. 

Selling Features: Multiple = signal 
light system embodied in this model 
is fully automatic—consists of series 
of neon bulbs balanced in fence cir- 
cuit to show at a glance exact con- 
dition of entire fence system; cur- 
rent leakage is reflected in Multiple 
Signal System by causing one ot 
more lights to cease flashing; shock 
control switch enables farmer to 
select proper combination of voltage 
and current for wet, normal and dry 
operating conditions. 





Electrical Merchandising, October 1, 
1946. 
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G-E Radio-Phono 


Electronics Dept., General Electric Co., 
Syracuse, N. Y. 


Model: GE table model No. 303. 


Selling Features: No-scratch tone arm 
can be dropped or slid across record 
grooves without scratching record 
or harming tone arm; permanent 
jeweled stylus is instantly retract- 
able upon application of any un- 
necessary pressure; 6 tubes; stand- 
ard broadcast band; 63 in. Alnico 5 
speaker and automatic record 
changer. 


Electrical Merchandising, October 1. 
1946 








EMERSON Television Set 


Emerson Radio & Phonograph Corp., 111 
Eighth Ave., New York 11, N. Y. 


Device: Chairside console combina 
tion radio and television set. 

Selling Features: Set contains 32 
tubes, including 10 in. cathode ray 
tube; screen visibility exposes tele- 
vision image so as to be clearly 
seen by an audience of 20, 30 or 40 
people from all angles. 

Klectrical Merchandising, October 1, 
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ECHOPHONE Radio 


Hallicratters Co., 2600 S. Indiana Ave., 
Chicago, 16, Ill. 


Model: Table model EC-112. 

Selling Features: 5-tube plus recti- 
fier superheterodyne; three band 
frequency ranges: 535-1625; 2200 to 
7100; and 6900 to 22,000; self-con- 
tained 5-in. Alnico V speaker; spe- 
cial bass boost; electric bandspread 
tuning facilitates shortwave tuning 
by means of separate linear band 
spread scale; airplane duplex dial; 
a.c. or d.c.; ivory, ebony or walnut 
finished cabinet. 

Electrical Merchandising, October 1, 
1946 
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REMLER Radio 


Remler Co., Lid., 2101 Bryant St., San 
Francisco 10, Calif. 


Model: Remler Scottie radio. 

Selling Features; Invisible carrying 
handle drops down out of sight when 
not in use; 5-tubes including rectifier 
completely enclosed and dustproof 
and has safety plug designed to 
eliminate fire hazard; transparent 
lucite dial with numerals and colored 
markings molded in; plastic case. 

Electrical Merchandising, October 1. 
1946. 
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STEWART-WARNER Radios 


Stewart-Warner Corp., 1826 Diversy Pkwy., 
Chicago, Ill. 


Models; No. 9013-A and 9017-A table 
radios for export market. 

Selling Features: No, 9013-A has 3- 
bands all waves from 13 to 530 
meters; 5-tube superhet and recti- 
fier; selective-manual tuning; 6 in. 
permanent-magnet dynamic speaker 
10 tuned circuits for all bands; 4- 
watt output; a.c. only; 50-60 cycles 
with taps of following voltages: 110, 
125, 150, 200, 225 and 245; plug-in 
phono; external antenna connection ; 
3 bands: broadcast, 530-1650 ke; in- 
termediate, 2.2-7.0 mc; and short- 
wave 7.0-22.2 mc. 

No. 9017-A a.c.-d.c., 3-band super- 
het; 5 in. speaker, 5 tubes and recti- 
fier ; designed for 117 volt operation, 
50-60 cycles; external adapters for 
higher voltages if desired; same 
wave bands as 9913-A walnut fin- 
ished-plastic cabinet. 

30th models have components im- 
pregnated to withstand tropical op- 
erating conditions. 

Electrical Merchandising, October 1, 
1946, 
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CAVALCADE Inter-Sound 


Cavalcade Indus‘ries, Inc., 39.S. La Salle 
St., Chicago, 3, Ill. 


Device: Intersound communication 
system, for home, farm or business. 

Selling Features: Advanced electronic 
circuit design provides sensitive, 
clear voice reproduction; provides 
instant 2-way conversation between 
remote points; as many as 6 stations 
may be connected—a master station 
being connected to one or more sub- 
stations; 110 volts, a. c. or d. c. 


Electrical Merchandising, October 1, 
1946 

















BOWERS Radio 


Bowers Battery & Spark Plug Co., Reading, 
Po. 


Model: T-61 table radio. 

Selling Features 6-tubes; tuning 
range 550 to 1600 k. c.; loop antenna 
with outside aerial connection; beam 
power output; Alnico speaker; wal- 
nut cabinet with waterfall top; 124 
in. long, 8 in. high, 6 in. deep. 

Electrical Merchandising, October 1, 
1946. 
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UTILIPHONE Communica‘or 


Electronic Laboratories Inc., 
Indianapolis, Ind. 

Device: Deluxe Utiliphone. 

Selling Features: Provides a 2-wav 
intercommunications system for 
business firms; consists of 2 speaker 
units, both of which are controlled 
by a push-button so that either speak- 
er may be turned on or off at will; 
3-way wire permits instant use of 
either speaker ; simple to operate and 
install. 

Electrical Merchandising, October 1, 
1946 






















TEMPLE Radio-Phono 


Templetone Radio Mfg. Corp., New Lon- 
don, Conn. 


Device: Model F-617 radio-phono. 

Selling Features: Mahogany finished 
wood cabinet with heavy solid wood 
front; features noise-reducing RF 
amplifier stage for high sensitivity; 
full range continuously variable tone 
control; Alnico V. P) . speaker ; full 
view slide rule dial, fluorescent 
plastic pointer and larger numerals 
full-length piano type hinge on lid has 
ratchet type adjustable self-support. 
Automatic record changer handles 
12-10 in. records or 10-12 in 
records; feathertouch arm holds a 
permanent type needle. 

Electrical Merchandising, October 1 
1946, 
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ELECTROMATIC Radio-Phono 


Electromatic Mfg. Corp., 88 University 
Place, New York City 


Yo or's: Model 607A Futuramic table 
chairside combinations 

Selling Features: Equipped with Col- 
uratone audio-amplifier system; Tel- 
eceptor antenna system with wide 
range pick-up; Densi-flux console 
tone Alnico No. 5 speaker; Ferro- 
Perm transformers eliminate “double 
tuning” of stations; Travelite indi- 
cator; automatic record changer 
rejects, starts, stops in one opera 
tion 

Chairside model same as _ table 

model with detachable legs. 

Electrical Merchandising, October 1, 
1946 

















REGAL Radio 


Regal Electronics Corp., 20 W. 20th St., 
New York, 11, N. Y. 


Device Model L76 table radio 

Selling Features 6-tube superhet 
(rectifier included); 5 in. PM 
speaker, Alnico No. 5: AVC; slide- 
rule dial; Rega-loop antenna; wave 
trap rejector 

Electrica! Merchandising, October 1, 
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i 
GOOD VENTILATION 
HAS STEPPED UP 


) Customers depend MY SALES! 
on your judgment = 


: ; (Se _ 
in the selection of 2 ele 
COMFORT Am ¢ j 


Al Yeap ROUND ] 


ventilating equipment! ~~ 
..you can depend on 


CHELSEA! 


Now the accent is on comfort... 


FRESH AIR 
IN AN OFFICE 
1S IMPORTANT! 





Dependable? Ask the contractors 
better liveability in homes, shops, of- who install them. Chelsea has made 
fices—wherever people work or play ventilating equipment for over 30 
Chelsea meets the demand with its years—for home and industry. Chel- 
full range of packaged attic fans, sea experience plus Chelsea resources 
kitchen fan units, ventilating pent- keep Chelsea “out in front’. That's 


why Chelsea Products sell! 


(—\) CHELSEA PRODUCTS. INC. 


wer FACTORIES: COIT, GROVE & OLSEN STREETS, IRVINGTON, NEW JERSEY 


houses—fans for every requirement. 
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NEW .-PRODUCTS 


watt output; 3 tubes energized by 
power transformer. 

No. 351, table model 64 m. Alnic: 
speakers; 5-watt output; 3 tubes 
energized by power transformer. 

No. 301, portable, 5-in. Alnic: 
speaker, 2-watt output; 3 tubes. 

No. 350, same as 301 except that 
301 is slightly larger. 

Electrical Merchandising, October 1 
1946. 








HUSHATONE 


The Brush Development Co., 3405 Perkins 
Ave., Cleveland 14, O. 


Device: Model BA-303  Hushatone 
under-pillow speaker. 

‘elling Features Full-toned recep- 
tion for individual listener without 
disturbing others nearby; maroon 
and chrome disc-shaped Plaskon 
case, Causes no uncomfortable lump 
under head; no moving parts; her 
metically sealed—can be dipped into 
disinfecting solutions not exceeding 
120 degs. F; new crystal mounting; 
light weight Bimorph crystal drive 
element ; adequate volume with only 
.0025 watt power consumption; for 
use with any radio or sound system; 
10-ft. cord equipped with phone tips ; 





v4 











v 
TEMPLE Portable Radio 


Templetone Radio Mfg. Corp., New Lon- 
don, Conn. 


Device: Temple 3-way portable radio. 
Selling Features; Weighs only 16 lbs; 
weighs 8 oz. plays on its own batteries, or plugs 
Electrical Merchandising, October 1, into any a . or d.c. outlet; — 
1946 airplane metal front; new grainec 
* fabricoid cabinet cover; full-view 
slide rule dial; Alnico speaker; 
longer battery life. 
Electrical Merchandising, October 1, 
1946. 





FREED-EISEMANN Radio- 
Phono 


Freed Radio Corp., 200 Hudson St., 
New York, 13, N. Y. 





LEAR Radio 


Lear, Inc., 110 N. W. lonia Ave., 
Grand Rapids, Mich. 


Device: Model 37 The Hepplewhite, 
radio phono with FM. 

Selling Features: 21 tubes, 20-watts 
undistorted power output; Dual- 
Panphonetic-type 4 speaker system; 
30 to 15,000 cycles audio range; tun- 
ing range: AM band 530-1700 kc; 
shortwave band 1, 12-18 mc; short- 
wave band 2, 6-10 mc; FM band, 
88-108 mc; Garrard automatic 
record changer, plays 10 and 12 in. 
records intermixed; mahogany cabi- 
net, Hepplewhite design. 

Electrical Merchandising, October 1, 
1946. 


Device: Lear Chairside Console com- 
bination. 

Selling Features: 31 in. high, with 
record player and automatic 
changer ; 6 tube, all-wave 3-band a. c. 
radio; mahogany or blonde finish, 
Sheraton design. 

Electrical Merchandising, October 1, 
1946. 
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STEELMAN Record Players 
Steelman Radio Corp., Bronx, N. Y. 


Vodels: No. 302, 335-A, 351, 301 and 
350. 

Selling Features: No. 302 table model 
equipped with dual channel circuit; 
“electronic” tone control; 5-in, Al- 
nico speaker ; 2-watt output; 3 tubes. 
No. 355-A, portable, automatic 
changer 64 in. Alnico speaker; 5- 
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REGISTRATIONS SHOW 


FORD TRUCKS 
LAST LONGER!” 


One big reason— 
FORD FRAMES STAND UP! 









on 


e 
VW, 
\) 
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IT— OPERATORS KNOW IT! 





One of the big reasons why 78 per cent of all Ford V-8 Trucks 
ever built are still in use, is found in Ford frame engineer- 
ing. Ford Light Duty Half-Ton units, for instance, have 
true truck frames—parallel side-rails—full SAE 34-inch width, 
taking standard bodies—rear kick-up and _ side-mounted 
springs for extra-low load height —alligator jaw cross-member— 
great strength and rigidity, for longer life to cab and body. The 
full-channel side-rails of Heavy Duty frames are doubled 
between springs, as illustrated, increasing side-rail strength 46 
per cent —a construction far superior to old-fashioned fishplates. 











Ford Half-Ton with Standard 
71.5-foot Panel body 


fa Only Ford offers all these long-life features: choice 
IW of 2 great engines, the 100-H.P. V-8 or the 90-H.P. 
Ay) Six —Flightlight aluminum alloy, 4-ring pistons 
— —short, rigid, fully counterbalanced cast alloy 
steel crankshaft—big brakes, with non-warping, score- 
resistant cast drum surfaces—extra heavy sheet steel in 
fenders, hood, cowl and cab—4-pinion differential with 


triple roller bearing, straddle-mounted axle drive pinion. 
There are more than fifty such examples of Ford endur- 


MORE FORD TRUCKS IN USE 


ELECTRICAL MERCHANDISING—OCTOBER |, 1946 








TODAY THAN ANY 


ance-engineering in today’s Ford Truck. NO OTHER 
TRUCK BRINGS YOU ALL THESE IMPORTANT 
EXTRA VALUES AT ANY PRICE. Each one adds to 
the years of faithful service you can confidently expect 
from your Ford Truck. Let your Ford Dealer point 
them out to you and explain their importance. 


FORD TRUCKS 


OTHER MAKE 


PAGE 155 












































PAGE 


156 


Or of the war has come one bless- 
ing—a lesson in thrift for mil- 
lions of those who never before had 


learned to save. 


Enrolled under the Payroll Savings 
Plan in thousands of factories, offices, 
and stores, over 27 million American 
Wage earners were purchasing “E” 
Bonds alone at the rate of about 6 
billion dollars worth a year by the time 
V-J Day arrived. 


With War Bond Savings automati- 
cally deducted from their wages every 
week, thrift was “painless” to these 
wage earners. At the end of the war, 
many who never before had bank ac- 
counts could scarcely believe the sav- 
ings they held. 


The moral was plain to most. Here 
Was a new, easy way to save; one as 
well suited to the future as to the past. 
Result: Today, millions of Americans 


are continuing to buy, through their 
Payroll Savings Plan, not War Bonds, 
but their peacetime equivalent—U. S. 
Savings Bonds. 





From war to peace! War Bonds are now 
known as U.S. Savings Bonds, bring the same 
high return—$25 for every $18.75 at maturity. 





Keeping cost of living in check! Buying 
only needed plentiful goods and saving the 
money which would bid up prices of scarce 
goods keeps your cost of living from rising. 
Save automatically—regularly. 


merica finds 4 new, easy way tO save 














Out of pay— into nest eggs! A wage earner 
can choose his own figure, have it deducted 
regularly from earnings under Payroll 
Savings Plan. 


SAVINGS AND ww TEREST ACCUMULATED 


Weekly 


$2,163.45 
3,007 54 


4.32902 
5,416.97 
7,217.20 
8660 42 
10,828.74 





Savings chart. Plan above shows how even 
modest weekly savings can grow into big 
figures. Moral: Join your Payroll Savings 
Plan next payday. 


New homes to own! Thousands of new 
homes, like this, will be partially paid for 
through Bonds wisely accumulated during 
the next five to ten years. 





SAVE THE EASY WAY... 
BUY YOUR BONDS 
THROUGH PAYROLL SAVINGS 

















Contributed by this magazine in co-operation 
with the Magazine Publishers of America as a publie service. 
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NATIONAL 


COOKIN’ 


NOWZ, 


THESE TWO FACTORS MEAN ADDED PROFITS FOR APPLIANCE DEALERS 


1. The new Duczile Cooxers—now 2. A great national advertising and sales 
9g 
for safe home canning as well as promotion campaign to make Presle leadership 







hi-speed cooking, and more and more outstanding. 
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EAU CLAIRE, WIS. Menomonie, Wis. + Los Angeles, Calif. - Wallaceburg, Ont.. Canada 
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San Francisco . 


OCTOBER 


Seattle 


In the Women's 


Magazines— 


Electrical appliances are beginning t 
take their rightful place in the women’ 
magazines again. 

For instance, Elizabeth Sweeney, hon 
equipment editor of McCall’s has 
adequate wiring article in the Septen 
ber issue, entitled “Don’t Starve Your 
Electrical Appliances,” complete wit! 
blueprints of proper wiring specification 
for each room in the house. “Make Meal 
Extra Tasty,” is another article in thi 
issue by Miss Sweeney, showing how the 
mixer and pressure cooker can be used 
make tasty meals in a very short time. 

The roaster, cleaner, washing machine 
pressure cooker and kitchen planning, al! 
come in for interesting treatment in the 
September issue of Good Housekeeping: 

The Institute section opens with “Cook- 
ing in the Electric Roaster” in which 
Edwina Atteridge and Lee Chapman ou 
line the advantages of an electric roaste: 
and give some appetizing complete mea! 
recipes for roaster cookery. 

Annabelle Voigt, illustrates and list 
the outstanding features of the five lead 
ing brands of pressure cookers on the 
market in an article entitled “How to 
Choose a Pressure Saucepan,” and Helen 
Kendall has an article on the care of 
cotton rugs in which she recommends 
frequent laundering in the washing ma- 
chine for smaller sized rugs, but for long- 
pile cotton rugs that are oversized, “the 
only way to remove grit and sand is to 
shake it out, then pick up the dirt with a 
vacuum cleaner;” “Bandbox Smart.” 2 
two-page illustrated article in the mod- 
ern house section, offers interesting and 
original ideas for labor and space sa Y 
arrangements in kitchen planning 

In Better Homes & Gardens September 
issue, Myrna Johnston outlines the vac- 
uum cleaner improvements to look for in 
shopping for 1946 cleaners, in an icl 
entitled “Here are the 1946 Vacu 
Cleaners.” fifth in a series of Better-B 
guides. “News in Wool Rugs” by Ft 
Brostrom, is another article that s 
interest vacuum cleaner people, since 
discusses new surfaces, textures and 
color trends in floor covering. 

In the same issue J. David Cathcart 
answers 19 questions on home television 
sets in an article “What You Can Expect 
of Television This Coming Year.” Ques- 
tions range from cost, to when can re 
ceivers be bought, to how much teleca 
ing will a station do, to how much wil 
the addition of a television set increase 
the electric bill 

The Ladies Home Journal editors 
their October issue. have taken 
kitchen in a house that was built < 
1690 as the subject of their second kitch 
remodelling series. “Stillmeadow Gets 
New Kitchen,” is the title of the art 
by Gladys Taber, and the story of h 
they moved the range, uprooted and 
transplanted the old radiator and placed 
the refrigerator in a more convenient and 
accessible spot is interesting reading 


Tests Reveal Economy of 
Electric Feed Grinders 


Recent tests run by the Agricultural 
and Mechanical College of Texas 
showed that one horsepower hammer 
mills would. if run automatically wit! 
a system of overhead bins and ground 
feed lines, grind all of the grain needed 
on farms feeding 300 cattle. The cost 
per ton of grinding feed was deter- 
mined as follows: shelled corn, 12 
cents per ton; wheat, nine cents per 
ton; and oats, 25 cents per ton. 


The Silex Co. 


A new catalog has been issued by the 
Silex Co., Hartford 2, Conn., which 
gives complete description, photograph 
and specifications of their electric and 
kitchen range coffee makers, and their 
duolectric steam iron. 
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LLECTRONIC CORP. OF AMERICA 


2 44 £9 1 Oo 


J. Model 201 
DIRECT-TO-DEALER SALES POLICY. ECA CAREFULLY PLANNED SELLING AIDS. News- 
Radios are sold direct to a limited number of paper mats, attractive display cards, window 
selected dealers . . . resulting in greater dollar- streamers, and other sales helps—prepared by 
for-dollar value. Dealer profits are protected. retail merchandising experts—supplied FREE to 


Freight is paid to dealer's city. 


enable dealers to tie-in closely with ECA Radio 






















advertising. 


NEW, EXCLUSIVE, DI-FUSA-TONE.* Unique 
ECA Radio DI-FUSA-TONE transmits to every 
part of the room all the treble tones and over- 


tones that give music 
Po owoman 


and voice rich, thrill- 


pact table models to luxurious consoles, every 
ECA Radio is a superlative musical instrument 
. . . precision engineered . . . designed and styled 
to give outstanding performance. 


2 COMPLETE QUALITY-BUILT LINE. From com- 


ing beauty. . i. 
INFORMATIVE WARRANTY TAG. ECA Radio 

is first with this powerful sales weapon for you 

... a Warranty Tag of . 

Accurate Performance 
Rating which gives the 
consumer the facts he 
needs to know before he 


*€4 nadio pirysa-to™® 


*Reg. U. S. Pat. Off. 


FRANCHISE MAY STILL BE OPEN IN YOUR CITY 
. » . WRITE FOR DETAILS TODAY 





buys. 
pacnenc ence eecennnene enn nnn nnn enn nnnnennnnnnnnennnnneneennneens 
‘ ELECTRONIC CORPORATION OF AMERICA, Dept. E10 

DYNAMIC ADVERTISING CAMPAIGN. Reach- i; 170 53rd St., Brooklyn 32, N. Y. 

ing over 100 million readers in Saturday Eve- i : : ; z 

ning Post, Collier's, American Home and N. Y. : I am interested in the ECA Radio Dealer 

Times Sunday Magazine . . . pre-selling your ‘ Franchise. Please send me full details. 

customers on ECA Radio quality. : 
: Buyer's Name 


Store Name 


ELECTRONIC CORP OF AMERICA 


tele) (4, ky san, Fae & 


RADIOS -RADIO PHONOGRAPHS - PORTABLES - FM-TELEVISION- RECORD PLAYERS City Zone State 


Address 


170 53rd STREET > 
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em attic fan 
w One sells another 






Acti in speaks louder than words. 
That's why this silent salesman goes right on selling fans 
long after it’s installed. Everyone who enjoys the fresh cool 
comfort of its attic ventilation is another pre-sold prospect 
for you 
And with all these extra qualities, Rheem fans sell readily 


and stay sold: 


Fan shaft, motor, and case are all separately mounted on 
resilient neoprene rubber for whisper-quiet operation. 
Motor is tucked back in one corner to allow complete free- 
dom of air flow. All moving parts are dynamically balanced 
for vibration-free performance. And the whole unit comes 
wrapped in a neat steel jacket which forms part of the attic 
wind box, making your installation job easier. 


Cash in now on this fast seller. Write Rheem today. Ad- 
dress: 570 Lexington Avenue, New York 22, New York. 





RHEEM ... making houses into homes 
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NEW POSITIONS 








Noma Electric Corp. Domestic Sewing Machine Co. 
Dr. Boris Emmet, former national C. A. Lange, formerly assistant sales 

retail merchandise manager for Sears, manager of the Domestic Sewing 

Roebuck & Co., has been elected a di- Machine Co., has been promoted t 


rector of Noma Electric Corp. and sales manager by the company’s new 
appointed special merchandising ad- 
viser to Henri Sadacca, the company’s 
president. 

Three other new directors include 
David F. Kahn, former president of 
the Estate Stove Co., Leo L. Pollak 





and Carl Schlesinger, former presi- Product 
dent and vice-president respectively , 
f Pollak Manufacturing Co., recently rolling 
merged into Noma. t h ] 
i : : o ne 
From 1937 to 1945 Dr. Emmet was P 
national retail sales manager in charge custome 
of merchandise and sales promotion Strombe 
for all Sears retail stores. Previously 
he was in charge of supervising and peerles: 
operating retail stores in New England in cabil 
and parts of Pennsylvania. During ve 
Comp! 
more St 
than ev 


president, Dodge E. Barnum. Mz: 
Lange has in the past managed re 
gional distributors of major appli 
ances. He declared that the company 
has already initiated a new dealer 
sales training activity. 


Electronic Corp. of America 





Long experience in export operations 
with such mrms as the Adrea Radio 
Corp, Fada Radio & Electronic Corp.. 
and Rohner Gehrig & Co., helped 
Edward Rojo attain his appointment as 
manager of the export division of the 
the first World War he was chief Electronic Corp. of America, recently 
statistician and later assistant to the imnounced by Garrard Mountjoy 
Secretary of Labor in Washington president 





DR. BORIS EMMET 


Stratton and Terstegge Co. 


W. H. Terstegge, president of Strat 
ton and Terstegge Co., Louisville, has 
innounced the appointment of Edward 
Clifford as sales manager of the com- 
pany’s Anchor Stove and Range 
Division, makers of Anchor stokers 
Mr. Clifford was formerly assistant 
to W. L. Schultz, vice-president and 
general manager of the division. He 
joined the firm in 1939 to cover the 
southern territory. During the war 





EDWARD ROJO 


The Electronic Corp. of America 
vas lost vice-president Lawrence M 
Braun who has resigned, the company 
has announced, to form the Rich-Mar¢ 
Mfg. Co., Inc., a concern which will 
manufacture metal and plastic radi 
components and electronic equipment 
His new address will be at 42 Weer 
28th St., N. Y. City. 





The EMP! 
combinati« 
plete FM, 
productio: 
wire reco! 
cabinet p 





Mullins Manufacturing Corp. 


EDWARD CLIFFOR on > i or 
D CLIFFORD The Youngstown Kitchens Divisio: 


i Mullins Manufacturing Corp. has 


vears he was employed by the Sarana umounced the appointment of S. R 
Machine Co. and the Fansteel Metal Mathison as West Coast manager witl 
irgical Co vwadquarters in Redwood Citv. Cali’ 
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Production is now 
rolling at Stromberg-Carlson... 
to help you satisfy your 
customers’ demands for more, more, more 
Stromberg-Carlsons with “Complete FM.” They're 
peerless instruments, every one — outstanding 

in cabinetry, superb in performance, 

“Complete FM” and designed to bring you 

more Stromberg-Carlson customers 

than ever before in history! 


The EMPIRE, 1121-PL—Superb radio-phonograph 
combination offering standard broadcast, com- 
plete FM, international short wave; splendid re- 
production of recorded programs—engineered for 
wire recording, too. Elegantly graceful bowfront 
cabinet provides generous record storage space. 


ELECTRICAL 


.--and MOre 









‘ 
Tne HEPPLEWHITE, 1121-PGM—A beautifully ap 
pointed autumatic radio-phonograph console in a 
cabinet of classic 18th century design. Standard, two 
FM bands, and short wave band with spread-band 
tuning. Engineered for wire recording 





ee * i re 


The EIGHTEENTH CENTURY, 1121-PFM, 1121-PFW 
—Beautiful tone characterizes this automatic radio- 
phonograph console. The distinguished cabinet of 
18th century design is in the true English fine furniture 
tradition. Standard broadcast, two FM bands, and 
spread-band short wave. Engineered for wire re 
cording. 
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Outstanding reception on standard broadcast; on both 
present and newly approved FM bands; and on spread 
band international short-wave 





The INTERNATIONAL, 1121-HW — Finest of the 
Stromberg-Carlson table radios. Gives magnificent 
performance on standard broadcast; on both present 
and newly approved FM bands; and on spread-band 
international short-wave. 


” - wh. ee ine 
The NEW WORLD, 1121-M2-M—Pan Ameri- 


can in the trend of its pattern, with uniquely 
original disappearing doors, this automatic 
radio-phonograph contains all the famous 
Stromberg-Carlson technical advances. Re 
ceives on standard, two FM bands, and short 
wave with spread-band tuning. Engineered 
for wire recording 






For the 
main radio 


in your home... 


THERE 1S NOTHING FINER THAN A 


STROMBERG-CARLSON 


ROCHESTER 3, N.Y. 


Radios, Radio-Phonographs, Television, 
Sound Equipment and industrial Syst2ms, Telephones, 
Switchboards, and Intercommunication Systems 


vw 

> 
ry) 
m 
co 








































A bjise VEALEK 





AMA Smart GUYER! 


LASTING SATISFACTION 
IN STORE AND HOME 





Flat Irons, Toasters, Waffle Irons, 
Sandwich Toasters and Grid-A-Bouts, 
Table Stoves, Heaters, Poppers, Curl- 
ing Irons, Hair Driers, Mixers, Heat- 
ing Pads, Infra-Red Lamps, Fans. 


DISTRIBUTED THROUGH REPUTABLE 
WHOLESALE HOUSES ACROSS THE NATION 


THE DOMINION ELECTRICAL MFG. INC. 


MANSFIELD, OHIO 





TRADG MARK 
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NEW POSITIONS 





Sylvania Electric Products Co. 


John T. Burdick has been appointed 
California division manager of the 
lighting sales department of Sylvania 
Electric Products, Inc., according to a 
recent announcement by George Som- 





J. T. BURDICK 


mers, Pacific Coast sales manager. 
Prior to joining Sylvania in 1944, Mr. 
Burdick was sales manager for the 
Madison Electric Co. of Detroit. He 
has also been with General Motors 
and several advertising agencies in a 





S. J. McDONALD, JR. 


omotion capacity. 
The appointment of Samuel J. 
McDonald, Jr., to the sales staff ot 
lio tube division was announced 
itly by H. H. Ranier, manager of 


distributor sales He will serve the 
distributors in New York and Phila 
delphia. He was recently personnel 
supervisor of the company’s Salem, 
Mass., plant and prior to that was 


employed by the Sherwin-Williams Co. 


and Lever [Lrothers 


Insuline Corp. of America 


Samuel J. Spector, president of the 
Insuline Corp. of America, has an- 
nounced the appointment of Bernard L. 
Cahn as executive assistant in charge 
of sales and promotion activities. Dur- 
ing the war Mr. Cahn rose from pri 
vate to major and was chief of the 
equipment and training branches of the 
Motor Transport Headquarters in the 


European Theater of Operations. He 


recently resigned a position as execu- 
tive director of one of the national 


community service organizations for 


the South Atlantic states. 


Coleman Co., Inc. 


L. W. Miller has been named map- 
ager of the small appliance division ; 
the Coleman Co., Inc., Wichita, Kan- 
sas, it has been announced by Sheldo 
Coleman, executive vice-president. Mr 





L. W. MILLER 





Millet succeeds G. M. Tilford, retired | 
ifter 37 years with the company. New 
regional sales manager in the Chicago- i 
[detroit-Cincinnati area to succeed M 
Miller is Harry Falter. Mr. Tilfor 
vas in charge of the Dallas and 


HARRY FALTER 


Chicago offices of the company betore 
going to Wichita in 1942 as small ap- 
pliance manager, responsible for tl 
listribution of all gasoline pressurt 


ippliances. 


Aireon Mfg. Corp. 


R. C. Walker, president of th 
\ireon Manufacturing Corp., has 
nounced the appointment of Kennet! 
D. Halleck as a vice-president and 
Bernard D. Craig as a vice-president 
and director. 

Mr. Halleck, who joined the firm in 
1943, has been assistant general man- 
ager in charge of production, sales and 
ther executive management under Mr 
Walker. Prior to his affiliation wit! 
\ireon he owned his own business |! 
loledo, Ohio, where he distributed 
electrical appliances. Prior to 1933 
was a district manager for Kelvinat 
Sales Corp. 

Mr. Craig joined Aireon in 1942 
the company’s attorney. He is also 
secretary and director of Cinaudagraph 
Speakers, Inc., and of Mid-Co Tool 
and Supply Co., Aireon subsidiaries. 





a 
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How fas the SmitHzway STOKER 
fared a Place of Leadership i just /3 Short Months ? 


Slashes Service Calls 
and Costs 

























Fede 








NEVER BEFORE IN STOKER HISTORY has a new product captured so much 
dealer and consumer interest in so short a period of time. 


In the 13 months since the SMITHway Stoker was announced, look at what has hap- 
pened: 


1—Leading distributors throughout the country are now proud to feature “America's 
Outstanding Stoker” among their lines of world-famed products. 


2—The nation’s foremost dealers are displaying and selling the SMITHway Stoker. 
They have found it a profitable product to feature and sell. 


3—Millions upon millions of potential customers are seeing dominant, colorful 
SMITHway Stoker advertisements in such outstanding publications as BETTER HOMES 
AND GARDENS, THE POST, and AMERICAN HOME. They are asking for and buying 
SMITHway Stokers in unprecedented numbers. 


Get the complete story on the SMITHway Stoker franchise. Find out why it is the 
“hottest” in the industry. See why 24 Exclusive Features make the SMITHway Stoker the 
standout product in its field 


A. o.QuitH Corporation 
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Say thousands of Rittenhouse dealers, distributors and 
chime users. The new Rittenhouse chime mechanism is 
creating an entirely new concept of chime tone and 


operating performance. 


I ai a 





ELIE 1 


i 


Vouk WY 


CHIME RAT 


aha” sehaiond 
Z 


1. Completel efimin s 


chanical noisds . | . entire bpera gjunit floats on 


{ 


rubber. 


2. New, troulfle- = perfayman 


plungers make idmming 
3. Clear, rich tone ‘aa 


buzz, hum and rattle. 


4. All parts Sel icontaine@, and protected from 
dust and dirt. . } no exposed springs or plungers 


to be lost or domcged, 


RTT 


A alavays 





THE RITTENH busel 


aTREET 





















in 


felt-bearing 


. 4 
hampered by plunger 
# 


MOUSE. 








: 
5 e | 








NEW POSITIORS | 


Art Metal Co. 


Ralph P. Lind, recently released 
from service as a Navy lieuten- 
ant, has joined the design and testing 
staff of the Art Metal Co., Cleveland 
as assistant chief engineer, according 
to an announcement by George Glat 
ther, president. Prior to service Mr 
Lind was connected with the Brush 
Development Foundation for seven 
years. 


General Electric Co. 


E. A. Andrews, former manager ot 
ie G-E Appliance Service Center at 
Chicago, has been transferred to a 
similar position in Los Angeles and 
the Chicago managership has _ beer 
taken over by H. R. Luttenbacher 
Mr. Andrews joined G-E in 1925 fron 


+] 


Fdison G-E and served as supervisor 
of heating devices services in Chicagi 
and as a specialist in district appliance 
sales in St. Louis. Mr. Luttenbacher 
formerly manager of the Minneapolis 
appliance sales office, was Detroit re 
gional manager of the Maytag Co. be 
fore he joined G-E in 1935 as district 
representative of home laundry equip 
ment 

John B. Brawley has been appointed 
northeastern district clock representa 
tive, according to an announcement by 
C. A. Reeves, district manager. He 
will have headquarters in Boston. 

M. H. Roberts takes over the south- 
western district representative position 
for the company’s automatic blanket 
section, according to an announcement 
by R. V. MacDonald, appliance district 
manager. Mr. Roberts, who head- 
quarters in Dallas, joined the firm 
in 1944. 

David Hays, commercial engineer in 
the home laundry division of General 
Electric Co., has retired after 33 
years of service with the company and 
has been succeeded by C. K. ae it 
was announced recently by C. An 
derson, manager of the Prk 
Responsible positions held by Mr 
Hays included superintendent of the 
wiring device division, manager of pro- 
duction for the Bridgeport works, and 
later, executive engineer He was 
named commercial engineer for laun 
dry equipment in 1937. Mr. Rieger 
joined the firm in 1936 and served in 
fractional horsepower motor and sales 
engineering until his transfer 
Bridgeport in anticipation of Mr: 
Hays’ retirement. 

Miss Audrey Campbell has joine: 
the staff of the G-E Consumers Insti 
tute and will be in charge of the 
home laundry test rooms 

The appointment of A. P. Leverty as 
sales manager for industrial vacuum 
cleaners was announced recently by 
A. L. Atkinson, manager of the elec- 
tric vacuum cleaner division. Respon 
sibility for the sale of industrial 
cleaners was recently transferred from 
the Premier Vacuum Cleaner Division 
at Cleveland to the Bridgeport offic 
Mr. Leverty joined G-E in 1924 as a 
student in the merchandise and sales 
training course. 

John F. Gogins, general manager 
of the Spokane office of the General 
Electric Co., has been promoted to 
assistant district sales manager fo 
the Pacific Northwest and Alaska 
His headquarters will be in Portlan 
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THIS ISSUE 
IS DEVOTED TO 


Spotliphting 


MARKET NEWS 
aud 


MARKET POTENTIALS 


= : Destgued 









26th ANNUAL 


STATISTICAL 
and 







TO HELP YOU 
- ICAGO SUCCESSFULLY MARKET 
ANUARY LAUNCH YOUR 1947 PLANNING 
\ MA — TS rs DISTRIBUTION | °3 UE 
« Jf : aa 
Frcs z eran — / 


The December 15th Elecirical Merchandising Mid- 
Month News issue will be a full dress “preview” of the 
Chicago January Markets—the big 2in 1 show (including 
both the Furniture and Merchandise Marts) that’s slated 
to bow in a record-breaking year for the appliance and 
radio set industry. . 

The December 15th Mid-Month News Is: sue will contain 

. the names of all the appliance and fedio set menu- 
duabineies who will exhibitin the Chicago January Markets 

. all the important pre-show news ..« 2 pular features 

\ el changes, etc. 

















reat cuneile throughout 7 plics 
showing an unprecedented inte 
show actually to feature “you ¢an 
appliances. : 

Here’s an ideal opportunity tof y eet dealers 
everywhere three full weeks before’ 
to inform them that you'll be in Chick 
they can’t afford to miss. Win dea ention and 
attendance for your exhibit by spotligh 
Month News Issue some of the product fe ond selling 
features you'll display in Chicago . . . facts 
dealers must know to arrive at buying decisi@ns so vital 
to them, and to you, in 1947. 


ELECTRICAL MERCHANDISING 
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4 MUcGraw-Hill Publication 
































For over 25 y r 
ary Statistical amg 
acknowledged 
to the applianc 
efforts of our o 
operation of ut 


hority on facts and figures pertaining 
dustry. This issue contains, through the 
research organization and with the co- 
@s, manufacturers, distributors, dealers, 
and trade assagiations, readily usable data for essential 
market planning... . data relating to all important elec- 
trical applian es, ind radios, and providing a thorough 
review of past r arkets, the location of present users, and 
new and replaeem by regions and market 
areas. ; 

No other p 
circulation ing 


‘ so wide and so selective a 
s@ and radio field; no other pub- 


lication is sq ed and constantly referred to 
throughout 947 we enter a period of keenly 
competitive . @ period of urgent marketing 
problems necessitate strict day to day atten- 


market information contained in the 
Issue. 

st medium in which to keep dealers and 
rywhere informed throughout the year of 
e superiority of your products and to spot- 
light the agtlusive advantages offered by your distribu- 
tion and s&les promotion plans. 


tion to the 


330 WEST 42nd ST., N. Y. 18 














Kellogg Switchboard 
and Supply Co. 








Edward C. Beasley, formeHy wit) 
General Electric Supply Corp., has 
been appointed to the sales staff of the 
Koiled Kord division of the Kellogg 
Switchboard and Supply Co., Chicago, 

| according to R. C. Krueger, manager 


ELECTRICAL INDUSTRY 





ved b 





ot the division. Mr. Beasley, also 

, formerly employed by the W. B. Davis 

Your industry is one of hundreds served by Union Pacific. Electric Supply Co., Memphis, will 

direct sales and promotion in the south- 

west area with headquarters in Tex- 
arkana, Arkansas. 


Every shipper is assured of efficient, dependable trans- 
portation when materials or merchandise are earmarked 
for the Strategic Middle Route, uniting the East with the 


Midwest, Intermountain, and Pacific Coast States. Lear, Inc. 


Architects: Harold 


Following the resignation oi its 


, ° ‘“o ° . ° ° 1 : + - du 
Union Pacific provides specifically designed cars, various public relations head, Jean H. | 
A Buque, to accept a position as director 
services and departments, to assure proper handling of a of aviation for the City of Dallas, 
‘ . . Texas, Lear, Inc., has appointed How 
wide diversity of products. ard J. Silbar to coordinate the con 


pany’s advertising and public relations 

“ar ae .9 a ‘ For five years before entering thi 

Union Pacific’s facilities and equipment are ready to meet service in 1942, Mr. Silbar was em- 

ployed by the Burroughs Adding Ma- 

chine Co. Prior to that he was 
tioned from coast-to-coast. They will help you with that orrespondent for business papers. 


the heaviest needs of commerce. Traffic experts are sta- 


next shipment—and every shipment. 


For dependable, fast freight service always. . . 


be Specific - 
la say Union Pacific’ 
5 













H, J. SILBAR 
& Union Pacific will gladly furnish 

UN 1 ON confidential information regarding ¢ H } 
PACIFIC — available industrial sites having ° \nnouncement of the appomtment 
™ ’ trackage facilities in the territory Richard G. Leitner as chief ele 
it serves. Address Industrial Dept., ona i ne f Le; I f Cal 
Union Pacific Railroad, Omaha 2, tronics engineer ol Car, nc., O . 
Nebraska fornia, (a subsidiary of Lear, Inc 

a eng was made recently by William P. Le 

———— — president. Mr. Leitner spent 


UNION PACIFIC RAILROAD Syne yy tog 
The Strategic Middle Boule ey eT oe 


Corp. and seven years of research 


the production of constant groove spet 


IN WIND, RAIN, SNOW OR HAIL © YOUR FREIGHT GETS THERE BY RAIL! ccorders, 
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Photo: Johnston and Johnston 

















Architects: Harold L. Schwartz, A. W. Varasse 





THE THINGS YOU MAKE shoud be Displayed 
IN THE SHOW-ROOM HOMES of the Nation 


g 
W HEN YOUR PRODUCTS are on display in homes like Mr. VACUUM CLEANERS for instance 


Hansen’s, you register your trade-mark to best advantage with 
an *.. : The TIME family pays almost 60°, more for its vacuum cleaners 
millions of appliances prospects. ‘ ° ok ‘ o ; 


than does the average U.S. urban family: $73.41 against $46.05. 





Not all TIME readers own such homes, of course—but as a group 


the 1,300,000 families who read TIME maintain the kind of homes A greater percentage of TIME families own vacuum cleaners: 

which are visited often, looked up to and copied by others in the 80°, against 58°% of all urban families. 

community. 
TIME families’ incomes are more than double the average U.S. NOTE: These two sets of facts are taken from a recently completed survey 
family’s—so TIME readers can buy for quality, replace often, showing the ownership of 16 major electrical appliances (including prices 
buy more than one major piece of equipment at a time. paid and brands bought) by all U.S. families and by TIME-reading families. 


. ‘ We © . ac 
It pays when your brand becomes their brand through advertising Ne will be glad to send you a copy 


in TIME—pays many times over with neighbors and friends who 
are “sold” on what TIME readers buy. 


ANCES 
TIME FOR HOME APPL ene cha nie iecaaaeintennil 











PHILADELPHIA © CLEVELAND © DETROIT © ST, LOUIS 


THE SHO" s SAN FRANCISCO © TORONTO © MONTREAL 
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YOU DON'T HAVE T0 KEEP 
YOUR FINGERS 
















STEAM HEAT “*y 
from a WALL PLUG | 





Steam Heat WHEN _// 
and WHERE w 
You WANT it! : 


apy ws) —s ETAL price $37.35 


oF 
You can sell Electresteem 
Portable Steam Radiators 
with confidence based on 
their long record of satisfac- 
tory service. Electresteem is 
the original Portable Steam 
Radiator, universally ac- 
claimed by Dealers and 
users for dependable, trou- 
ble-free performance. 











ELECTRIC STEAM RADIATOR CORP. 


DETROIT 8, MICHIGAN 


Electric Steam Radiator Company of Canada, Ltd Windsor, Ontario 


&lectresteem S-sasysome -“ % 


STERILIZER = 
~~ 


Sterilizes Full Day’s Needs 
at One Time 


Holds eight bottles plus plenty 
of bottle-caps and nipples. Pat- 
ented long life element with 
automatic safety shut-off. White 
enamel top and black plastic 
base. Washable in soap and 


' A PLUS PROFIT SELLER 
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WORKOUT FOR DEALERS: Here is one in a series of dealer meetings featuring 
“development of markets," held by Tom P. McDermott, Inc., distributors of severa 
lines in Oklahoma. The organization is going to take one line at a time and concen 
trate on it in an endeavor to exploit potentialities. 


DISTRIBUTOR NEWS 


ALABAMA 














products. Charles J. (“Chick”) Me 
David is president of the company 


What was the McDavid Supply Co. 
of Birmingham is now the Deep South 
Supply Co., as of August 15. The 
firm, located at 2104 First Ave., North, 


hence 


and Robert P. McDavid III is secre 
tary and treasurer. 


CALIFORNIA 


Earl Germaine has been appointed 
advertising and sales promotion man 





Ge 


ager for the Leo J. Meyberg Co., Lo 
Angeles. He was formerly connected 
with the Business Agent’s Division 
Los Angeles Department of Water & 
Power. 

J. Clyde Irvine is the new advertis 
ing manager of Radio Specialties Co 
1956 Figueroa St.. distributor 
Arvin, Samson, Wilcox-Gay, etc 

Henry B. Butcher, formerly sales 
manager for Ace Electric & Supply 
Co., San Francisco, has gone into busi 
ness for himself as sales agent repre 
senting Elkins-Ewall Co., Sav-U- 
Time, Heet-It and Handiglow 
products 

Associated Radio Distributors 
radio and electronic dis 
tributors in northern California, has 
established new headquarters in a tw 
story building at 1251 Folsom St., Sar 
Francisco. Cecil Roarke is manager 


R. P. McDAVID III AND 
CHARLES V. McDAVID 


wholesale 


carries Deepfreeze, Sonora, Smithway, 


Evans, Diehl and Ray-O-Vac 











GETTING THE DOPE: Here is part of the crowd of 250 appliance dealers of the 
Clark Supply Co. who met in Milwaukee recently to hear about the F. L. Jacobs Co.'s 
Launderall from Clyde Remmo, assistant sales manager of Jacobs, and L. J. Burch, 
national service representative of the same firm. The distributor's policies were dis 
cussed by the following Clark officials: E. H. Clark, president; B. E. Clark, secretary- 
treasurer; R. S. Knoblauch, sales manager; Jess Kaiser, merchandise manager: and 
L. E. Froling, advertising manager. 
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Height, 3 
Base dian 
10” 
Wt., appr 
4 lbs 
Shipping 


1320 wat 
120 v« 


A.C 


$13.75, in 
Government 
Tax. Cat. L 


ELECT 

















Height, 3614” 

Base diameter, 
10” 

Wt., approx 
4 Ibs 

Shipping wt 
approx. 5Vy 
Ibs 

1320 watts, 
120 volts. 


A.C 


$13.75, including 
Government Excise 
Tax. Cat. LPISIN. 
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FAMOUS THERMADOR 


LONG TO PROVIDE HEAD-TO-HEELS WARMTH 


SLENDER TO CONSERVE SPACE 


Sleek, slim, sturdy, the famous Thermador Electric Longfella’ 
Portable revolutionizes heater design to combine efficient head-to- 
heels warmth with conservation of room space. Use it anywhere — 
in home, office or plant—because it fits anywhere...to spread a 
blanket of clean, odorless, fumeless, electric warmth. 

Its warmth is quick, economical and safe ... no flames or unpro 
tected danger spots to tempt curious little fingers. Extremely light 
and portable, easy-to-store, the Thermador Longfella’ produces an 
abundance of the most healthful kind of heat ... clean, pure, elec- 


tric warmth. For full details write to Dept. EM-10. 
ee ee 


THERMADOR 


30) 


Au@BIVERSARY 








Thermador Electrical Mfg. Co., 5119 District Bivd., Los Angeles 22 
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DISTRIBUTOR NEWS | : 






Raymond P. Flint, formerly sales 
engineer for the General Air Condj- 
tioning and Heating Co. of Oakland, 
has joined Russell & Co., manufactur. 
ers’ representatives with headquarters 


BETTER TAKE ALONG 
A COUPLE OF SPARES... 
THEY'LL STAY FRESH 





R. P. FLINT 


in San Francisco’s Western Merchan- 
dise Mart. Mr. Flint will handle sales 
promotion of Electromode heaters. 








Sealed-in-steel, they stay. fresh, to work when prays tenga oy ee gah 


Plainville, and since July 1, 1945, he 
has been sales engineer for “Panele: -alit 


tric” Refrigeration Division, General 
Aircraft Equipment, Inc., South Nor 
walk. or 


No doubt 
FLORIDA 
Home Ap) 


H. C. Cannon is the new advertising as one of t 
and sales promotion manager of Gulf : 
I 8 i No doubt | 


Mat Matic 
factory di 
syndicate: 
tire suppl. 
and its tre 
support f 
tributors- 


’ CONNECTICUT 
HERE S THE WAY C. J. Cooper, Jr., is the new sales 
promotion manager for the Rackliffe 
Distributing Co., 114 Franklin Square, ; 
TO STEP-UP pe yest i 3 
} 
\ 
| 7 
Put the Ray-O-Vac Leakproof package display 
oO on your counter to tie up with Ray-O-Vac’'s hard- | ef 
hitting national advertising. oS Cen MN 
| New Britain. Mr. Cooper has served \ ent 
” with several firms in sales capacities. < 
Suggest the purchase of a couple “spares.” During the war he was employment - 
4 manager and assistant personnel man- o 


your customers need them. 


{\ \\ 


rn 


“new flashlight FREE if this battery damages 
yours.” Ray-O-Vac is the only flashlight battery 


Ni 


© Stress the Ray-O-Vac Leakproof guarantee— 


with this guarantee 





Protects Your Fla 


FLASHLIGHT 
BATTERY 


REGUS par ope 


GIVE YOUR CUSTOMERS THE BEST 
—THEY’LL COME BACK FOR MORE 


BIG FAL 
10¢ 


RAY-O-VAC COMPANY- MADISON 3, WIS. 


RAY-O-VAC (CANADA) LIMITED—WINNIPEG, MANITOBA 





OTHER FACTORIES AT CLINTON, MASS., LANCASTER, O., SIOUX CITY, 1A... FOND OU LAC, WIS., WILLIAMSPORT, PA 


H. C. CANNON 
Appliance Distributors, Inc., Tampa, 
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ay ° see, N + 
orn “a? - on? = git © at 
“8 0° we * en 
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; Ni Y \ | 
-and Plenty, Plenty 
More to Come!... 


that the MatMatic 
Home Appliance Corporation has taken its place 
as one of the major companies in the industry. 


No doubt remains, by now, 


No doubt remains, either, that the rapidly growing 
MatMatic Home Appliance line—with its direct 
factory deal to department stores, chain buying 
syndicates, furniture and drug outlets, auto and 
tire supply organizations and retail jewelry chains, 
and its tremendous merchandising and advertising 
support for independent retailers and their dis- 
tributors—is one of the most profitable and most 


“BIG FALL AND WINTER CAMPAIGN REACHING 
100,000,000 WOMEN CONSUMERS 


Noy Motion Pere {> 
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desirable franchises the electric appliance industry 
ever saw. 


The results and accomplishments speak for them- 
selves. 


Starting only a few short months ago, with the 
introduction of the MatMatic lightweight, fast- 
heat electric iron at Chicago in January, this un- 
known name won preference among great names 
that have been embedded in America’s consumer 
consciousness for generations. By smashing prec- 
edent, by streamlining old sales procedures and 
by-passing outmoded methods, MatMatic beat the 
gun to the postwar markets. Pent-up demand? 
Sure. But the race was to the swift—to the better 
products that gave the trade quicker action and 
more of it. Today, every merchandiser knows that 
the Buyer’s Market is here. And it is in this Buyer’s 
Market that MatMatic keeps on selling and selling, 
thanks to MatMatic’s long-range program that 
shunned opportunism for the long pull, and whose 
leadership is right straight on the beam. 


Today, MatMatic offers the smart buyer not only 
a top line of products, but a top line of profit fea- 
tures that are the sensation of the trade: 

1. Direct factory deal to major outlets. 

2. Greatest profit margin in the industry. 


NATIONAL FACTORY SALES 


3. Greatest selling features, appliance for appli- 
ance, in the industry’s history. 


. Finest know-how and production facilities. 


. Greatest trade and consumer acceptance any 
such line ever had. 


. Greatest long-range program for any traffic 
appliances. 


. Fall and winter advertising campaign reach- 
ing over 100,000,000 young, quality-conscious 
women consumers from coast to coast. 


. A name already great, and a line that will be 
greater. 


In short, the Mat Matic line is no hit-and-run oppor- 
tunity. It is the opportunity of the year—and next 
year, and the next and the next from now on. That 
is our policy and our pledge. If you see eye to eye 
with us, we want you on our ball team. 


el Great Name and a Greal Line 


MATIC 


HOME APPLIANCE CORPORATION, LONG ISLAND CITY, N. Y. 


AGENCY 


mcr me DUBOFF & COMPANY -amu cic 


DETAILS 





206 LEXINGTON AVENUE, NEW YORK CITY 
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= Carefully measured editorial ingredients plus 150 
tempting ideas per issue .. . that’s Household’s idea- 

planned recipe for reader action. And what results it 
gets. It has made Household—long a favorite—the first 


choice of 2,000,000 responsive women and their menfolk. 


Last year Household readers paid $40,956 for dress 
and needlework patterns alone. One advertiser 

got 19,000 dimes for a booklet offered in an x 
85-line advertisement. And scores of other ’ 
advertisers are getting similar results. Yes—for 

selling small cities and towns (where 41°7 of all U. S. 


sales are made)—Household is THE magazine. 


INE OF ACTION 


Mecamllaed FOR SMALL CITIES AND TOWNS 


CAPPER PUBLICATIONS, cae ¢. 


HOUSEHOLD, wscos 
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DISTRIBUTOR NEWS 





and C. L. Kirkland is service manage, 
for the state, according to Paul 4 





| 


C. L. KJRKLAND 


Hichborn, vice-president and genera 
manager. 

Approximately 150 dealers attended 
a sales meeting held in Tampa recently 
by the General Electric Supply Corp 
with Hotpoint appliances as the sub 
ject. Plans were discussed by H. | 
Peacock, Atlanta district manager 
appliance sales; C. D. Smith, Tampa 
branch manager, and R. J. Brindel 
Florida radio sales manager 


ILLINOIS 





In a recent address before suppliers 
Garrison Grawoig, president of Cor 
tinental Products, Inc., Chicago, out 
lined plans for the distributing firm’: 
expansion with a chain of independ 
ently owned retail stores throughout 


the country, to be known as Conti 
nental Stores. Mr. Grawoig described | 
the undertaking as “a cooperative 


wholesaler-dealer merchandising plan Pr as 
to help (dealers) . . . meet ever 
increasing chain store competition.” 


MASSACHUSETTS 


The Eastern Co., with headquarters 
in Cambridge, announces that its 
Worcester branch is now open at a 
new location, 326 Chandler St. Self- 
service and counter service will be 
featured. Eric Thorman is branch 
manager. 


MINNESOTA 


Thermal Co., Inc., of St. Paul, has 
announced changes in staff personnel 
E. F. King becomes executive vice- 
president and retains his office of 
secretary; H. F. Wallace is vice-presi- 
dent in charge of merchandising, and 
H. J. Steege has assumed the office of 
treasurer. 


NEW YORK 


Irving Sarnoff, vice-president 0! 
$runo-New York, Inc., states that the 
firm is now established in its new 
quarters at 460 W. 34th St., New York 
City. 

Over 1,000 New York territory 
dealers gathered recently in the Hotel 
Pennsylvania’s grand ballroom to hear 
Sidney H. Rogovin, Admiral’s eastern 
regional manager, present the new 
Admiral Dual-Temp _ refrigerator 
The demonstration, sponsored by the 
Dale Distributing Co., Inc., 40 East 
32nd St., New York City, was opened 
by Rene Jacobs and Robert Howard, 
firm executives. In addition to the 
introduction of the Admiral refrigera- 
tors, the company presented exhibits of 
lines of other manufacturers. 
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/nitenLO-P/LOT OIL HEATERS 


with the Beautiful Durable PORCELAIW FINISH / 


ALLEN 7win-Eight HEATER 


* famous for wie Low Lost- Lo- Pilot 


Rich brown porcelain _— Smooth-surface designing! 
These features have produced a tonal quality and styling 
which will capture the interest of the homemaker at a 
glance. She'll want this heater! 


While she will quickly sense the easy cleaning advantage of 
the new, sparkling and durable finish . . . he will be far more 
impressed with the economy of Allen's two independently 
operated burners and the exclusive "“LoPilot’ (which effi- 
ciently burns a minimum amount of low-cost fuel oil). 


Whoever decides, you'll close the sale without delay . 
when you show your prospects this new “LoPilot" Allen 
Heater . .. or any other Allen-made product! 
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That kind of long life and de- 
pendability makes loyal friends 
and makes AUTOMATIC WASH- 
ERS easier for you to sell. Re- 
member—only AUTOMATIC 
offers the ‘“‘DUO-DISC” feature 
that ends washday worries... 
only AUTOMATIC has the 
Stokes Patented Ball Bearing 
Transmission that holds service 
calls to a minimum. That’s why 
AUTOMATIC DUO-DISC 
WASHERS @ive your customers 
such satisfactory service, and 
give you “‘more profit that you 
can keep”’ on each sale. So why 
not get Automatic’s 1946 Dealer 
Proposition now from your near- 
est Distributor? (Name on re- 
quest) 


MRS. NEVIN HAS 
USED HER AUTOMATIC 
WASHER FOR 27 YEARS! 











Made in Newton, lowa Since 1908 by 


AUTOMATIC WASHER COMPANY 
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ALL SET TO GO: After three months of waiting, R.T.A. Distributors, Inc., of Albany, 
N. Y., found themselves with a brand new home—one high enough to permit a mezza- 
nine floor. The firm, which handles RCA products, is headed by Hyman Shapiro as 
president and Harold Gabrilove as vice-president. 

















DISTRIBUTOR NEWS 








National Sales Co., Rochester, has 
purchased an additional warehouse at 
51-57 Dewey Ave., corner Lyell Ave., 
thus adding 50,000 sq. ft. of floor space. 





R. T, ABRELL 


Richard T. Abrell, recently named 
eastern sales manager of Redmond 
Distributors, Inc., has been transferred 
to the company’s eastern office in the 
Graybar Building, 420 Lexington Ave., 
New York City. The firm distributes 
Redmond electrical products. 

Belle Electronics Corp. has an- 
nounced the appointment of Harry A. 





H. A. SHOOER 


Shooer as sales manager of the Garod 
radio distributing agency covering 
eastern New York. Mr. Shooer’s 
offices are located at 70 Washington 
St., Brooklyn. 
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NORTH CAROLINA 


Atlanta officials of the General Ki 
tric Co. conferred recently with ex 
cutives of Nash-Steele-Martin, Inc 
Charlotte, distributors of G-E pr 
ducts, in regard to merchandising 
plans. 


NORTH DAKOTA 


In order to have more room for « 
pansion in distributing facilities, the 
Fargo branch of Western Auto Parts 
Co. of Minot has brought the two 
story building in which the present 
store is housed, as well as a ware 
house on another street. 


OHIO 


Tom Mason has been made manag: 
of the Cincinnati branch of Ohio A; 
iliances, Inc., according to Vern Bic 
general manager of the firm, whic 
handles RCA, Blackstone, Coolerat 
and several other lines. 

Northern Ohio Appliances, In 
distributor of Bendix laundry equi 
ment and Frostair refrigerator-freezer 


units, has moved from its Prospect 


Ave. location to a completely 
modeled building at 1609 E. 21st St 
Cleveland. Cash Laufersweiler 
president of the firm. 

Edgar A. Brown, Inc., distribut: 


of automotive parts who recently en- 


tered appliance distribution with the 
1900 Whirlpool washer and Olympi 
radio lines, is constructing an additi: 
to its building at 40th St. and Carnegi 
Ave., Cleveland. 


PENNSYLAVNIA 


Pete Jones, former heating eng 
neer, has joined the Kim Electric Co 
sales force and has been assigned 
the territory surrounding Pittsburg 


The firm has purchased land adjoining 


its present location on Smithfield St 
and plans to build when building reg 
lations permit. 

Minsky Brothers of Pittsburgh ha\ 
expanded headquarters and have r 
ceived a franchise for Temple radio 
They will distribute a full line 
appliance division. 

A. A. Aldridge, formerly retail su; 
ervisor, has been made: sales managt 
of the Pittsburgh Appliance Distril 
uting Co. which handles Monit 
appliances. 
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tow to keep your turnover turning! 


MAYBE YOU NEVER WORRY about turnover in today’s That’s when you'll be glad you staked your chips on 
“seller's market?” Maybe you find any appliance sells—in Manning Bowman. For M-B appliances’ quality, style, and 
spite of high prices, unfamiliar brands, doubtful quality! exclusive features have everything it takes to insure steady, 
But tomorrow, when the “buyer’s market” starts... profitable turnover! 





THE TWIN-O-MATIC Waffle Baker, for in- M-B QUALITY through and through—that’s NATIONALLY ADVERTISED in a string of 
stance, is the only automatic waffler that the exclusive Twin-O-Matic! Wide drip leading November magazines, the Twin-O- 
makes two big, round, full-size waffles at flanges catch overflow—brilliant chromium Matic will be keeping you mighty busy! 
once—crisp or fluffy, as you dial them! No shines with a wipe—cool bakelite handles From Manning Bowman, of course—famous 
more waiting for waffles! avoid burnt fingers! for quality since 1857. 


Manning Bowman Means Best 


Manning, Bowman & Co., Meriden, Connecticut + In Canada: Manning, Bowman & Co. (Canada), Ltd., Oakville, Ont. 


THE LINE THAT'S ALWAYS IN DEMAND 
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DRILLS 


Complete information on Signal 
Products upon request. 
SIGNAL ELECTRIC MFG. CO. 


MENOMINEE, MICHIGAN 


Quality and mode- 
rate prices have, 
over the years, 


leader in fans, tele- 
graph instruments 
and portable elec- 
tric drills. 








HAWAII DISTRIBUTORS MEET: Under the sponsorship of the Hawaiian Electric 


Company, the distributors of Honolulu gathered together at a luncheon meeting 
during July to listen to a talk by George Tenney, vice-president in charge of the 
Pacific Coast office of the McGraw-Hill Publishing Co., who told them of recent 
developments in the merchandising field on the mainland. This was the first time al 
the distributors of the Islands had gathered together and it is hoped that the 
meeting may eventually lead to the formation of an Electrical Association o! 


Honolulu. 


Present at the luncheon were: A. E. Bruce of Bruce & Co., (American Kitchens) 
Peter Fukunaga and G. G. Geoffroy, Easy Appliance Co., (Norge); F. K. Grider anc 
Ross Gilliand, Electrical Distributors, (Leonard); Hudson Gaut and Ernest Gay 
Lewers & Cooke, (Universal); Al. A. Sack and Charles Cummings, R. A. Howe Co. 
(Gibson); Jerry Winchell, Muller & Phipps, (Landers, Frary & Clark); G. W. Tivy 
Motor Supply Co. (Kelvinator); L. F. Chapman and Clarence Chang, Mutual Tele- 
phone Co. [R.C.A.); Lee Fletcher and Don Neer; Nylen Bros., (Philco); Dave Wisdom 
and Fred Carter, Pacific Co. (Admiral); Otto Ludwig and Allen Smith, W. A. Ramsay 
Co. (General Electric); S. L. Stebbins, Supplies & Appliances, (Crosley); Doyle Alex 
ander, Von Hamm-Young Co. (Frigidaire); William Cogswell, Holst & Cummings 
advertising agency; and from the Hawaiian Electric: L. A. Hicks, G. S. Jacobs, L. A 
Buese, R. B. Johnson, P. H. Anderson, C. J. Schiffers, C. E. Nolan, L. W. Clifford, and 


E. L. Kent. 








DISTRIBUTOR NEWS 





The Launderall automatic washer, 
which was recently introduced by the 
F. L. Jacobs Co., has been viewed by 
1 progressively growing number of 
ealers throughout the country. \ 
ecent exhibition took place at Pitts- 
yuurgh’s Roosevelt Hotel under the 
auspices of the Radio Sound Corp., dis 
tributors to western Pennsylvania 
Ohio, and West Virginia. The meet 
ing was conducted by A. R. Sorenson 
Pittsburgh branch manager of the dis 
tributing firm 

J. J. McCormick has been appointed 

iles manager of Slap & Lasky, Phila 

Iphia distributing firm. During the 
var Mr. McCormick served as senior 
adio and radar specialist for the WPB 
ind later as chief rationing executive 
f the OPA in the Philadelphia dis 
trict. He recently resigned as refrig 
ration sales manager of Raymond 
Rosen & Co. Other appointments t 
the Slap & Lasky sales staff includ 
Roy Siegel, new manager of the ARA 
ecord division, Paul Lasky, Frank F 
Curson, Marvin Glouser, and Theodore 
Kaplan 

Felix Gross is the new sales manager 
or Raymond Rosen & Co’s home appli- 
inces in Philadelphia. He will be in 
harge of American Central kitchens, 
Eureka products, Speed Queen wash- 
rs, and traffic appliances including 
Knapp Monarch, Waring, Seth 
Thomas, and Westclox. Prior to his 
appointment he was associated with 
the WPB. William Anthony Chris 
tine, Jr., has recently been appointed to 
the building department of the Phila 
lelphia distributing firm. 


OCTOBER |, 


Professor Frank H. Stiening, former 
head of the University of Pittsburg! 
mechanical engineering department 
has become sales manager of the re- 
frigeration division of Hamburs 
Brothers in Pittsburgh. The firm dis 
tributes Deepfreeze freezers. 


TENNESSEE 


Mason & Son, Inc., Memphis, 
cen incorporated as a wholesale heat 
ing and electrical appliance firm. In 
corporators are Gail C. and C. R 
Mason and Vance Alexander, Ir 


} 


VIRGINIA 


Roanoke wholesalers cooperate: 
with the Youngstown Kitchen Divisio 
of Mullins Manufacturing Co. to pre 
sent a school for 60 dealers in kitcher 
ilanning recently at the Hotel Patric! 
Henry. 

Some 40 dealers gathered at Roa 
10ke’s Hotel Patrick Henry late it 
July for an educational meeting o1 
Stromberg-Carlson radios conducte 
by the Graybar Electric Co. 

Thurman & Boone, Roanoke art 
listributing firm, recently conducted 
series of lectures on radio servicing for 
ex-servicemen. Martin W. Shiplett 
radio service manager for the firm 
led the discussions. 

The Leonard Electronic Supply C 


opened early in August in Roanoke at 
106 North Commerce St. Owner of 


the new wholesale firm is Jame: 
Leonard, ex-radar engineer in the 
Navy. 
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Fae exclusive features make the gas- 
fred COROAIRE Console heater ““The Marvel 
Of The Age’... the greatest advance and de- 


velopment in heating in fifty years. 


Five exclusive profit-points . . . the patented 
Venturi tube heat exchanger, the five-to-one 
wiping surface, the restricted inside-flue travel, 
the patented revolving louvre grille and 
proven economy of operation... make distri- 


butor and dealer sales on sight! 


Five exclusive patented features found only in 
COROAIRE, bring undreamed-of efficiency 
and economy to your customers. COROAIRE 
is ideal for stores, offices and all kinds of 
business places. And, the COROAIRE Console 
heats and winter air-conditions an average 


ive-room home for the cost of a LIGHT BILL! 


Today, there’s a COROAIRE sale, a COROAIRE 


profit for distributors and dealers all up and 






down every street in every town in America. 














é 


Sandy says: “Every profit-minded 
distributor and dealer, every 
thrifty home-maker wants the 
new COROAIRE”. 


A MESSAGE FROM MacTAVISH 


For automatic winter air conditioning, 
for clean, filtered, humidified heating at 
high efficiency and low cost, there’s 
never been anything like COROAIRE. 
Here’s what owners say— 


“The economy of its operation is aston- 
ishing.” 

“Our service problems have been prac- 
tically nil. Coroaire is far superior to any 
heater we know of.” 


“I’ve installed many types of heating 
equipment in homes I have built, but 
Coroaire is the most efficient and eco- 
nomical.” 

“After two heating seasons, we unquali- 
fiedly recommend Coroaire equipment. 


Hope others will profit by our expe- 
rience.” 


THE COROAIRE HEATER CORPORATION 
GENERAL OFFICES: CLEVELAND 15, OHIO 
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PACKARD 


SUNLIGHT 
MOTORS 





Right now we can’t guarantee prompt delivery 
for any new orders. But we can—and do—guar- 
antee that every Packard Sunlight motor made 
is a fine product, built to the highest-quality 
standards. That’s always been the way with 
Packard — motors—and it always will be. 


_hie RUA, 





ara ee 
f Packard Electric Division, General Motors Corporation, Warren, Ohio 
i 


PACKARD SUNLIGHT MOTORS for: compressors * washing 
machines * power-driven bench tools « ironers « milk separa- 
tors * milking machines « furnace blowers « stokers « oil burners 
water pumps ° ventilators * and many other applications. 


Pel 1 M RS IR THIRTY YEARS 
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TWO SIDES TO THE STORY: Planning, an important part of successful distribu. 
ing, is conducted in the first of these two pictures by executives of the Allied Music 
Sales Co., Detroit, which recently had its grand opening of the salesroom shown 
in the second photo. Getting the Sentinel radio advertising story are M. M. Lipin, 
president, and L. H. Salesin, sales manager, from Sentinel executives E. G. May 
sales manager; Art Adams, division manager; and Earl Lines, vice-president of W. W, 


Garrison and Co., the Sentinel advertising agency. 








DISTRIBUTORS APPOINTED 





Plicote Inc. 


Plicote Inc., Pittsburgh, has an- 
nounced the appointments of the fol- 
lowing appliance distributors to handle 
its line of paints, according to J. G. 
Brown, Plicote Finishes sales director : 

General Utilities Distributors, Inc., 
540 North Lake Drive, Chicago. 

Appliance Distributors, Inc., 421 
East Market St., Indianapolis, Ind. 

Kentucky Appliance Corp., 605 West 
Main St., Louisville, Ky. 

Twin States Distributing Co., 515 
West Palmer St., Charlotte, N. C. 


Palmetto Electric Supply Co., 1850 
Laurel St., Columbia, S. C. 
Electric Constructors, Inc., 2023 


Fourth Ave. North. Birmingham, Ala. 

Modern Appliance & Supply Co., 
4300 Washington Ave., New Orleans, 
La. 


Iceberg Refrigerated Locker 
Systems, Inc. 


B. C. Davison, sales manager of 
Iceberg Refrigerated Locker Systems, 
has announced the appointment of the 
following new distributors for the 
Iceberg locker: 

W. H. Bintz Co., 433 West Third 
South, Salt Lake City, Utah. 

Onondaga Supply Co., Inc., 351 East 
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Onondaga St., Syracuse, N. Y. 
Chapin-Owen Co., Inc., 205 St. Pau 
St., Rochester, N. Y. 
The Bilstad Co., 
Fargo, N. D. 
Gentry-Brown Supply Co., Inc., 29 
East Grand, Oklahoma City, Okla. 
Brandon-Hough Co., 205 Hunter 
Bldg., P.O. Box 128, Shreveport, La 


211 Broadway 


Pressed Steel Car Co., Inc. 


A Raysson, general sales managef 
for the domestic appliance division 0 
the Pressed Steel Car Co., Inc., has 
announced the appointment of the 
following distributors for the Preste- 
line electric range: 

Lee Distributing Co., 

Glenn Earl, 
Utah 


Richmond, Va 
Inc., Salt Lake City, 


Robert F. Clark Co., Denver, Colo 

Nelson & Small, Inc., Portlan¢, 
Maine. 

Waugh & Robertson Distributing 


So., Oklahoma City, Okla. 


Howard Radio Co. 


Associated Radio Distributors, Sat 
Francisco, have been appointed <is- 
tributors for the Howard Radio Co. 
Chicago. The wholesale firm is |o- 
cated at 1251 Folsom St. 
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Gray & Dudley Co. 


seb Moe 1862 
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ry “ 
4. HE long-established reputation of Washington 
heaters and ranges has built up an impressive de- . 
mand for our new units. Conditions prevent us from 
filling all of these orders, but we're shipping them in e 
rotation of receipt. When you do get Washington 
appliances, they'll be the kind of quality merchandise a 
that builds a business .. . the kind it always pays to 
wait for. a 
° 
*esoceeeeeeee8e 80 8¢ 808 8@ @ 
& 
° 
° 
y & 
m) The modern styling, rounded cor- 
ners for easy cleaning, the striking 
li , th l i lai - ‘ 
r aa pat grr a =" a e Down-Draft Hot Blast spreads flame in the 
smart appearance of the George radiator type combustion chamber, insuring 
Washington Cast Balanced Range. maximum heating capacity. Attractive 
bd streamlined design, beautiful iinish, harmon- 
er izing with modern home furnishings. Finest 
e workmanship in every deiail. conomical 
, in operation. Many special convenience 
AOTMA WACMINGTO! features. A truly beautiful, powerful, and 
= taaninincniatinataas © durabie heater. 
; « 


Down-Draft Hot Blast Combustion 
insures maximum efficiency. Heavy- a 
duty special alloy slotted fire pot 
and large heavy ribbed combustion 














chamber, addirg extra heating sur- e . 
face, insures long life and added wr vs 
years of satisfactory service. * 


Jee ee ee ee © GRAY & DUDLEY COMPANY 


Established 1862 | 
NASHVILLE, TENNESSEE 
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Everv user of fluorescent lighting 
who has watched the annoying ON- 
OFF habits of a dying lamp will 
welcome the news about General 
Electric Watch Dog starters. He'll 
want to replace a// his starters when 
he sees how quickly they end annoy- 
ing blink and flicker 


These double-dury starters are ‘top- 


per s well built-in cutout takes 
failing |amps off the line as soon as 
het ful lite ends. Relamping need 
1ot be done at an awkward moment 
What re. W atch Dogs protect the 
ballast ive On maintenance 
The elp in building more 
tluorescent business all along the line 

W C y the story of W itch 
Dog starters to your industrial and 


commercial customers with ads like 


these. That means more sales and 
faster sales. You'll find it pays to 


carry the complete line-—for 15+, 20-, 


30-, 4 ul 100-watt lamps. For all 
the facts on this stepping-stone to 


more fluorescent business, write Sec- 
tion G21-1028, Appliance and Mer- 
chandise Department, General Electric 


Company, Bridgeport 2, Connecticut. 
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WOLF OPENS ANOTHER: A young lady draws for one of the door prizes as 
Ed Fisher, manager of Wolf's Electric Home Center, looks on. The Morris Wolf 
outlet was opened recently at 26th and Broadway in Vancouver, Washington. 





DEALER 











ALABAMA 


The Chapman Radio & Television 
Co. opened its new record department 
recently. The firm is located in Birm- 
ingham. 


ARKANSAS 


The Western Auto Store in DeWitt 
was gutted by fire recently. W. H 
Davis, Sr., owns and operates thie out- 
let 

The W. O. Nelson Co., 521 East 
Markham, Little Rock, has announced 
the opening of its refrigeration, air 

nditioning and supply department 


COLORADO 


Stites Home Appliances, 380 S 
Broadway, Denver, has a new man- 
ager. H. L. Caffee has taken over the 
ob 


CONNECTICUT 


Nafala Radio & Television Co., 21 
Main St., Bristol, is preparing plans 
for a 2-story addition to the main 
building. Most of the extra space will 
be used for storage. 


FLORIDA 


Jack Parker Sales Co., appliance 
dealer of Brandenton, has announced 
the opening of a radio and sound 
equipment service department, under 
the management of Charles Hurley. 

The Aufford-Kelley Co. is back in 
business in Miami, this time in a new 
home at 5080 Biscayne Boulevard 

For over half a century a Burk- 
hardt has been in busines at 203 
Clematis St., West Palm Beach. Now 
3urkhardt’s Electric Shop, Inc., an- 
nounces that it is moving to a new spot 
at 109 N. Dixie. It’s not far away. 

The new building of Thornhill’s 
electrical appliance store opened re- 
cently in Lake Wales after being 
closed throughout the war years. The 
opening, originally scheduled for Au- 
gust 15, was delayed one day because 
of last minute arrivals of merchandise. 
James Thornhill is the owner. 


GEORGIA 


The Electrical Appliance Co 
Albany has opened a warehouse and 
an additional store on Cleveland Drive 
The company specializes in refrigera 
tion products. 

There was a big turnout at the open- 
ing of the new quarters of Mingle- 
dorff’s, at Brayn and Whitaker Sts. in 
Savannah. According to Lee Mingle- 
dorff, the firm will handle Leonard and 
Crosley appliances, and several radi 
lines. 


IDAHO 


Oakley’s of Boise is undergoing a 
remodeling and expansion in the ele 
trical department. Partners with Ar- 
land Oakley in the electrical business 
are Allen Shaver, Con Shame and 
Myron Dors« Vv 

Terry's, new General Electric deal 
in Boise, is creating its own shopping 
enter by means of its corner location 
ind display layout. Residential light 


me 


ig fixtures are carrying sales until 


y 
appliances come through in volume 


INDIANA 


Wade L. Dickey has been made man 
iger of the Mace Appliance Store i1 
Terre Haute. The shop will feature 
General Electric products. 


IOWA 


\ new building is being erected in 
Humboldt for occupancy by Ray Ug- 
lum, local Maytag dealer 


LOUISIANA 


Holmes, of New Orleans, has op- 
ened a new fourth floor record salon, 
with some radio and phonograph mod- 
els on hand for delivery and others 
for inspection. 


MAINE 


The Maine Appliance Center, which 
opened recently at 10 Preble St. 
Portland, features a long list of appli- 
ances. John Burke states that his 
firm will feature a service department. 
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FOR SALE! A brand spanking new Penetray heat lamp 

. with sales appeal galore. It’s the new Penetray AMBER 
lamp. Its smart appearance and unique color catch the eye... 
make it sell easy. Its excellent performance and all-around 
household usefulness will keep it sold. Point out to your 
customers its “quick heat’’. . . even distribution . . . and how 
the amber bulb cuts down glare. They'll part quick with two 
dollars for this eye-appealing, high-utility lamp. Penetray 
Corp., Toledo 5, Ohio. 


BIGGEST PENETRAY NATIONAL ADVER- 
TISING CAMPAIGN running in top-circulation 


magazines like the Saturday Evening Post, Ladies’ Home 
Journal, Colliers, Good Housekeeping, Cosmopolitan and 
Better Homes and Gardens is telling 17,921,481 good prospects 
(mostly women) over and over again why and where to 
buy Penetray. 

———< NEW, MODERN PACKAGE gives a 
fast-selling line even more eye and buy-appeal. 
It's beautiful — easy to handle — protects 
the product. 


NEW PENETRAY “SEXTETTE” 
sings a song of profits. This smart new mer- 
chandiser holds 6 lamps... makes counter 
space really ‘“‘pay off.” 
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INFRA-RED 
HEAT-LAMP 


NEW FOLDERS that doa thorough-going job of selling 


Penetray heat lamps are now available. 


NEW WINDOW STREAMERS to “flag down” 

customers ... steer em into your store... help tie you into 
Penetray’s national advertising and demand. 

the cost of every Penetray ad 

you run —using our mat or 

copy. No limit. No matter how 

big or how many. Another smart way to 


cash in big on Penetray national advertising and demand. 


the complete high profit line 


There’s a Penetray heat lamp for every need 
and pocketbook. Pyrex sells at $3.50; No-glare 
Ruby, $3.60; Amber, $2.00 — beautifully pack- 
aged. Also available: Ceramic Coated, $1.60 
and Inside Frost, $1.25. 


PAGE 










Let this Home Appliance 
Dealer Tell You About 
Capper’s Farmer Readers 


Here’s what Milo Miller, prominent home 
appliance dealer of Blue Earth, Faribault 
County, Minnesota, had to say about the 
Capper Farmer reader list of his area. And 
remember... this is just one of many favor- 
able testimonials from home appliance deal- 
ers throughout Mid-America. 


“In my judgment this list of Capper’s 


Farmer readers includes the best farm 
families of this region.” 


The Farm Magazine That 


Dominant Farm Families Heed 
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BUYING ACTION 


Charms and chills are fine. But when it comes to 
doing things, 1,300,000 prosperous farm families 
invariably turn to Capper’s Farmer. For here is 
the one magazine geared to their active lives... 
the one magazine that offers these farm men, women 
and youth the practical help and profitable sug- 
gestions they seek. That’s why advertisements in | ‘* fourth unit 
Capper’s Farmer carry real weight with these domi- 


nant farm folk of Mid-America. 


Yes, when these top customers see the products 
you sell advertised in Capper’s Farmer, their dollars 


start coming your way. 


Cappers Farmer 
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DEALER DOINGS | 





MICHIGAN 


In Lansing, F. N. Arbaugh C 
enlarging its appliance department 
which C. F. Worthington is manager 

The Uptown Radio Co. opened its 
new store recently at 16021 Woodward 
Ave., Detroit, according to Milton 
Kevreson. 


MISSOURI 


H. H. Nutt has been named St 
Lonis division manager of Western 
Auto Stores. He succeeds Carl Adams 
in the position. 


NEW JERSEY 


The Tik Flectric Co., 294 Washing- 
‘ton St., Orange. is extending its elec- 
trical contracting business to embrace 
appliances, which will be added along 
with allied lines. 


NEW YORK 


A remodeled appliance store has 
been opened at 205 E. Genesee St. 
Syracuse, by J. A. Cariseo, president 
and treasurer. James A. Cariseo and 
Robert P. Cariseo are managers of 
the appliance department and_ the 
record department, respectively. 

The Western Auto Supply Co. has 
opened its sixth Buffalo store, accord- 
ing to an announcement by Benjamin 
C. Wade, district supervisor for Buf- 
falo. This one is located at 843 Ton- 
awanda St. 

Superior Electric Co., Binghamton, 
has been granted a building permit for 
a one-story, $18,000 structure at 125 
W. Main St., to be used as a retail 
appliance store. 

Denton & Waterbury, Inc., of Utica, 
dealer in building materials, has opened 
a retail department for appliances, with 
7.000 sq. ft. of floor space. Donald 
M. Waterbury, son of Angus M. Wa- 
terbury, president of the firm, is in 
charge of the department. 





OHIO 


Maurice J. Lackritz, manufacturer's 
representative, has moved from 2568 
Saybrook Rd., University Heights, and 
is now located in Room 709 of the 
Union Bldg., 1836 Euclid Ave., Cleve- 
land 15. 

Thompson Radio Supplies has moved 
to its new location at 218 E. Gay St., 
Columbus, 

The Bing Co.. Cleveland furniture 
and appliance store, recently opened 
in Tiffin and an- 
nounced plans to onen additional com- 
plete home furnishings stores in the 
principal cities in northeastern Ohio. 

Rollman’s Cincinnati, has opened a 
new home anpliance center, record and 
radio department and piano salon on 
the store’s ninth floor, according to 
George B. Jacobs, president. 

The Buckeve Anpliance and Sports 
Equipment Co.. Toledo. is the new 
corporate name for the Buckeye Appli- 
ance Distributing Co. which has been 
operating at 944 Phillips St. New 
and larger quarters have heen obtained 
at 1398 West Bancroft St. Incorpora- 
tors are Carl F. \Weissenherger, My- 
ron J. Zapoleon and Carl J. Lindecker. 

Kin Mac Homes. Inc., is taking on 
new appliance lines in addition to 
continuing its building activities in 
and around Alliance. 
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i BADD J wrvees 


A FEW TYPES COVER A LOT OF TERRITORY 


—hitch on to RCA Preferred-Type Radio Batteries 


The Batteries That are Radio-Engineered for 
Extra Listening Hours ' 


You gain four ways when you carry the line 
of RCA Preferred-Type Radio Batteries: 
1. MORE PROFIT—Relatively few types meet the 
requirements of 99% of all battery-operated 
receivers. So, you enjoy increased sales on a 
smaller inventory. 
2. MORE CUSTOMERS— The high acceptance value 
of the RCA seal on every carton will bring 
more people into your shop. 


3. MORE TO SELL—You get a 2-product line to 


— = ae a >| 


Flashlight Portable A's 





ray 
~ 


Portable B's Portable AB's 


TUBE DEPARTMENT 


HARRISON, HN. J. 





1946 


push ... RCA Preferred-Type Radio Batteries 
and RCA Preferred-Type Tubes. Your cus- 
tomers will buy both. 


4. MORE REPEAT BUSINESS—RCA Preferred-Type 
Radio Batteries are Radio-Engineered to give 
extra listening hours. Satisfied customers are 
the result. 


You can’t do better than phone your local 
RCA Tube Distributor today for complete 
details. 


Listen to “THE RCA SHOW” 
Sundays, 2:00 P.M., E.S.T., NBC Network 


ZS 
2 =m» 


Farm A's Farm B's Farm AB's Industrial 


RADIO CORPORATION of AMERICA 
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THE FLORIDAN APPLIANCE CO. opened this new store in Tampa, Fla., recently 
and after grossing $1,134 in the first 50 minutes and $3,796 on the first opening day 
president C. F. Henry decided that “our location appears to be OK.” sur 
UNDERWRITERS’ 
ey DEALER DOINGS 
APPROVED 
T ' Th \ OREGON past jour years, has purchased its 
\ DAIL E lj \ I 
: : air g n) Hogg Brothers, of Salem and Ore- building at 631 S. OOth. Several 
r 8 tain : demonstration rooms are in the process 
’ gon City, and Vince Electric Appli . 
Wherever There’s An ance of Salem were among the elec- " aT ae I & ( , 
° trical dealers who, with the asistance ae » Fost ice & Coal | 
Electrical Outlet eee factory men, put on exhibits of lead W — Barre has added an ek 
ng makes of electrical equipment at apphance department. 
om , . ’ t Oregon State Fair recently 
The P-20 is an immersion-type lhe Garrett Appliance Co. of Eu RHODE ISLAND 
electric water heater thoroughly gene has found that escrow deposits 
tested and approvy ed by the Under- are the solution for handling advanc« Gils Hardware & Appliance Co.. 420 
writers’ Laboratories—the answer orders for appliances. From $5 t Smith St., Providence, has had plat 
to k slies of hot water on $100 is deposited for each appliance drawn for a one-story and basement 

Oo Guts cups — oe ae in a special fund which stands intact addition of cinder blocks constructi 
the farm, in dairy barns, poultry intil the sale is actually made It has to take care of expected increas 
houses, milk houses, etc. Also lab- been found that 35% collect thes« the appliance business. 
oratories, resorts, camps and homes. leposits after buying the applianc: 

elsewhere, but the rest con hroug 
T he Premier P-20 is just the kind IT'S 100%. TENNESSEE 
of heater your customers need ~ PORTABLE E. C. Comstock of Portland ha -W. Chr tl ' 

’ , . . > nwhere ' bought out his former partner, A. R . nristmas recently purchas 
a s portable—can be used anywhere Kiem of Kine’s Radio Shon 1616 WN the Couch Tire and Electric Store 
ee ee ere ee 3 W. 24th. The firm will now be known Humboldt. He will operate the bus 
let; it's practical ~operates on 115 : a Ss. 2. Oe rere ness under the name of the E-Z W: 

I : is Comstock’s Radio Sales & $ vi onda: / 
volts and heats water by the pail- and will handle appliances Store. Mr. Christmas also owns an 
ful for about one cent per gallon. operates the Western Auto Associat 
t,’ asily ated : lv h il N Store and the Christmas Furniture 
its easily operated — simply hang pat PENNSYLVANIA Store. He is connected with the Ecor 
handle on switch arm, setting unit into aibiat Richard G. Devaney announces that omy Stores which handle groceries 
action ... when pail is removed, switch ARM his Radio Electric Shop, operated at electrical appliances and auto access 
shuts off automatically = 216 S. Oth St., Philadelphia, for the ries 

FOR 
The price of the P-20 is amazingly low — PAIL 
a price every one of your customers will 
gladly pay — AND there is an excellent 
profit for you in EVERY SALE! 
Ic will pay you to take the P-20 on asa 
new postwar sales item. We are making 
liberal deliveries now —the future depends 
on the parts makers—the demand is great 
but your orders can be taken care of if 
you order promptly. GENUINE 
CHROMALOX 
THE NATIONAL IDEAL COMPANY ie. asnais 
TOLEDO 4, OHIO 
Ree oe 0808 OOOO OOO 8 O88 OOOO OS SSS SSSSSSSSSSSSSSSsaseeeseseeeey es 
5 THE WATIONAL IDEAL COMPANY -TOLEDO 4, OHIO 3 a 
. . 
. r j 
: ore : : 4 cae OP cart uate ae ES” = 
& $$ Weare interested in the Premier Firm € 
5  P-20 Portable Electric Water 4 IT CAN HAPPEN HERE: Not every store these days can boast the full stock of 
, Heater. Please send FREE Cata- Sereee 4 appliances that elbow each other for space on the floor and shelves of Harold Kelly's 
. log and price information: 4 Appliance Center in Portland, Ore. The Kelly firm, a leading retail outlet, stresses 
a... eeaee me = ecaol installation and service. 
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Daddy lets us play our 
Nmiral. 
RADIO PHONOGRAPH 


It's a honey . . . this new 3-piece display 
from Admiral. Life-size kiddies, printed 
in*full color, are as cute as they can be. 
The album cabinet, which is part of the 
display, is substantially constructed . . . 
strong enough to support an actual table- 
model Admiral radio-phonograph. 


Two New 


Eye-Catchin 





5 piece 
wINDOW 
DISPLAY 


Ade 


a 
, * 


— 
» 


tf 
cepene 
aecond puare® 


F because our new 


Vmnital 


Here is another beautiful full color dis- 
play for your window. Use it to identify 
your store as headquarters for Admiral 
radios, record players, combinations 
and portables. 
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World's Largest Manufacturer of Radio-Phonographs with Automatic Record Changers 


ce ee ee ew we ww we wh wh el hw CHICAGO 47, ILLINOIS 
GET COMPLETE DETAILS ABOUT THESE NEW DISPLAYS FROM YOUR DISTRIBUTOR 
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THE GILL ELECTRIC STOVE IS 





--- DOES A BIG JOB 
IN A SMALL SPACE 


Ay L. the efhiciency of a full-sized elec tric range 


in this attractive Gill Electric Stove . .. handsome enough 
to grace any buffet. Light, ( 11 Ibs.) it fits perfectly in 
tiny apartments, trailers and breakfast nooks. It travels 
pe rfectly to weekend cabins. is convenient on a porch, 
in an office. Its stainless steel top, aluminum body, large 
heating elements and two speed heat make it a quality 


appliance. Write for details and discount information. 


GILL 
GRIDDLE 
, .E 





\ heavy duty 


cast-aluminum griddle that 


will last a lifetime. It distributes heat perfectly for frying evenly. 
Detachable handle permits use in broiler. Sold separately or in 
combination with the Gill Electric Stove. 

GILL 


UTILITY TABLE 


Perfect for the Gill Electric Stove, 


or wonderfully useful anywhere that 
more work surface is needed. Rust 
proof stainless steel top and alu 
minum legs. Easily adjustable to 
three convenient heights. Portable 
approx. 16 lbs. Top 20 in. by 36 in 


ELECTRIC STOVE 


GILL ELECTRIC MFG. CORP. 
REDLANDS, CALIFORNIA 


“Quality electrical products since 1920” 
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HOME ON THE CORNER: The rebuilt and modernized store of Woolach Broth. 


ers, Portland, Ore., stands prominently on a corner lot at 10th and Stark Streets 
‘The firm handles G-E appliances and Goodyear tires. 








DEALER DOINGS 





TEXAS 


The O’B. Kennedy Refrigeration Co. 
of 1018 S. Lamar St, Dallas, has 
bought 10,000 sq. ft. of “badly needed” 
floor space at 1424-26-28 Missouri 
Ave., Fort Worth. 

The Nicholas Radio Service, Port- 
land, has announced plans for the addi- 
tion of electrical appliances. 

Allen F. Tribble has purchased the 
Rogers Electric Co., Center, and will 
operate it as the Tribble Refrigera- 
tion Co. 

Slocum Electric Co., owned by Joe 
H. and Hugh Slocum, and located at 
1100 Sadiz, is constructing a new 
building with 10,000 sq. ft. of floor 
space at the intersection of Elder and 
Lamar-McKinney Sts 


VERMONT 


Frank E. Patnaude has purchased 
the two-story showroom and building 
at 1 Pearl St., Burlington, which has 
been occupied for some time by his 
appliance business. 


WASHINGTON 


A-1 Radio Sales and Service, Inc., 
N. 624 Monroe St., Spokane, has been 


purchased from Fred Burk by Dun- 
bar B. Triplett, Jr., and Robert D 
Glendenning. 

The University Electric Co., Seat- 
tle, has moved from 4722 University 
Way to larger quarters at 4744 Uni 
versity Way. George Mallett, proprie- 
tor, plans a formal open house as soon 
as new lines arrive. 


WISCONSIN 


The electrical appliance department 
of the Weller Hardware Co., 1006 S 
Division St, Stevens Point, will be 
housed in an adjoining building re- 
cently purchased by the firm as part 
of an expansion program. 

Earl H. Waterman, president of 
Miller-Waterman Electronics Corp., 
Shorewood, knows how to keep in his 
customer’s good graces. For instance, 
customers who signed up for freezer 
units were invited to keep their food 
(a reasonable amount, of course) in 
store freezers until their units arrived, 
when they got their food back with 
their purchase. Also, he sometimes 
gives over part of his store to ladies’ 
clubs for card games and runs mo- 
tion pictures provided by appliance 
manufacturers. 
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IN DALLAS 






























hese big home-owning families run up their meters because 
they're using more electric heaters, mixers, toasters . . . bigger 
refrigerators and electric ranges. Their washing machines and 
vacuum Cleaners are plugged in more often. After five years of 
“getting along with the old model” these American Home 
families are the major market for your electrical appliances. 
They need more replacements; they want more of your 


new appliances. 


CONSIDER THESE FACTS ABOUT THE 
AMERICAN HOME MARKET: 


2,350,000 home-loving circulation, read by 
3,043,000 women and 1,497,000 men. 











67.5% own their homes, located in and 
around big city, easily-accessible trading 


centers. 


62.3% have incomes over $3,000 — and 3 
out of 5 families have children in the home. 
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Twuere ELECTRICAL APPLIANCE 
§\ ADVERTISING IS MORE POWERFU 
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—— Whi Every NEW 


on 


“4 DEALER SHOULD KNOW 
ee (Ud line sready iow h) 


There is no substitute for QUALITY—no substitute 
for tried-and-proven sources of supply. Take 
“VACULATOR”. Yes, it's beautifully styled and 
chock full of “buy appeal”. What 
is most important is the 

























= 


s 


built-in quality and 
dependability that 
is the heritage of 
VACULATOR. Made of 
the finest heat-resisting 
glass — PYREX brand — and 
every piece is so branded. 
Equipped with the time-tested 
"MAGIC SEAL” rubber bushing, 
and the revolutionary “DUTCH” 
Clothless Filter. For long-range 


security, feature — 


CHICAGO 6, WU. S. A. 
Equipped,with the 


DUTCH 


Clothless Filter 





~ 


FREE counter dispenser 


With each case of DUTCH Filters 
you receive this colorful sales- 
dynamo. Turns passer-bys into 
passer-BUYS!“DUTCH’ fits ALL 
standard glass Coffee-makers. A 50c retailer that sells and sells! 
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Chicago Museum Tells 
Story of Radio 


A new exhibition, “The Story 
Radio,” was recently opened in | 
cago’s Museum of Science and Iny 
try. Sponsored by Galvin Mfg. Corpo. 
ration, makers of Motorola radi 
features such innovations as a special] 
built room, a “Whispering Gallery, 
with walls so shaped that any 
originating at either end is focus: 
huge hemispherical plexiglas reccivers 
at the opposite ends, the faintest whis- 
per being clearly audible at fifty 
Set into the walls of the gallery 
series of devices showing the natur 


of sound and radio waves, and t 
function of air in the transmissic 
sound. 

Large scale models of radio circuits 
demonstrate the principle of amplituc 
modulation and frequency modulatior 
radio reception and _ transmissior 
Stripped radio receiving and _trans- 
mitting sets reveal the essential scic1 
tific principles upen which they depend 
A numbered sequence of a dozen « 
more demonstrations shows the fune- 
tion and purpose of basic types of radi 
tubes and other components of radi 
receiving and sending equipment. 

Foyer exhibits of the “Handi 
Talkie,” “Walkie Talkie,” Guidon set 
ind vehicular artillery radios, and als 
a huge diorama of typical landing 
operations in combat outfits toget 
with police radio installation, high 
light this interesting and instructive 
showing, 

Major Lenox R. Lohr, presi 
accepted the exhibit for the Mus 
stating, “In the ‘Story of Radio,’ what 
ave traditionally been considered « 
uninteresting scientific facts are 
sented in a fascinating and entertaining 
vay. Men and women, boys and g 
vith no previous training or instr 
tions, can learn an important lessor 
electronics and enjoy themselves in th 


process. 


$600,000 Expansion Program 
Announced for Sterling Motors 


Carl E. Johnson, president of Ster- 
ling Electric Motors, Inc., Los Angeles, 
Calif., has announced the current ex- 
penditure of $600,000 for expansion of 
manufacturing facilities. To the com- 
pany’s present three-acre plant wil! 
be added a new 22,000 square foot unit 
Manufacturing processes will be re 
equipped with high-speed productior 
machinery, conveyor belts, manifold 
casting machines and bake ovens. 
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3 “HOT” DEALS 
FOR 


COLD WEATHER 


Profitel 


Act Quick! 








Sassen 


Ne egress 

« NO RED TAPE WITH SOLAR! 

s Here, in the form of free lamps, which are included in these deals, is your 
bonus for any promotional advertising you give te Solar. 

7 @ NO TEAR SHEETS NEEDED 

@ @ NO PROOF OF ADVERTISING REQUIRED 
Pep up your *HEAT-RAY™ promotion and step up your profit. 

s 

” 


LAMP 


VEAL 


INO Pe TU RWS 












11—SOLAR “HEAT-RAY" Infra-Red Lamps 
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DEALER MAKES OVER 37% 


en cokiincnannbnintiassiaminnncbeasiiigs $13.75 
Mmaer Ss PERSIE GOO. ogi. .........ccsccescsescocesesoces 9.25 
Dealer's Normal Profit... cccccccccececeees $ 4.50 
1—SOLAR “HEAT-RAY" Infra-Red Lamp 
EEE Sea ee Lae 1.25 
Le Ey I a pesaciesssciacssnvonepstevensnn $ 5.75 
DEALER MAKES OVER 37% PROFIT ON HIS SELLING PRICE 
HEAT-RAY’’ LAMP DEAL No. B-200 AMBER 
11—SOLAR “HEAT-RAY" Infra-Red Lamps 
(Amber) @ $1.60...... Gites $17.60 
RI WN IN cscs cress cccaacieassnscess 12.00 
Doatan’s TERE PHOT. oo... cssis icc cdicsesssccesce $ 5.60 
1—SOLAR “HEAT-RAY” Infra-Red Lamp 
(Amber? FREE...................... mee ’ 1.60 
DEALER'S TOTAL PROFIT....................0.:ccc0s0008 $ 7.20 


PROFIT ON HIS SELLING PRICE 








o 

r] 
eeeeeODeegaen 
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-_ 4 
Ruby Glass 


SALES OFFICE-IIO WILLIAM 


3 
Gore 


‘“HEAT-RAY”’ 


LAMP DEAL No. 


11—SOLAR “HEAT-RAY" Infra-Red Lamps 
I Too csssssaccunsrsouseesesnsane 


Dealer's Normal Cost 
Dealer’s Normal Profit 


C-300 RUBY 


$30.25 
20.25 
$10.00 





1—SOLAR “HEAT-RAY" Infra-Red Lamp 


(Ruby Red) FREE 


2.75 





DEALER'S TOTAL PROFIT 
DEALER MAKES OVER 37% 


MANUFACTURED BY 


ok WN am 2 one Ghote) a tel vy warel, 


FACTORY AT WARREN, 


STREET, 


PROFIT ON HIS SELLING 


New 


$12.75 
PRICE 


PENNSYLVANIA 


York 7, N. Y. 








SOLAR ELECTRIC CORP. 
110 William St., New York 7, N. Y. Dept. S-10 


NAME 
Gentlemen: 


Please rush the following order to me immediately, 





CITY 





complete with advertising material. 








A-100 "HEAT-RAY" Infra-Red Deals at $ 9.25 per deal 
B-200 “HEAT-RAY" Infra-Red Deals at $12.00 per deal 
C-300 "HEAT-RAY" Infra-Red Deals at $20.25 per deal 


STREET ADDRESS 


JOBBER'S NAME 


ZONE 


STATE 
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“The GOOSE THAT LAID 
THE GOLDEN EGG 
wara Pier!” 


"BILLIONAIRE / 
of BIDDY’ | 


What's a golden egg or two... or a dozen, 


: 


for that matter compared with the 


$7,000,000 daily cash income produced by 
poultry! With every day a pay day on the 
poultry farm, this market makes a 24-carat 
opportunity for prospecting advertisers. 
Stake out your claim by using Poultry 
Tribune — the Farm Magazine that 
makes this pay dirt pay out. wes 74 

farm Journal Ws 


500,000 Circulation 


Member: 

AGRICULTURAL PUBLISHERS’ ASSOCIATION 
AUDIT BUREAU OF CIRCULATIONS 
WATT PUBLISHING CO., Mount Morris, UL 
New York: Billingslea and Ficke. 

Chicago: Peck and Billingslea. 


You can’t afford to leave a “Two Billion 
Dollar Hole” in your Farm Magazine 
Schedule. 1945 cash farm income from 
Poultry and Eggs was $2.577,000,000. 


(Source U.S.D.A.) 


TRIBUNE 


| Aeerea's Leaing Species FARM MAGAZINE | 


Your FARM Magazine List Is Not Complete Without Poalery TRIBUNE 


Hepresentatives 
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Brandon Named Engineer 
for Underwriters Labs. 


Merwin M. Brandon, who has served 
for 25 years with the Underwriters 
Laboratories, has been promoted to the 
post of electrical engineer in that or- 
ganization. In his new position, Mr 
Brandon assumes responsibility for and 
direction of the activities of the elec. 
trical department of the laboratories 
at the Chicago, New York and San 
Francisco testing stations. He also 
will serve as chairman of the electri- 
cal council of the organization. Active 
in the affairs of the International Ass'n 
of Electrical Inspectors and of the 
Electrical Committee (N.E. Code) of 
the National Fire Protection Ass’n, 
Mr. Brandon succeeds the late Rob- 
ert B. Shepard, with whom he worked 
for many years. 


Benjamin Dedicates 
Lighting Laboratory 


The demands for improved product 
development, production and testing 
techniques have been met by the Ben- 
jamin Electric Manufacturing Co., 
Des Plaines, Ill., with the construc- 
tion and dedication of a new lighting 
laboratory. 

Built at a cost of $100,000, the new 
building is part of Benjamin’s three- 
year program of expansion and im- 
provement. It houses five laboratory 
divisions, an electrical section, a physi 
cal test section, a photometric labora- 
tory, an acoustical laboratory, prod- 
uct development and model shops. The 
company manufactures lighting equi; 
ment, sockets, fittings, signal equip 
ment and porcelain enamel products 
including table tops and washing ma 


chine tubs 


Olympic Radio & Television 
Is New Name for Hamilton 


4. A. Juviler, president of the 
Hamilton Radio Corp., 510 Ave. of 
the Americas, New York, announced 
after an August stockholders’ meeting 
that the name of the firm had been 
changed to Olympic Radio & Tele- 
vision Inc. The 11 year-old company 
manufactures the Olympic “tru-base” 
radios which were marketed overseas 
prior to the war and which have been 
produced for domestic as well as 
foreign use since the end of hostilities. 
Other officers of the company include 
P. L. Schoenen, executive vice-presi- 
dent; J. F. Crossin, director of sales: 
ind Morris Sobin, treasurer. 


Westinghouse Holds 
Wholesale Training Schoo! 


A one-week version of a two-week 
training school was attended recently 
by about 50 product specialists and 
sales promotion managers of the West- 
inghouse Electric Corp. appliance dis- 
trict sales divisions at the Mansfield 
Ohio, plant. The idea is to give key 
personnel a short course before the 
regular school, which will be held this 
fall for two weeks once a month, be- 
ginning at a date to be announced later 

Speakers included J. H. Ashbaugh, 
vice-president in charge of the Electric 
Appliance Division; T. J. Newcomb, 
sales manager; C. H. Guy, assistant 
sales manager; Reese Mills, assistant 
manager of the Electric Appliance Di- 
vision; Roger H. Bolin, manager of 
the advertising department, and prod 
uct managers, 
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HARVESTER 


a 
INTERNATIONAL 4 | 
=e | and FREEZERS 


“ i a G f RA 0 RS HARVESTER 


” NEW STYLING 
NEW FEATURES 
NEW CONVENIENCE 


and Vast, Meer Dealer Opportunities 









© Powerful National Advertising ing leadership . . . all, together, back up International Har- 
* -to-Coast National Distribution vester’s great, new refrigeration line. 

- F : It's a product, and a program, to whet the appetite of any 
¢ Effective National Service - alert dealer. For information concerning open territory, com- 
The kind of advertising, distribution and service for which municate with the International Harvester branch nearest you. 

- International Harvester is famous . . . plus prestige founded INTERNATIONAL HARVESTER COMPANY 


on 115 years of outstanding engineering and manufactur- * 180 North Michigan Avenue - ¢ Chicago 1, Illinois 


INTERNATIONAL HARVESTER 
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Baltimore News-Post 


NATIONALLY REPRESENTED BY HEARST ADVERTISING SERVICE 
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THOSE ARE LIVE RADIOS hooked up ready to play, in Wilf Brothers floor cov- 
ering and home appliance store in the heart of Germantown, suburban Philadelphia. 
If you could see the vacuum cleaners, you'd find that they're all set to clean, too. 
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Chameroy Heads Sears 
Radio Department 


New supervisor of the Sears Roe- 


buck and Co. radio department is 
\rthur T. Chameroy, former manager 
f the testing and development labora- 
tory, who replaces Parker E. Wiggin, 
resigned Richard S. Burke, recently 
released from the Navy, will t 

] ul of the laboratory 


Affiliated Retailers, Inc., 
Names Perkins 


Robert O. Perkins has le aj- 





ROBERT O. PERKINS 


Inc., to succeed Erwin Timko, now 
affiliated with S. Kann Sons Co. Mr. 
Perkins was formerly director of pro- 
luction and procurement for the Fair 
child Aircraft Corp. Prior to that he 
was division manager of the stove de- 
partment for Sears, Roebuck and held 
4 similar capacity with Montgomery 


\\ ard 


Pittsburgh Gimbel's Names 
Lavine Assistant Buyer 


The new assistant buyer of radios 
and phonographs at Gimbel Brothers’ 
Pittsburgh store is James Lavine, re- 
cently returned from the Marine 
Corps. In his newly created and newly 
filled job, Mr. Lavine will assist I. 
Brown Bricker, appliance buyer. 
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Harrison's Features 
Appliances in New Location 


Major and_ traffe appliances ha 
been moved to a new main floor lo« 
tion in Harrison’s department stor: 
357. Central Ave., St. Petersburg, 
according to A. L. Schelm, gene 
manager of the two Maas-owned Har- 
rison stores in that citv. Mr. Schelm 
also announced that Clint Reinhard 
and Jack Coit have joined the fir: 
manager and assistant manager, 


$ ectively, of the new section. 


Gold & Co. Moves 
Appliance Dept. 


Gold & Co., Lincoln, Neb., ce 
ment store, has moved its major aj 
ance department from the fifth to t 
second floor of its store. 


Famous-Barr Launches 
Specialized Selling 


Famous-Rarr, St. Louis department 
store, has developed a new sales 
management plan for major appliances, 
under the direction of buyer Al Fra: 
cisco, which embodies specialized sell 
ing of specific appliances. Washers 
will be sold only by washing machine 
specialists and the same method will! 
hold true for refrigerators and ranges 
Women are expected to predominate 
the sales force in all items except 
refrigerators. Under the plan, sales- 
men will spend alternate days in the 
field making follow-up calls or 
“demonstrations” to new appliance 
owners with the added purpose of ob- 
taining new prospects. The store plans 
to make two call backs per year to 
check on the appliances. 


Sherman & Clay Postpones 
Portland Appliance Opening 


The Sherman & Clay department 
store, Portland, Ore., of which Paul 
Irwin is manager, has prepared spaci- 
ous quarters on the second floor .for 
an appliance department, but has post- 
poned its opening until a sufficient 
backlog of appliances can be acquired 
to make a creditable showing. 
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Dealers are "cashing in” on 


EXCLUSIVE 
SELLING FEATURES 
WERFUL 


and PO 
FACTORY HELPS 


nee Advertisements like this j 
Psssead — tional Magazines & 
Combustionee 





Old Coal-Furnaces, Or Boilers, give 
New Home-Heating Splendor as 


Stoker Fire-Bed 
"BREATHES” 


—-~\ Now anyone with any coal- You Can Actually SEE Its 


furnace not in disrepair can : 

Pulsating Action 

| waken on bitter-cold morn- : g 

ings to a house delightfully It keeps the fire a/ways under better 

warm. And never again have drafty control than a professional fireman 

chill from room to room. Nor need could, even with the best of firing by 

~ Sol aby - . 

to worry longer about temperatures hand. So coal is saved! Home tem- 

first up to 90°," then soon after too- peratures are uniform! And furnace- 

cool-for-comfort. This new type of worry, constant shoveling, and the 
: ; . . , 

coal stoker named Combustioneer, lugging of ashes are done! 


is a health and comfort sentinel. Thousands say they regret very 


it fires automatically, by thermo- much not having had their Combus- 
stat, in a way that now obsoletes old- tioneer sooner. Thousands more 
fashioned coal-stoker operation. In- place orders now for new Combus- 
stead of merely “grinding in” coal, tioneers. See your local Combustion- 
then leaving it to burn by hit or miss, eer dealer. Send for our BIG “New, 
Combustioneer feeds from hopper Glorious Home Heating and Econ- 
(or bin) to fuel-bed by gentle im- omy” COLOR BOOK FREE. It's 
pulses. These impulses, as they stop full of true-life pictures, modern 
and go, loosen and “free” the fire- examples, advice from Combustion- 
bed—much as you do while burning eer owners. You'll like it. Write us, 
leaves to get air throughout the pile. obligation, today! 


Combustioneer works the same Home Heating Engineer 

way. Air that is forced in measured THE STEEL PRODUCTS ENGIN. CO, 
and metered amounts by Combus- 1227 W. Columbia St. Springfield, Ohio 
tioneer’s exclusive Automatic Re- 

spirator reaches every burning par- 

ticle! So this pulsating “breathing” 

fuel-bed, a miniature “forge” in your 

furnace, extracts every possible degree 

of heat from every ounce of coal. 


Cmbustionen \ 


AUTOMATIC COAL STOKER 
FOR HOMES, APARTMENTS AND FACTORIES 
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NOTE: 


Every day, more appliances and replace- 
ment parts are becoming available to you. 
As the right ones come along, small inven- 
tories and a supply of ready cash will 
enable you to provide your customers with 
what they want, when they want it. Serve 
your community with efficient, sales-pro- 
ducing methods; eliminate the necessity 
for back-breaking inventories; move your 
suppliers next door—specify Air Express. 





Tie Your Business to the 
MONEY-MAKING SPEED 


of Air Express 


How 


slowe dl 


often has your business been 


down in recent months 


hecause you didn t get something 


quick 
didn't spe 


bet auuse you 


livery by Air 


mavbe. 
ify de 
xpress! 
Since a day s delay in delivery 
an cost a lot of money. the creat 


speed of Air Express is actually 





It brine. 


vour farthest-away supplier wit! 


a money-making tool. 


in a matter of hours from your 


door and at rates which have 
heen drastically reduced. 22°, 
since LO making this sers 
we a more “economical must” 


than ever in the nation’s busine-s 
structure. 


Specify Air Express-a Good Business Buy 


Shipme nts go evervwhere 


at the speed ol 








flight between princip il LU. S. towns and RATES CUT 22% SINCE 1943 (U.S.A 
ities, with cost including spec ial pi k-up a] 2h | sme. | 25 me | Om lea 
ind delivery. Same-day delivery between ac sioo S00] si23) 30 
nany airport towns and cities. Fastest air- mae ate -.- i 
; } ; ) f 92 000 ft ° li sae | tar] 12 sel 6 val 15 3% 
all service to and trom 20, off-airtine roe | oer! saat wast 07% 
communities in the United States. Service | 3360 —— 17.46) 124] 7001 
. - ° Over j 
direct by air to and from scores of foreign [se |") 24) "*) nla] — 
ountries in the world’s best planes, giv- Ud ALSO REDUCED 


PAGE 


ig the world's best serTy\ if e 









ZSS 


GETS THERE FIRST ——— 


Write aged for the Time and Kat 

Schedule on Air -_ ress It p 

i inating facts t help you 
any a shipping pro ‘ble om. Air Expr 

Divisi Railway Express Peis ab ‘ 

230 Park Avenue, New York 17, Or a-k 

for it at any Airline or Railway Expres. 


Phone AIR EXPRESS DIVISION, RAILWAY EXPRESS AGENCY 
Representing the AIRLINES of the United States 








Taylor's Is Ready to Sell 


uae 
DDL TANS 


Pye ae 


H()\iC \P 





REFLECTING the current trend among department stores to bring their appliances 
departments downstairs and put them into the open is this new Home Appliance 
Shop of William Taylor Son & Co., Cleveland, Ohio. Formerly on the seventh floor 
the department now is exposed to pedestrian traffic on Euclid and Prospect Avenues. 








SHOW-WINDOW KITCHEN: This kitchen is a permanent display in one of Taylor's 
show windows. An operating electric kitchen and laundry is set up within the store 
itself for demonstrations. Total floor space of the new department is twice what it 
was in the old upstairs location. 





INSIDE VIEW: A portion of the shop's interior is revealed by this photograph. The 
department is well stocked with samples of refrigerators, ranges, washers, ironers, 
and electric sinks. Orders are taken for future delivery without deposit, says W. B. 
Kirby, manager of appliances at Taylor's for seven years. 
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Goldeu Crescent farmers are "UP IN THE AIR” 


their planes. This is the largest farmers’ flying 
club in the country. 


These facts give you one angle on the alert type of 
people—and the type of market—you find among the 
three million farm folks of He Golden Crescent. 


A market for airplanes, of course—but also a con- 
centrated; able-to-buy market for almost anything 
you can name in the way of goods that add to 
modern comfort, convenience and efficiency. Right 
now, with money to spend, these farm people want 
a great variety of branded, advertised goods which 
war restrictions have denied them. 





@ Progressive, air-minded farmers of Fe Golden 
Q@rescent are trading in the Old Gray Mare for a Don’t overlook so lucrative amarketas See Golden 


stream-lined plane. Throughout the three states— Crescent { Here's a place to tell y ad sales story, 
Michigan, Ohio and Pennsylvania—rural flying thoroughly and economically, using only three 
organizations are being formed. The publications. These well-read, well-trusted maga- 













Ohio Flying Farmers, recently organ- zines—MICHIGAN FARMER, OHIO FARMER 
ized, held a field day which attracted and PENNSYLVANIA FARMER-—reach 7 out 
340 farm people—222 of whom hold of every 10 of these 3,000,000 farm folks in 


pilot licenses, and 160 of whom own The Golden Crescent. 


The Golden Crescent 


“Your distribution may be national, but your selling is always LOCAL” 


Copyright 1946, Capper-Harman-Slocum, Inc. 


OHIO FARMER e MICHIGAN FARMER e PENNSYLVANIA FARMER 


CLEVELAND DETROIT HARRISBURG 
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Electric Switch Timer E-34 . . . is espe- 
cially designed to control electrical appliance 
outlets on electric and gas ranges, conven 
tional washing machines, X-ray and photo 
graphic timers, sun lamps, battery chargers. 
At end of timing period—up to 30 minutes 
it shuts off appliance automatically. 


Electric Switch Timer E-33 . . . is iden- 
tical but switches appliance on. Both are 
rated at 15 amps.—115 volts. Also models 
for 15- and 60-minute intervals 


Electric Clock Timer C-40 


to 12 hours. It turns on radio and television 


. times up 


sets, electronic devices, process timers, roast- 
ers, gas range controls. Rated at 15 amps. 
115 volts 


Electric Clock Timer C-39 is iden- 


tical but switches appliance off 


C-28 Telechron Automatic Radio Clock 
Switch 


sets at desired times. Simply pull out the 


. this Pre-selector turns on radio 


metal keys. Each key governs one 15-minute 
period. Selected program is turned on and 
off automatically. Other programs may be 
selected in advance for a full 10-hour period 
Dial is styled to blend with customer design. 


Telechron Automatic Radio Clock 
Switch C-32 identical to C-28 but fea- 


tures attractive plastic keys 


New Telechron Switch Timers for 


new Home Appliances and Radios 


Now Telechron synchronous elec- 
tric timers are being built to meet 
a wider range of needs than ever 
before. New switch timers to be 
idded to the line do more jobs 

ore effectively. Two new models 
both control and time. Both turn 
switches on or off. Both are 
adaptable to a broad variety of 
ndustrial devices and electri 
home appliances. Kitchen ranges. 
Washing machines. Radio and 


television sets. Electronic devices. 


TELECHRON INC., ASHLAND, MASSACHUSETTS 
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Process timers. Many more. And 
they bring to your products the 
plus advantages of Telechron de- 
sign and precise engineering. 
Telechron all-electric switch 
timers never have to be wound - 
never run down. They are ac- 
curate and dependable. Precision 
construction and exclusive capil- 
lary lubrication assure long life 
and trouble-free service. For full 
details. write or wire Industrial 


Sales Division, Dept. G. 


Telechron 


CLOCK TIMERS 


FROM THE WORLD'S FAR CORNERS: Symbolic of the spread of radio through- 
out the world is this picture of six Chinese radio engineers from Central Radio Mfg 
Works, Shanghai, who are studying servicing at the Philco Corp's. Philadelphia plant 
Philco reports that preliminary orders from Central indicate that it may develop inte 
one of the company’s largest export distributors. 
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Helmer Heads All Butler 
Radio and Appliance Branches 


©. H. Helmer. former branch man 
ager of appliances in the Chicago out 

t Butler Brothers, has been pro 
moted to a newly created post, head of 
radio and appliance divisions in all 
branches. He is succeeded in his 
former position by W. A. Kilmer, re- 
cently affiliated with Wieboldt’s, Chi- 


azo 


Silver Appliance Buyer 
for Milliron, Los Angeles 


Frank Silver has joined the staff of 
Milliron’s Fifth Street Store, Los 
Angeles, Calif., as appliance buyer to 
succeed Arthur Leslie. Mr. Silver 
was connected with the appliance de- 
partment of the firm’s Broadway store 
before serving in the AAF during 
the war 


Gordon Promoted to 
Buyer by Davison-Paxon 


Melvin T. Gordon, assistant buyer 
of radios and records for Davison- 
Paxon Co., Atlanta, since his return 
from military service last January, 
has been promoted to buyer in the de- 
partment. 


Cary Manages New Hens 
& Kelly Appliance Dept. 


Harry R. Cary, appliance buyer for 
Hens & Kelly, Buffalo department 
store, is planning and will manage the 
new appliance department soon to be 
pened by the firm. Hens & Kelly 

sed merchandising appliances dur- 
no ¢t} ar ll reectahlict he de 

ig the war and will reestablish the de- 





partment in the basement, featuring a 


complete line of major appliances. 


Hudson's Bay Names Riley 
to Merchandising Post 


Albert Riley, manager of the major 
appliance department at the Hudson's 
Bay Co's. store in Calgary, Alta., 
Canada, has been appointed assistant 
merchandising manager for the com- 
pany at its Edmonton department store. 


OCTOBER i, 


Kaufmann Co. Opens 
Appliance Department 


\ complete electrical appliance and 
home furnishings department has been 
opened by Charles A. Kaufmann Co., 
Ltd., 1712 Dryades St., New Orleans, 
under the management of C. P. Ed- 
mundson. The new department occu- 
pies 14,000 square feet of space. 


Rhodes, Seattle, Enlarges 
Appliance Departments 


The Rhodes department _ store, 
Seattle, Wash., is enlarging both its 
major and minor appliance depart- 
ments. Under the management of Carl 
D. McCullough, housewares are to be 
pushed forward as a major depart- 
ment. H. C. Britte is head of major 
appliances and radios. 


Korten's Prepares 
New Longview Store 


Korten’s, Longview, Wash., depart- 
ment store, is preparing new quarters 
a block away from its present home. 
The new home will be completely mod- 
ern. Jack Rollings, manager of the 
appliance department, recently added 
a full time home economist to his 


staff. 


S & L Names Weidler 
Appliance Manager 


Yale J. Kay, manager of the Salkin 
and Linoff department store in Spring- 
field, Ill., has announced the appoint- 
ment of Lester Weidler as manager 
of the appliance and furniture de- 
partments. 


Separate Appliance Shop 
for Fifer's, Boise 


Separate quarters have been estab- 
lished for the Appliance and Record 
Shop owned by R. A. Fifer’s furniture 
and appliance store, Boise, Idaho, in 
space formerly occupied by the Gem 
State Electric Co. Records and radios 
occupy the rear of the shop while a 
St. Charles kitchen, Norge equipped, 
will display major kitchen equipment. 
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TOASTER 


OVEN-TOASTING 
DESIGN*® 
















En 


IS MANUFACTURED BY MERIT- MADE 
OF FINEST COMPONENTS TO PROVIDE 


Quick. Thorough Heat 


There's a good reason why housewives are so pleased with E-Z Flip's 
quick, thorough toasting. The element in E-Z Flip is not a ready-made 
assembly unit; wound by hand, it is made of the finest materials by Merit- 
Made's own craftsmen. This fine heating element plus E-Z Flip's famous 
Oven-Toasting Design* quickly dehydrates the bread, making crisp, 
delicious toast. Every E-Z Flip carries a 1-year guarantee plus a 4-year 















MIRACLE-ACTION 
BUTTON OPENS 
AND CLOSES 
THE DOORS... 
TURNING THE 


warranty. 


See your local distributor or write for his name 


MERIT-MADE, INC. MERIT BLDG. 33-37 FRANKLIN ST., BUFFALO 2, W..Y. . In Canada: Merit-Made, Ltd., Fort Erie, Ontario 


*Pat. Pend. 


ee 


Creators of 
E-2 FLIP © TY-MATIC © MONO-CHEF © DUO-CHEF 
Toasters 





| 
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New Improve 








New Fan-Type 
EVERHOT HEATER 


@ Quick, quiet, light, smart. The 
instant flow of heat is directed 
down, out and around sweeping 
the chill from even a large room, 
The 4-blade fan, heating ele- 
ments, motor-speed and housing 
design are engineered as a unit. 
Write for specification data. 


EATERS 


This familiar Everhot big 
value, big capacity con- 
vertible heater is restyled 
and refined. .. More effi- 
cientreflecting area.Finer 
appearance. Radiant or 
circulating heat at finger 
tip. Automatically shuts 
off when tipped over... 


Write for specifications. 





THE SWARTZBAUGH MANUFACTURING CO. 


TOLEDO 6, OHIO ° 


ESTABLISHED 1884 


EVERHOT 
PRODUCTS 


ROASTERS...HEATERS...APPLIANCES 
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Hamburg Brothers /.ppoints 
Krakover Appliance Manager 


\. J. Krakover, who has been with 
Hamburg Brothers, Pittsburgh, for 15 
years, has been appointed manager in 
charge of traffic appliances. The com- 
pany recently received a franchise to 
merchandise Thor Automagic dish 
and clothes washers and the Vor- 
nadofan 


May Co. Conducts Laundry 
Forum for Denver Women 


In cooperation with the Larson Dis- 
tributing Co. and Bendix Home Appli- 
ances, Inc., the May Co., Denver, 
recently conducted a laundry forum 
to give housewives an insight into the 
care of fabrics. The three-day forum 
was reputed to be the first of its kind 
in the country. Miss Edwina Nolan, 
director of the Bendix Home Laundry 
Institute, conducted the classes which 
dealt with principles of home launder- 
ing, laundry planning, stain removal, 
and the “doing” of a typical family 
washing. Arrangements for the 
forum were directed, for the store, by 
William J. Ahern, divisional sales 
manager, and Catherine Frace, fashion 
and sales promotion director; for 
Larson, by Otis L. Larson, president; 
for Bendix, Miss Cheleski and L. F. 
Dahl, Bendix sales manager. 


Bry Features Farnsworth 
at Appliance Shop Opening 


3ry’s Department Store, Memphis, 
Tenn., featured Farnsworth radios 
and radio-phonograph combinations at 
the recent opening of its new appli- 
ance department. The department, 
located on the first floor, is separated 
from the main store by an iron gate. 
Stewart Power is department man- 
ager. 


Rhodes-Collins Opens 
New Store in Raleigh 


The newly enlarged and remodeled 
store of the Rhodes-Collins Furniture 
Co., Raleigh, N. C., was opened re- 
cently at the corner of Wilmington 
and Martin Sts. The company carries 
Westinghouse, Philco, Admiral, Mo- 
torola, and Perfection products. 


Milwaukee Store Plans 
Home Appliance Outlet 


The Boston Store, Milwaukee, Wis., 
is remodeling a building at 7116 West 
Greenfield Ave., for occupancy by its 
home appliance and radio department. 


Hyman Named Appliance 
Buyer at Burdine’s 


John A. Hyman has been appointed 
major appliance buyer for Burdine’s, 
Inc., Miami, according to an announce- 





JOHN A. HYMAN 


ment by James Baxter, merchandising 
manager. Mr. Hyman has been an 
employee of the company for six years. 


Gimbel's Starts 
Tele Broadcasts 


Philco station WPTZ and Gimbel 
Brothers cooperated on May 29 to com- 
mence the first regularly scheduled 
series of department store sponsored 
television broadcasts. The 13 week 
series features Uncle Wip and a cast 
of children in a “Gay Nineties Revue” 
at 8 p. m. EDST each Friday evening. 
It represents the first regularly spon- 
sored series of studio programs to be 
presented by Philco in 14 years of 
television broadcasting, declared Ernest 
B. Loveman, head of the Philco Tele- 
vision Broadcasting Division. The 
show includes television commercials 
which present clothes fashions, tips on 
gardening and camping, and ideas for 
vacations. 
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WASHER WATCHERS: All eyes and ears are these Girl Scouts, members of a 


junior home-making class on electricity and its uses. The Bendix automatic is doing 


its stuff for them, with Mrs. Lydia Pope, home service adviser of the Florida Power 
Corp., St. Petersburg, supervising. 
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ELECTRICAL PRODUCTS ADVERTISED 
IN WOMAN’S HOME COMPANION 


Admiral Refrigerator Easy Spindrier Philco Refrigerator 
Admiral Radio & Radio Estate Heatrola Range 
Phonograph 


Sentinel Radio 
G-E Home Appliances Silex Appliances 


Bendix Home Appliances Sunbeam Home Appliances 
. | Launderall Automatic Home 
Bendix Radio 


Laundry Thor Automagic Washer 


Casco Heating Pad 7 & Gladiron 
Manning-Bowman Appliances 


Dormeyer Home Appliances Maytag Washer & Ironer Universal Appliances 





Look! A never-ending stream of extra 
profits... that’s the opportunity I get 
out of this picture. I'll just display 
these products with a copy of 


the Companion. You see, Companion 





advertised products move even 








faster when displayed with a copy 





of the magazine! There’s 


a ba 


--- see for yourself! 








tra profits 


WOMAN’S HOME COMPANION 


250 PARK AVENUE, NEW YORK 
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“Will you be ready 


for me@-and thousands 
more who soon will want 


a TRILMONT eater ?” 


CHILLY DAYS ARE HERE—days when home-owners 


and apartment 


dwellers first feel the need for an 


auxiliary room heater... To get more than your 
share of this business be ready with the TRILMONT 
Safety Electric Heater — America’s best-known and 
fastest selling heater in its price class—a price that 
assures you more profit per unit than your gross 
heaters! The time to 


order is NOW ...so don't delay. 


receipts from convent ynal 


The Trilmont is furnished in two colors 


—ivory or brown, and two sizes — 


Model A — 1200 Watts — 10 Amps @ 120 Volts 
Model AA — 1320 Watts — 12 Amps @ 110 Volts 


Write us today for name of nearest Distributor 





— 





Advertised in, and 
Warranted by 


"GOOD HOUSEKEEPING” 


OPA APPROVED PRICE 


$3300 Including Excise 
Tax and Detachable 


Cord Set.95cExtrainZone#2 f& 


Ly te 


WARMTH WITHOUT WORRY 


TRILMONT PRODUCTS COMPANY 


24th & WALNUT STS + PHILADELPHIA 3, PA. 
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GETTING AN EARFUL of Paul L. Chamberlain's (right) explanation of the new 
G-E electronic reproducer, latest company development for noiseless record playing 
are, left to right, E. P. Toal, sales manager of the standard line of receivers; W. M. 
Boland, electronics district manager from San Francisco; H. W. Mandernach, elec- 
tronics district manager in New York; and W. M. Skillman, district manager in Dallas 
The managers gathered in the Bridgeport plant following a special sales meeting. 








LEAGUE ACTIVITIES 





Sanders Elected to Head 
Pacific Coast Association 


Milton G. Sanders, vice-president in 
charge of sales for the Central Ari- 
zona Light and Power Co., was 
recently elected president of the Pacific 
Coast Electrical Association M. G 
Sues was re-elected to the vice-presi 
dency for the southern section and 
4. G. Jones was chosen to a similar 
position for the northern section. 


Close Votes Mark San Diego 
Bureau Officer Elections 


Several directors of the Bureau oi 
Radio and Electrical Appliances of 
San Diego County, Calif., were named 
to their new posts in recent elections 
by margins of less than half a dozen 
ballots. New president of the organ- 
iZatior is Lou Wit se, Wiese’s Ltd... 
vho succeeds Frank J. Guasti. First 
vice-president is O. G. Thompson, 
G-E Supply Corp., and second vice- 
president is Robert L. Swearengen, El 
Cajon Supply Co. New treasurer is 
Sam L. Hall, Electric Supplies Dis- 
tributing Co 

The Bureau has initiated what it 
describes as its “first honest-to-good- 
ness campaign .. . to sell something” 
since the war with a promotion of 
table model radios which began on 
September 20. Purpose of the cam- 
paign is to stimulate confidence in the 
quality of radios now being produced. 


Cleveland League Resumes 
Home Lighting Activity 


The Electrical League of Cleveland 
has resumed its home lighting activity 
which was suspended during the war 
years and has completed training two 
classes of young women who will serve 
as home lighting advisers. 
ization is 


The organ- 
also conducting two sales 


training courses for dealers 


OCTOBER 1, 


West to Absorb 13°/, of 
Appliances, League Told 


R. J. Cordiner, vice-president of 
the General Electric Co., speaking 
recently before the California Elec- 
trical League, reported that his com- 
pauy looks to the West to absorb 13 
percent of all the electrical appliances 
manufactured in the nation. Of elec- 
tric ranges made, 16 percent, he said, 
will be sold on the Pacific Coast, while 
25 percent of the water heaters will 
be installed west of the Rockies. His 
estimate of the electrical market on 
the Pacific Coast was upward of a 
quarter of a billion dollars. 








WARMING UP: "Cuddles" Marshall, 
right, New York Yankee pitcher, isn't 
warming up in the usual baseball way, 
but the General Electric Co. claims that 
their automatic electric blanket keeps 
his pitching arm hot between innings. 
Catcher Aaron Robinson huddles in a 
more conventional warmer while trainer 
Ed Proelich adjusts the controls. Bill 
Dickey, Yankee manager, is credited with 
pioneering in the use of automatic blank- 
ets to keep his players warm. 
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radios 


ELEC 











retailing future iooks 


thes 


sae sir, the radio 
mighty attractive 

Especially with plenty of customers ready to 
snap up anything that’s a nationally accepted 
radio. 


days. 


But what IF the old trade practices return. 


Wilk you still be if the 


cutting, the dumping, the high pressure pro- 


sitting pretty price 


motions, the hoop-la, and the camouflaged dis- 
counts begin? 

Sparton dealers aren't worrying! 

They're building for a solid future on the 
only proven exclusive dealer policy in the 
$.C.M.P.° 
nightmare or no, 
they ll still be getting top-quality Sparton 
radios direct from the factory at a price that 


Sr 


whole radio retail field . . . the 


Come another retailing 
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appeals to the mass market and returns a 
profit too. 


They Il still be getting all the benefits of the 
Sparton national advertising that reaches their 
respective areas. 

1 hey ll really be sitting pretty. 
More and more Sparton radios are being 
produced each day ... combinations and table 
models of unparalleled craftsmanship in mag- 


nificently designed cabinets. They are not 
heing slapped together for easy sales today. 


They are superb examples of craftsmanship 


that we're proud to name “Sparton” and Spar- 
ton dealers will be proud to sell. 


It pays to be a Sparton dealer! 
Plant 5 


THE SPARKS-WITHINGTON CO., JACKSON, MICH. 


Radio and Appliance Division 


Radio’s Richest Voice 


‘S.C-M-P- 


1946 


1926 


Since 


UW you still be sitting pretty 7 


| 
| 
| ONE 





@ Products styled by 


qulon 


DEALER 


ype 


in each community 


Check These 


Profit-Increasing Features 


One exclusive dealer in each area 
Direct factory -to-dealer shipment 
Low consumer prices 
National Advertising 


Factory prepared and distributed 
promotion helps 


Seasonal promotions 
Uniform retail prices 


outstanding 


designers 


SPARTON CO-OPERATIVE MERCHANDISING PLAN. An exclusive 
method of profitably retailing radios and home appliances that has been 


and is being advertised regularly to consumers in leading magazines. 
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For APARTMENTS ... FACTORIES... HOTELS 
... OFFICES... STORES... INSTITUTIONS... 
LAUNDRIES .. . DAIRIES AND NUMEROUS 
OTHER APPLICATIONS. 


PEERLESS Fire Guard offers a commercial-industrial 
line that makes selling easy . . . The QUALITY built 
into this Stoker assures longer life—less maintenance 


and greater economy. 


Peerless Fire Guard represents the ultimate in design 
achievement. All the wealth of Peerless 62 years’ ex- 
perience has been poured into this . . . the outstand- 


ing Commercial Stoker on today’s market. Flawlessly 


Sn eg 
~~ —>. — a ii en? . SF 
*) J 


engineered for TOP efficiency. 


~ 
















— 


MANUFACTURING CORPORATION 


tecoarenatece 


LOUISVILLE, KENTUCKY 


SInceE t3ee4 






























































len 


EY Tippeo PROMOGREE 


COUNTER STAND FOR RUBY: The Duotone Co., announces the above pictured 
counter stand to display their Ruby phonograph needle. Eliminates flimsy easel 


and shows needle in lucite package. 








NEW LITERATURE 
AND SALES HELPS 











Hill-Shaw Co. 


Two new leaflets have been issued by 
the Hill-Shaw Co., 311 N. Des Plaines 
St., Chicago, Ill., for the dealer’s 
counter, illustrating and describing 
Vaculator products. One shows the 
2-heat hot plate stove for coffee mak- 
ers, and the other shows the 6-heat, 2 
burner table stove. 


The F. E. Myers & Bro. Co. 


A new catalog has just been an- 
nounced by the F. E. Myers & Bro. 
Co., Ashland, Ohio, called Myers Store 
Display and Sign Program. It con- 
tains photographs and specifications of 
island and wall displays, and a section 
devoted to identification signs for 
stores, trucks and roadside advertising. 
The catalog is in loose leaf form, so 
that more material can be added. 


Concord Radio Corp. 


A new bulletin and supplement to 
their catalog has just been announced 
by the Concord Radio Corp., 901 W. 
Jackson Blvd., Chicago 7, Ill. The 
offerings include hundreds of hard-to- 
find, long-sought items. Free copies 
are available on request. 


Burkaw Electric Co. 


Raymond Weyl, president of the 
Burkaw Electric Co., New York, has 
announced the appointment of Emanuel 
Heller as director of sales and adver- 
tising to have full charge of the mer- 
chandising of the company’s new line 
of phonographs. 


Ebco Mfg. Co. 


A new folder has just been an- 
nounced by the Ebco Mfg. Co., 401 
W. Town St. Columbus 8, O. It 
contains five photographs and complete 
specifications of their Oasis electric 
water cooler, model OP-10. 


National Retail Furniture Assn. 


Publication Sept. 1 of the first 
entirely complete, authoritative trade 
directory ever attempted in the home 
furnishings industry was announced 
recently by the National Retail Fur- 
niture Assn., 666 Lake Shore Drive, 
Chicago 11, Ill. The directory classi- 
fies and indexes 12,000 products made 
by 6,000 home goods manufacturers, 
developing more than 120,C00 product 
supply sources. All classes of home 
furnishings are included, with the 
products classified to reflect use, mate- 
rial, finish and style characteristics, 
permitting merchandisers to buy gen- 
eral lines or specific products by any 
one of the four groupings. The 500- 
page 9 x 12 directory will sell for 
$12.50 before and $15 after publica- 
tion, postage prepaid in the U. S. 
General categories of merchandise in- 
dexed, included 40 pages of “brand 
names”, are: furniture, floor cover- 
ings, bedding, appliances, fabrics, 
shades, blinds, gifts, artwares, house- 
wares, wheel goods, operating supplies, 
and equipment. 

















PHILCO PRESENTS! Now appearing 
on the floors and in the windows of 
dealers throughout the country, this dis- 
play features 16 to 18 radios at one time 
with floodlights in a recessed top. 
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WHERE WILL YQZ BE 
IN THE COMPETITIVE 
SCRAMBLE FOR MARKETS? 














uP hmoke 























+—THE 
LEADERS? 



















































































— iH) 


















































ee S. ~ 





OR DOWN AMONG 
THE ALSO-RANS? 


NOW... cuart YOUR COURSE TO SUCCESS IN THE HOME APPLIANCE FIELD 


WITH THE CHICAGO TRIBUNE'S FID ARE E COODS STUDY 


ee 








Will YOU survive? Can you keep your head above 
water in the intense competition now shaping up in 
the appliance field? With new firms bidding for 
business, with established firms broadening their 
lines, expanding their operations, the day will soon 
come when potential production may exceed con- 
sumer capacity! 

You CAN survive . . . when you use the Sales 
Plan we have set up for you. It will enable you 
to get your share of the Great Chicago Market 
at a profit. It'll help you plan your merchandising 
and advertising strategy . . . spot your dealers 
most effectively . . . strengthen your competitive 
standing. 

This is no ordinary plan. It’s a complete, co- 
ordinated Program. It is based upon the most 
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intense, exhaustive study of consumer and dealer, 


needs and activities ever made of so great and 
responsive a market. It is built upon an analysis 
of more than fwo million statements given us through 
personal interview with 10,850 families and 2,049 
dealers in the area. 

From our “Durable Goods Study’ we have 
learned, among a great many other facts: 


1 How many of each type of appliance will be 
bought within the next year. 


2 Where they will be bought—by area and by 
type of store. 


3 How much will be paid for them. 


¢ 4 The factors influencing their purchase. 


AMONG CONSUMERS AND DEALERS...IT’S YOUR KEY 
TO MERCHANDISING AND ADVERTISING STRATEGY! 


5 That 63.4% of them will be bought by Tribune 
readers. 


We want you to have this Sales Plan, and 
the Durable Goods Study upon which it is built. 
Write today to C. S. Benham, Manager, National 
Advertising, Chicago Tribune, Tribune Tower, 
Chicago 11, Illinois. 


You can reach 63.4% of the 
$414,757,552 home appliance 
volume in the Great Chicago Market 
when you place your message be- 
fore Tribune-reading families. No 
other medium covers this market so 
effectively or economically. Tribune 
rates per 100,000 circulation are 
among the lowest in A nerica 





CHICAGO TRIBUNE 


The Worlds Greatest Newspaper 


July average net paid total circulation: Daily, over 1,075,000; Sunday, over 1,450,000. 
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EVERY RANGE f/m 
SALESMAN SHOULD Metta 
HAVE THIS 


Frit, Fiddlboue 


Salesmen will find a wealth of valuable material in this 
free, pocket-size handbook — chock-full of interesting 
pictures, diagrams and basic information on modern 
range cooking and how to sell it. Telling the story of 
“Measured Heat”, this book explains the fundamental, 
scientific principles of roasting, baking, whole meal cook- 
ing, etc. Common cooking failures are analyzed and 
remedies suggested. 

Newcomers to the kitchen appliance field will find 
each page of this 38-page book crammed with helpful 
facts, figures and tips that would ordinarily take years of 
experience to accumulate. Moreover, for old-timers on 
your staff, it is like a “refresher” course to bring them up 
to date with new ideas and methods on range cooking 
and range selling. You can use this handbook as a basis 


for your sales training program. Write for your free 
copies today. 


FREE — a copy for each of your salesmen. Write for 
“More Income for Electric Range Salesmen”’ today. 







Even More Than Before YOU CAN DEPEND 


"OOCMA 
THERMOSTAT COMPANY 


YOUNGWOOD, PENNSYLVANIA 


ee. 
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NEW LITERATURE 
AND SALES HELPS 











Evans Products Co. 


Distribution of the Evans 1946 home 
heater and water heater service manual 
is announced by C. C. Van Wagoner, 
service manager of the Heating and 
Appliance Division of Evans Products 
Co., 15310 Fullerton, Detroit, 27, Mich. 
[he 46 page manual, bound in blue 
leatherette and illustrated with 82 
photographs and illustrations, contains, 
in addition to sections on installation 
and servicing, chapters on the basic 
theory of combustion, causes and cor- 
rections of heat losses in homes, meth- 
ods of determining heat loss, function- 
ing of chimneys and drafts, and a chart 
of United States climatic conditions. 
The climatic chart lists average, low- 
est, and design temperatures, and pre- 
vailing wind direction and average 
velocity in each state. 

The manual contains 12 pages de- 
voted to correct installation, illustrated 
with 21 photographs and sketches, and 
a four-page supplement on the opera- 
tion of oil control valves. Data sheets 
for Evens 1938-1946 home heaters and 
water heaters give model numbers, 
BTU output, burner size, cubic centi- 
meters of oil flow per minute at high 
and low fires, and draft on high fire. 


Garod Radio Corp. 


Publication of a new series of service 
and instruction booklets has been an- 
nounced by the Garod Radio Corp., 70 
Washington St., Brooklyn, N. Y., cov- 
ering their post-war line of table 
radios, portables and _ radio-phono- 
graphs. The bulletins include circuit 
diagrams, tube arrangement, electrical 
specifications, alignment procedures, as 
vell as operation and installation notes 
[hese bulletins are available from the 
manutacture! 


Electromode Corp. 


“Heating the Modern Home Elec- 
trically” is the title of a new 20-page 
brochure, 46-D, released by the Elec- 
tromode Corp., 45 Crouch  St., 
Rochester 2, N. Y. This book dis- 
cusses the trend toward electrical 
home heating and contains much fac- 
tual data of interest to electrical con- 
tractors, dealers, and power companies. 
Electromode portable heaters and wall 
heaters are illustrated with complete 
specifications. This book also de- 
scribes the patented Electromode heat- 
ing element which does away with all 
fire, shock, or explosion hazards. 

The advantages of home heating 
electrically are described in a new 
folder 6-46 issued by the Electromode 
Corp., Rochester 3, N. Y. Complete 
specifications are listed on the Bilt-in- 
Wall series of heaters and the Bilt-in- 
Heater, designed for the small room. 


Walter L. Schott Co. 


A new catalog has just been an- 
nounced by the Walter L. Schott Co., 
makers of Walsco radio parts and 
hardware, and radio chemicals. It 
contains complete specifications, prices 
and photographs and may be obtained 
by writing Walter L. Schott Co, 
9306 Santa Monica Bvd., Beverly Hills, 
Cal. 
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Nationa! Education Association 


Prepared with the asssistance of the 
Better Light—Better Sight Bureau 
the National Education Association 
1201 Sixteenth St., Washington, D. C 
has just announced a new manual, 
“Lighting for Shops and Special Class 
rooms”, available at 10¢ a single copy 
It discusses the basic essentials of 
natural and artificial light for class- 
rooms and shops, such as sheet metal 
and printing and machine ships. A 
bibliography is included for further 
study. 








NO DIVING—NO FUMBLING! The 
Gibson Refrigerator Co. announces new 
point-of-sale advertising helps, such as 
this home freezer piece 74 x 45 in., of 
reinforced cardboard and done in bril- 
liant oil stencilled colors. 








Home Appliance Dept., 
General Mills, Inc. 


A 12-page pamphlet, entitled “The 
Betty Crocker Ironing Primer”, has 
just been announced by the Home Ap 
pliance Department of General Mills, 
Inc. It describes the new side rest 
iron in detail, tells how to use and 
care for the iron, and gives a chart for 
proper dial setting and amount of 
lampness for ironing different types of 
tabrics. 


Gerrard Steel Strapping Co. 


A new and greatly enlarged “Blue 
Book of Packaging”, a catalog on round 
steel reinforcement for cartons, boxes, 
crates, carloads, bundles and all types 
of shipping in fibre, corrugated or wood 
containers, is now available for the 
asking. The booklet pictures improved 
reinforcing methods, some developed 
by World War II packing procedure, 
of both hand and automatic round steel 
strapping machines in 20 three-color 
catalog pages. There are also photos 
of auxiliary equipment—suspensions, 
containers, tools and appliances, as 
well as charts giving shippers in for- 
mation on strapping methods. Free 
copies may be had by writing to the 
Gerrard Steel Strapping Co., 4731 
S. Richmond St., Chicago, II. 
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You can offer all 4 selling features 


with the new Delco radio line 





MODEL R-1236—Plastic, Ivory 
Finish. A.C.-D.C. Automatic Tun- 
ing and Tone Control. 
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You'll sell more radios more profitably when you offer all 

| four big selling features. You'll find all four in every set 

that Delco makes. Out of Delco’s background as supplier 

of original-equipment radios for all General Motors cars 

. - out of Delco’s experience as a leading supplier of 

| military radios and electronic equipment... is coming a 

complete home line. The model illustrated is one of four 

new table models. Watch for the consoles, combinations, 
portables and F-M models still to come. 


1 BETTER 
PERFORMANCE 


Your customers want better 
performance—and they'll find 
thrilling new clarity of tone, 
new hair-trigger selectivity, 
new power and volume, in the 
great new line of Delco radios. 


? BETTER 
APPEARANCE 
There's plenty of prospect- 
pleasing eye-appeal in the 
new Delco line. Every set, from 
the smallest table model to the 


largest console, features smart 
new styling. 


3 GREATER 
DEPENDABILITY 


You don't have to worry about 
“returns” or customer com- 
plaints with the Delco line. 
These sets are engineered 
and manufactured for years 
of dependable service. 


4 A TRUSTED 
NAME 


A manufacturer's name that 
people know and trust makes 
your selling job all the easier. 
The Delco name is respected 
the world over for high quality 
and fair-dealing. 








ENGINEERING VISION oh MANUFACTURING PRECISION 


Gnitep. DELCO RADIO—A UNITED MOTORS LINE 
ADE ) Delco home and auto radios are distributed 


nationally by United Motors Service distributors 
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FROM HEATER TO FAN IN 29 SECONDS 
--- SIMPLY REMOVE HEATER HOUSING 


Here at last is a room-condi- 
tioning appliance that doeseither 
job—HEat1nc or CooLinc—at 
amemert’s notice. Smartly de- 
signed . . . priced low for volume 
sales ...Surf SEASON-AIR spells 
p-r-o-f-i-t-s all year ’round! 

Full-scale production of 
SEaAsON-AIR still is being held 
back by material shortages. 
But keep in touch with your 
jobber and make sure you'll be 
first in your neighborhood to 
show —and SELL —this great 
new profit-maker when deliver- 
ies begin. G-M Laboratories, 
Inc., 4292 N. Knox Ave., 
Chicago 41, II. 
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3 : UTILITY... For summer, powerful 10- 


2: SILENCE... Incredibly quiet—nearest 


2 ECONOMY ... Heater and fan COM- 





















BEAUTY... Handsome crackle finish 
e Gleaming heater grill e Modern-de- ; 3 
sign fan bladese Separate fan guard. 3 


STABILITY... Sturdy all-metal con- 
struction e 7}4-inch base e Finest 
materials and workmanship. 


inch fan with air displacement of 
500 cu. ft. per minute e For winter, 
1320-watt forced air heater. 


thing to noiseless you've ever seen 
in a motor-driven appliance. 


BINED for one low price, 





| 








NEW LITERATURE 
AND SALES HELPS 








Refrigeration Corp. of America 


Two new publications are announced 
by the Refrigeration Corp. of America, 
a Division of Nome Electric Corp., 55 
W. 13th St, New York 11, N. Y. 
“Frozen Foods Questions and Answ- 
ers” is a 12 page booklet describing 
the frozen food industry and processes. 
“Frigid-Freeze Firsts” and their in- 
fluence on the frozen food industry, is 
the title of the second. 


Rheem Mfg. Co. 


A new booklet has just been an- 
nounced by the Rheem Mfg. Co., 570 
Lexington Ave., New York 22, N. Y., 
containing photographs and specifica- 
tions of their complete line of water 
heaters, furnaces, fans and stokers. 


Roberts & Mander Corp. 


A new four-color catalog featuring 
Quality steel cabinets and cabinet sinks 
has just been published by Roberts & 
Mander Corp., Hatboro, Pa., makers 
of Quality ranges. In addition to 
the catalog, a complete and easy-to- 
follow installation manual is also avail- 
able upon request. 


Edwin F. Guth Co. 


A new folder, entitled “America’s 
No. 1 Lighting Job”, just released 
by the Edwin F. Guth Co., describes 
and illustrates in full-color the relight- 
ing of West Point with Guth Cadets, 
and contains the information disclosed 
by the Lighting Research and Eye- 
sight Studies which formed a scientific 
basis for the job. Free copies may be 
had on request from Edwin F. Guth 
Co., 2615 Washington Blvd., St. Louis 
3, Mo. 


Micro-Sonic Corp. 


Two new catalogs, containing illus- 
trations, descriptions and specifications 
of their line of automatic record chang- 
ers, record players and phonograph 
motors, have just been released by the 
Micro-Sonic Corp., 44 W. 18th St. 
New York City. Copies will be sent 
upon request. 

















ALL FOR BABY! Electrical Industries 
Inc., 42 Summer Ave., Newark 4, N. J. 
offers an easel display 10" wide by 4" 
deep, to display their baby bottle 
warmer and vaporizer, the gift package 
and the uni-vent vaporizer receptacle. 











BACKGROUND FROM BRAZIL: The 
newest window display developed by Hill- 
Shaw Co., makers of Vaculator Coffee 
brewers, features a coffee plantation 
background which is reproduced in full 
color. A raised stage contains a cut-out 
of the Dutch filter and a shelf for dis- 
playing the deluxe model Vaculator. 
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Lamp Dept. General Electric Co. 


Two new brochures devoted to light- 
ing of schoolrooms and offices, incor- 
porating the creative ideas of leading 
architects in these fields, have just 
been released by the Lamp Department 
of General Electric, Nela Park, Cleve- 
land. Printed in full color and of ap- 
proximately 8% x 11-inch size, these 
12-page brochures are the last of a 
series of twenty devoted to various 
lighting fields. Brochure Y-551 is en- 
titled “Arches of Light...for Modern 
Schoolrooms”, features the creative 
ideas of E. Past Tooker, member of 
the National Education Council. Brief 
copy and large illustrations are used to 
portray ideas for lighting of the school 
principal’s office, the classroom, the 
auditorium, and school laboratory. 

Brochure Y-552 is entitled “Re- 
modeling with Light. . . .to Streamline 
Office Space”, features the creative 
ideas of J. Gordon Carr, consultant for 
Shell Oil and architect for hospitals, 
banks and other buildings. Large illus- 
trations diagrams and short copy are 
used to portray streamlined lighting 
for the executive office, general office 
and conference room. Copies of these 
brochures are available through Sales 
District offices of General Electric 
Lamp Department. 

A new folder has also been an- 
nounced, “Greater Poultry Profits 
with Germicidal Lamps”. It gives 
specific examples to prove that proper 
germicidal radiation reduces chances 
of disease in birds, reduces mortality, 
cures and prevents rickets, promotes 
faster growth, better feathering and 
more eggs. Further, the folder uses 
simple diagrams and brief copy to ex- 
plain how the lamps work, where they 
should be located, etc. Copies of the 
folder, Y-634, may be obtained from 
Sales District offices of G.E. Lamp 
Department. 


P. R. Mallory & Co. 


A new 37 page catalog, No. 467, has 
been issued by P. R. Mallory & Co., 
Indianapolis, Ind., describing the “Ap- 
proved Precision Products”, covering a 
large number of radio parts, as well as 
the various electrical and electronic 
items made by Mallory. 
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do you know that editorially 
House Beautiful Magazine has run 290 
symbol stamped pages exclusively de- 
voted to the “Better Your Home .. . Bet- 
ter Your Living” theme in their 1946 


issues from January through August? 


and House Beautiful has run a coast- 
to-coast consumer newspaper campaign 
of 104 advertisements totaling 103,000 
advertising lines! The circulation repre- 
sented in this campaign is approximately 


39,000,000 in 28 major newspapers. 


furthermore retail stores the 
length and breadth of this country have 
taken up the “Better Your Home .. . 
Better Your Living” crusade. 477 retailers 
in 294 cities have run—from Feb. 29 to 
July 19—a total of 1,480 advertisements 
or 1,614,248 newspaper lines; a grand 


total of 224,271,900 impressions! 


but where are you? 
Have you been asleep Mr. Manufacturer, 
while the House Beautiful editorial pages 
made this symbol strong . . . while their 
intense consumer advertising campaign 
fortified it . . . while retail stores have 
added the overwhelming weight of their 
own advertising? You're the guy, after all, 
who has the greatest business potential to 


gaih in this Better Living Crusade! 





put this salesman to 

2 . work for you! Feature this 
This symbol, created editorially by HouUsE business-building syssbol ia your adver- 
BEAUTIFUL MAGAZINE, has just one job to do... tising, on your letter-heads, shipping 
labels, tags and tickets. Promote the 
to build bigger and better new business for you! ee 
Living” theme in your displays, publicity 


ys “= and direct mail pieces. BETTER YOUR 
Beller your Acme. deller: your Living BUSINESS WITH BIGGER PROFIT BY SELLING 


RETTER LIVING! 








ca) 
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ny Ge. We Cp. Gay Ame Gio, ee > 
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voss 








FEATURES . . . OUT-DEMONSTRATE 





Words like these are music to the House- 


¥, 
# 
wife—to Voss dealers and to Voss. Whiter , 
clothes mean satisfied customers, more a 
| 


profits, and greater sales enthusiasm. 
“¢ 


ented Floating Agitator washes clothes in the clean top suds — not 


Yes, Voss receives hundreds of these let- Gs) 
ters and, here's the reason—the Voss Pat- : 


at the bottom where the dirt settles, as in ordinary washers. The agita- 


tor floats, the clothes float, suds float and the dirt sinks to the bottom. 


For quick selling, quality features, it's “Voss All The Way’ — Add to 
the exclusive Voss Floating Agitator, the Voss Electro-Safe Wringer 
(World's Safest), the Voss Auto-Type Transmission (Only 4 Moving 
Parts) and the Voss ‘See-For-Yourself’’ Demonstrator — and you have 


the greatest 4 Star sales maker in the washer industry. 


DAVENPORT, IOWA, U. S. A. 


. « « OUT-PERFORM ALL OTHERS 








NEW LITERATURE 
AND SALES HELPS 











NEW WAY TO 
MORE HEALTHFUL LIVING 


fe Yenrttle Y 


THROUGH 


FILT-R-FAN 


(#008 “ane 046 


ubeeebidel 


Qvletty fills the room with cool, 
heolthtul Mrered ai —tree trom 
much imuriovs pollen and other 
iritoting impurities 





@ Here's a new kind of electric window only fresh, pure fi/tered air for year-round 


fan ... designed for more healthful living comfort and relief. You'll find filtered air 
in every season. Three glass-fibre filters through FILT-R-FAN an all-season builder 


trap dust, dirt and pollen delivering of sales as hundreds of other dealershave. 


+ Adjustable + Easily Installed + Simple + Safe 
Write today for full details 


MEIER ELECTRIC & MACHINE COMPANY 
3523 East Washington St. + Indianapolis 7, Indiana 
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Lewyt Corp. 


A new large Size brochure has been 
published by the Lewyt Corp., which 
describes by means of photographs 
their progress as contract manufac- 
turers, producing complete electronic 
and mechanical assemblies, component 
parts, sub-assemblies and metal prod- 
ucts. Copies may be obtained from 
Lewyt Corp., 60 Broadway, Brooklyn 
11, N. Y. 


Premier Vacuum Cleaner Div., 
General Electric Co. 


An illustrated two-color broadside 
recently issued by the Premier Vacuum 
Cleaner Div. of the General Electric 
Co., 1734 Ivanhoe Rd., Cleveland 10, 
Ohio, under the title, “We're Stepping 
Out,” gives an outline of the Premier 
advertising program and describes in 
brief detail some of the major sales 
aids available to Premier dealers this 
year. Featured items include a deluxe 
selling display, an assortment of neon 
and neon-fluorescent signs, sound-slide 
sales demonstration films, sales train- 
ing booklets, mailing pieces and other 
literature and a variety of window 
and store displays. The center spread 
of the broadside is itself an immedi- 
ately usable window or wall poster 
featuring a blowup of one of Premier’s 
current series of national magazine 
advertisements. In ordering, ask for 
form 113CB Broadside. 


A. E, Rittenhouse Co., Inc. 


Choice of three Display Boards of 
different sizes and types of chimes is 
now offered to dealers for easy selling 
of Rittenhouse Door Chimes. The 
counter board displays two of the most 
popular low-priced chimes. The wall 
display board groups a representative 
selection of models, and the deluxe dis- 
play emphasizes the newer multi-note 
luxury models. All three are com- 
pletely wired so that the notes of all 
models may be heard by merely push- 
ing a button. Descriptive pamphlet 
will be sent upon request from the A 
E. Rittenhouse Co., Honeoye Falls, 
New York. 

A new 16-page 1946 catalog of dealer 
advertising helps has just been an- 
nounced by the Rittenhouse Company 
at Honeoye Falls, New York. It con- 
tains layout suggestions, ad illustra- 
tions, suggested newspaper copy, ready 
to use ad mats, full line model electros, 
direct mail and counter literature 


Westinghouse Electric Corp. 


Basic principles and operating char- 
acteristics of fluorescent lamps and 
auxiliaries are explained in a new 24- 
page booklet, A-4759, announced by the 
Westinghouse Electric Corp., Lamp 
Div., Bloomfield, N. 3 

A new complete low cost budget pur- 
chase plan is described in a new pam- 
phlet announced by C. F. Gilbert, man- 
ager of the retail finance division. In- 
stallment buying of electric appliances 
and radio is completely outlined in the 
pamphlet, A-34403 
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National Education Assoc. 


To help teachers to give their classes 
the facts about better lighting and its 
relationship to eye health and comfort, 
the National Education Association, 
1201 16th St.. NW, Washington 6, 
D. C., has prepared an 80-page manual 
entitled “Teaching About Light and 
Sight”, which is now ready for dis- 
tribution to elementary and secondary 
school teachers. Emphasizing the im 
portance of early instruction in light 
and sight, the book states that “the 
person who wants and knows how to 
have a well-lighted home has added 
to his effectiveness as a member of 
the family. If he appreciates the im- 
portance to the community of good 
lighting on streets, in schools and other 
public buildings, he is unlikely to be an 
obstructionist when improvements are 
considered.” The booklet closes with 
a bibliography of books on lighting and 
seeing, periodicals dealing with these 
topics, and agencies supplying informa- 
tion and materials. 

Single copies at 30¢, in quantities at 
variable discounts, may be obtained 
from the Association at the above 
address. 


Remington Rand Inc. 


Remington Rand Inc. Electric 
Shaver Div., Bridgeport, Conn., has 
released to their distributors and 
dealers, a broadside announcing the 
new post war Remington Foursome— 
featuring the new Blue Streak twin 
shaving head. This is the first new 
model released since reconversion. 


Sylvania Electric Products Inc. 


Commonly-asked questions about the 
use of fluorescent lighting in the home 
are answered in a new folder issued 
by Sylvania Electric Products Inc. 
The folder, “Fluorescent Lighting in 
Your Own Home,” also _ includes 
photographs of the company’s line of 
modern residential fixtures installed in 
model rooms. 











“WELL, MARTHIE, HERE'S THE NEW ELEC- 
TRIC PUMP — NOW ALL WE'VE GOTTA DO 
1S FIND A WELL!" 











ELEC 













ere’s Oly mpic’s New Home 


one of 


Radio Industry's Most Modern Plants 


New Home of Otympic 
‘Tru-Base’ Radios 


The 2-acre, block square 
former Brewster Build- 
ing. 200,000 square feet 
of the most modern, finest 
equipped, completely self- 
contained manufacturing 
plant in the radio industry. 








We've mMovep into the four-story former Brewster Building in 
Long Island City, New York. This new home we've moved into 
means a lot to you. More Olympic Radio sales through more and finer 
Olympic Radios. 

More Olympic Radios. By January first our new plant will havea 
capacity of 4,500 radios per day. Four times our present capacity. 
Twelve 400-foot long production lines will be set up so that the bare 
chassis starts at one end and the finished radio, performance-tested 
and cartoned for shipping, comes off at the other end. 


HERE'S HOW THE NEW 


First floor: Receiving, shipping, electro-plating and spraying departments; 
drying ovens; master stock room; tool room. For complete pro- 


duction of the many exclusive Olympic features. 


Second floor: Production lines for superbly styled Olympic consoles, table 
combinations and television sets. 
Third floor: 


Production lines for brilliantly engineered Olympic table mod- 
els and portables. 


Finer Olympic Radios. The new building will house vastly ex- 
panded research facilities, including separate departments for tele- 
vision and F.M. The Research Engineers will have available the most 
modern equipment, such as acoustics testing chambers, a television 
transmitter, and advanced laboratory instruments. Olympic’s radio 
craftsmen will work under conditions that bring top efficiency. The 
entire building will be equipped with the most up-to-the-minute fluo- 
rescent lighting, eliminating eye strain. No expense has been spared to 
make Olympic the quality name in radio. 


BUILDING STACKS UP: 


Fourth floor: Sales. and executive offices; show room; modern cafeteria 
equipped to serve 1500 employees per day; and extensive elec- 
tronic research laboratories, with separate departments for tele- 
vision and F. M. research. Research such as that which developed 
‘tru-base’— Olympic’s exclusive audio circuit feature—which has 
made Olympic the talk of the Trade! ‘Tru-Base’ enables table ra- 
dios for the first time to reproduce the full, audible tonal range 
clearly, sharply and precisely. 


We'll be glad and mighty proud to show you our fine new home any time you're in town! 


Olumpic 


The only radio 


with Tru-Base 


1 Radio 


OLYMPIC RADIO & TELEVISION, INC., 3101-19 38TH AVENUE, LONG ISLAND CITY 1, N. Y. 
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PROPS 


mean | 
QUIET | 
PERFORMANCE 


@ When you use Meier Nu-Air Quiet 
Props you can be sure of quiet, efficient 
performance in your ventilating equipment. 
Accurately staticbalanced, insulated 
blades with plated spider makes these 
much desired features possible. 

Available in sizes 10” to 54” and from 11° 








to 34° pitch. 
For technical data, write for Bulletin No. 
2100. 





Produced under license 
from The Torrington 
Manufacturing Company 


MEIER ELECTRIC & 
MACHINE COMPANY 


3525 E. WASHINGTON STREET 
INDIANAPOLIS 7. INDIANA 


Wau 


TRADE MARK RE ERE 




















make ana profit 


Le 
itt EVERY Appliance 5” 














jeeoee SEAL SAL 


Washing Machine and Appliance Covers 


.. Made of famous Kowcsenll 


They're naturals for more sales. They build cus 
tomer good will! Every customer will be interested 
in protecting new appliances with these sturdily 
made covers of Koroseal the wonder material 
that won't crack, peel or split keeps its shape 


. . is waterproof and washable. In sizes to fit 
standard makes 
Seal Sac Appliance Covers available for Washing 


Machines, Electric Toasters, Electric Mixers, Coffee 
Makers, and other appliances 
Nationally advertised. Write 
for details TODAY—or visit 
our New York Showroom. 


*Trade Mark, The B. F. Goodrich 


SEAL SAC, INC. 


- 6 East 39th Street, New York 16, N. Y. 
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1,500 Daily Motor Output 
Scheduled by Torq Electric 


The Torq Electric Co., Cleveland, 
has announced that it will turn out 
1,500 fractional horsepower motors 
daily by December 1, a considerable 
increase over the present 100-unit daily 
production. The firm, newly incor- 
porated with a capital of $350,000, was 
formed by the reorganization of the 
Torq Electric Manufacturing Co., 
6609 Carnegie Ave., and Torq Prop- 
erties. Landers, Frary and Clark hold 
an interest in the corporation. New 
factory space of 50,000 square feet has 
been obtained in Bedford, Ohio, which 
will be utilized in addition to present 
Cleveland facilities. Fred Polster is 
president while Joseph Greenhut is 
vice-president and treasurer and 
Harold Polster is secretary. 


Utility Aids 
Maryland Dealers 


In order to acquaint dealers fully 
with the cooperative policies of the 
company, Potomac Edison Company, 
Hagerstown, Md., is holding home 
demonstrations and dealer salesmen are 
being trained in electric cooking, light- 
ing and other phases of sales tech- 
nique. The utility is giving demonstra- 
tions on all electric ranges sold. 

Another impetus to dealer sales is 
the large promotional advertising, pub- 
licity and direct mail campaign of the 
utility designed to stimulate sales of 
home and farm electrical appliances 
and equipment. An added feature 
of the promotional campaign is the 
meetings held with wiring contractors 
looking forward to securing more 
adequate wiring in homes, on the farm 
and in commercial establishments. 


Collman Corp. Replaces 
Bliley Manufacturing 


The Bliley Manufacturing Corp. is 
no more. A recent announcement 
changed the name of the electric shaver 
producing firm to the Collman Manu- 
facturing Corp. with Charles C. 
Collman as president, Wilbur R. Mong 
and Paul N. Berner as vice-presidents, 
Quentin L. Horsman as _secretary- 
treasurer, James F. Reigelman as pur- 
chasing agent, and Alvin Lodge as 
chief engineer. 

Plant and offices of the company 
remain at 421 West 12th St., Erie, Pa. 
\ former associate of the firm, the 
Bliley Electric Co., is not affected by 
the change. 














These two outstanding Rival can 
openers reflect the same creative 
skill and precision workmanship 
which have established the fa- 
mous Juice-O-Mat, Ice-O-Mat and 
Broil-O-Mat as leaders in their 
fields. 





RIVAL De Lares —-) 


Cau-0-TMMat* 


The most Beautiful can opener ever 
made! Fully enclosed in a stream- 
lined case of sparkling chrome and 
white baked enamel. Easy single ac- 
tion eliminates the fuss of extra lev- 
ers. A miracle of engineering design, 
it is carefully made to exacting toler- 
ances, inspected at every stage ot 
production and tested before it is 
packaged. It never needs oiling. 
Guaranteed for 5 years...but built 
to last a lifetime. 


*T. M. REG 















RIVAL 
De Lure 


Can Opener 


The peer of steel can openers! Its 
extra-heavy steel frame means long- 


er life, more rigid mounting. Syn- 









“= AND THIS IS MY HUSBAND'S DEN.” 


chronized gear action for easier, 





positive opening. The machined cut- 
ting wheel and drive wheel assem- 
bly is case-hardened and cadmium 
plated. Colorful plastic knobs in 
matching hues retain their sparkling 
beauty all the long life of this sturdy 
can opener. Like the Can-O-Mat, the 
Rival De Luxe Can Opener is guar- 
anteed 5 years. 


‘Nationally _ 9) 


‘ADVERTISED (¢- dE. 
oo eA 7 re } 
EAUTIFUL =. 


PARENTS’ MAGAZIN= 
LADIES’ HOME JOURNAL 
BETTER HOMES & GARDENS 


Rival MANUFACTURING CO. 


KANSAS CITY, MO. 
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AUTOMATIC 
ELECTRIC 


WATER HEATERS 


KEEP YOU IN HOT WATER 
4ND MAKE YOU LIKE IT 


4 broad statement! Yes. but not 





surprising. 


They supply you with depend- 
able hot water service, you can- 


not afford to be without. 


A necessity in daily life in every 


home—large or small. 


You find them everywhere. Ask 
your friends—your power com- 
pany. your electrical dealer, or 


us. 


NOT PLENTIFUL AT PRESENT, 
BUT WILL BE 





Manufactured By 


AUTOMATIC ELECTRIC HEATER CO., INC. 


Office & Factory POTTSTOWN, PENNA.., U. S. A. 























Nation- Wide 
Distribution thre 
leading 
Wholesclers 


Splle (mine | 
MELODEON 


UTILITY MODEL ELECTRIC DOOR CHIME 


The new MELODEON is self-con- 
tained. Sounds two musical notes 
for front door, one note for rear 
door. Graceful, fluted, metal cover, 
inrich Ivory Baked Enamel. Backed 
by Mell-o-Chime cooperation! 


A new, happy note for kitchen, hall, 
study, or any room in the home. 
Expertly designed for beauty, com- 
pactness, utility—and moderately 
priced. Precision engineering as- 
sures fine tonal quality. 


AMERICA’S FINEST ELECTRIC 


MELL-O-CHIME AND SIGNAL CORP. teed 
Originators of All-Plastic Chime Design 
119 SOUTH JEFFERSON ST. 
CHICAGO 6, ILLINOIS 
* 


National Sales Representotives eueaee 


Hotheway & Co., 75 Montgomery St., Jersey City, N. J 





i 











The shop is not in order yet but we thought you would like to see what it looked 
like. Nelene Dill is talking to Marshall Ezelle. 


Expect Commercial Lines 
To Support Rural Sales 


Jackson, Miss. dealer to 
sell other items to pay 
travelling 


for rural 


VERLOOKING the old capitol of 
the state of Mississippi, with its 
ished-in dome, is the General Refrig- 
ration and Appliance Co., at 103 
North State St., Jackson, Miss. 
Walk in its front door and you are 
ikely to see a lot of merchandise jam- 
ed into a small space. 
No reporter in his right mind would 
lown and undertake to write a 
success story of this firm’s career in 
merchandising yet. For it is a new 
business and its story has yet to be 
told. No one would admit that quicker 
than Manager A. D. Hopkins. Never- 
theless, :t is a retail store with an idea. 


Rich Rural Area 





D). Hopkins has pondered, as has 
every other retailer in this country, 
how to get at the rural trade. He 
knows that the richest people in his 
Around Jackson 


in every direction exist 


A. D. Hopkins is a veteran refrigerator 
man. 
farmers. 


for 50 miles 


vi ~inity ore 


ers, ice cream cabinets, motors, com- 


well-heeled farmers, often plantations, 

mage ; 46 pressors and blower coils. 

am! a lot of them newly powered by " , ie a 
ee , JF ‘iia Mes Every cross roads store is grist for 

rural lines rhe question is, how ‘ 


There is a steady turnover 
in stuff ct this sort, 


their mill 
4 


pt ople 


gasoline, tires and time that one comes 


ne get out and sell these country 


. - and repair busi- 
without Durning up so much 


ness. A man going north from Jack- 
son will pass such places as Tougaloo, 
Ridgeland, Madison Station, Gluck- 
stadt. He can cruise through towns 
like Pinev Woods, Puckett, Goshen 


Springs, Terry and Gatesville. 


ut bel ind the tight-ball 
Sideline Business 


Reirigeration is going to 
I tor this travel by selling scales to 
retail stores, slicing machines to butch- tations and tarmers. His overhead 
ershops, restaurant equipment, store has been covered by one kind of busi- 
fixtures, butcher supplies, meat chop- ness, the rural appliance business is 
pers, meat boxes, coffee mills to groc- 


Coming back he would call on plan- 


gravy. 
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QUAKER'S Graudma Sinuey rays: JZ | a 
"MY! THIS GADGET ON =o 
MY QUAKER HEATER 










ember this . . . only QUAKER dealers 
fe the “gadget” that clinches sales! Only 
s can become neighborhood 

uarters” with QUAKERTROL 
| g, fuel-saving, trouble-killing 
Bakes QUAKER heaters an 


triumph in efficiency. 


Be ‘Heating Headquarters’’ with 


y OUAKERTROL 


THE gow OF THE CHIMNEY 





Only QUAKERTROL automatically produces and synchronizes 


a regulated flow of air with the flow of oil at every flame setting. 


tHe QUAKERTROL unit 


PATENTED AND MANUFACTURED 


Only QUAKERTROL provides the right draft for proper com- 
eXCLUSIVELY BY QUAKER bustion regardless of chimney condition or weather. 25% in 
fuel saving over any natural draft heater guaranteed! 


QUAKER MANUFACTURING COMPANY 
223 W. Erie St., Chicago 10, Ill. 









QUAKER 





The FIRST name cn oct heaters 





‘ 
‘ 
Model 2006 


Model 2008 v. P oe / 
*odel 2013 ar on THERE'S A QUAKER BURNOJL HEATER he LAST WORD «x oygictency 


FOR EVERY SIZE SPACE HEATING JOB 
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“SAFGARD 
H 0 ME MILK 
PASTEURIZER 


| Every Farm Home 
Dvasy Sac Town ies a Proepee 





Statistics show that rural 
families want clean, safe, pasteurized 
milk, free of milk-bourne diseases. Now, milk can 
be pasteurized properly at home. The SAFGARD Home Pasteurizer 
is SO €aSy tO Operate, so economical to buy that no farm home can 
afford to be without it 
Two-gallon capacity automatic, electrically operated heat- 
ing and timing controls . . . agitator that keeps milk at uniform 
temperatures . . . simple, rugged construction. 


Rural families are going to buy it .. . are you going to sell it? 





The Product With A Profit Future OTHER SAFGARD 
PRODUCTS 


Because It's sae Oe 
© Electric Water 
Packed With Sales Appeal im 


© Electric Fence 
Controllers 
© Floct Valves 





Dealer, Jobber Territory Still Open. 
Write for complete details. 


























These customer service representatives of the Public Service Co. of Colorado are 
learning how to operate an electric ironer so that they will really know how satisfac 
tory the appliance is before having to sell or repair it 


lroner Men 


P.S. of Colorado Makes Sure 
That Its Sales and Serv- 
ice Men Know Their Stuff 
























ELECTRICAL <@m> APPLIANCES 


For A Quarter Of A Century This Trademark 
Has Stood For "Quality At Popular Prices’ 























The Famous “EMPIRE” 
Electric PERCO-DRIP 


The Percolator That Makes Clear, e 


Rich Coffee in Only 60 Seconds... 


The "Perco-Drip" method extracts only 
the desirable oi!s in making coffee that 
is clear, sparkling, richly flavored. The 
coffee never boils and only 60 seconds 
are needed for percolation. ‘Perco- 
Drip" has a patented heavy-duty direct- 
heat emersion element, and an insulated 
valveless pump without moving parts. 
Easy to keep clean—economical and 
dependable. 





For satisfied coffee 
drinkers, feature the 


EMPIRE PERCO-DRIP 


The "Perco-Drip" is of modern, attractive design, with a polished 
seamless aluminum body, cool ebonized handle, and scratch-proof 
feet. Only available in 9-cup size at present. 


The METAL WARE CORPORATION =: 


TWO RIVERS, WISCONSIN 


Menufacturers of Electrical Appliances, Toys and Lanterns 
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QO: course, the electrical dealer al- 


ways believes in the merchandise 
which he sells, but just the same there 
is a difference in his attitude toward it 
if he has really had experience with its 
use and is enthusiastic about the service 
which it renders. There was, for in- 
stance, a dealer once whose wife ac- 
quired an electric dishwasher. Up to 
that time he had sold an occasional 
shwasher and counted himself lucky 
to do so. But once he had the appliance 
in his own home, he really began selling 
them. In the first three months he sold 
sixteen. And from then on—but that is 
nother story. 
rhe point to be made here is that in 
the past the electric ironing machine 
has been sold and serviced by men who 
knew that the appliance was considered 
ard to operate. It required a demon 
stration and a few lessons from an ex- 
pert demonstrator to teach the house- 
wife how to use it successfullv. The 
salesman or serviceman himself, as a 
rule, had never tried the thing. Oh 
yes, he sold them, or he fixed them up, 
and he knew they were good to have, 
but his heart wasn't in it. 
That is being changed. It looks as 
though the electrical industry at last 
has decided that every person who has 
anything to do with selling the public 
electric ironers, or servicing them after 
they are sold, should know how to 
operate them, 


The Men Take Over 


The Public Service Company of 
Colorado started early in March to en- 
yurage the members of its Customer 
de ‘partment to learn td use the 
iutomatic “Gladiron,” which the 
company carries. At a demonstration 
ulucted early in. March the men 


were shown how to operate the electri 
ironer and, after observing the ope 
ation, they took over the machines anc 
practiced ironing sheets and _ shirts 
Four machines were used and the mer 
took turns operating them for a hal! 
day each. As the equipment was located 
on the main sales floor, the operatior 
was of great interest to the customers 
who stood about in droves to watch the 
process. Several of the men brough 
the week’s wash from home to finish 
at the office. 

As an incentive to these students 
become experts, an elimination contes 
was inaugurated, which sought t 
discover the four most proficient op 
ators. The eight best operators in tl 
department each ironed a sheet, a shir! 
a pair of shorts and a dress to deter 
mine which four out of the eight woul: 
qualify for the contest finals to be hel 
on Tuesday at the regular weekl 
meeting of the Denver Commerci: 
Division. The winner of this conte- 
received a $25 cash prize. The sec 
ond prize was $15, the third priz: 
$10 and the fourth $5. 

Mrs. Vera Carter Ault, director 
the Public Service Company’s Ga 
Hospitality House, Miss  Elizabet! 
Rece, home lighting adviser of th 
Company’s Electric Institute, and Mr: 
Mabel Camfield of the collection d« 
partment, served as judges. Award 
were made on the basis of quality 0! 
work, ease of operation and speed. 

E. M. Rowland, superintendent 0! 
the Customer Service department, r« 
ports that the customers who have bee! 
following the preliminary training 
demonstrations in the main office hav: 
expressed great interest in the equip 
ment and in when the appliance will be 
available for sale to the public. 
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TO THESE STARS 


You can take your pick of these five 
star finance plans and get exactly 
the terms and conditions that will 
make your time-sales business most 


profitable to you. 


Every one of them has been designed 
to meet certain operating require- 
ments, depending upon local condi- 
tions, competition, type of customers, 
character of risks, your profit objec- 


tives and your sales potentials. 


COMMERCIAL CREDIT CORPORATION 


305 OFFICES IN PRINCIPAL CITIES OF UNITED STATES AND CANADA 


Call in a Commercial Credit repre- 
sentative. We have representatives in 
all the principal cities of the United 
States and Canada. Question and 


examine every feature of every plan. 


Nowhere else, we believe, will you 
find available such a complete line of 
financing plans. But we leave it to 


you to compare and decide. 


One will stand out as the best 


for you. 
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6% gal. capacity 
110 volt Ay 


$5750 


3 gal. capacity (Hor 
izontal or Vertical) 
10 volt A.C 


$4250 fo 


Chicago 


Gi 











For Cottages, Small Homes, 
Trailers, Tourist Courts, 
Farms, Stores, etc. 






| This compact, attractive appliance 

| sells on sight. Made in 3-gallon and 
6“-gallon sizes, it fits the require- 
ments of thousands of users, who || 
need hot water quickly in moderate | 

i} quantities i 

Its stainless steel tank is rust-proof 
and long-lasting. Two 500 watt band- 

type elements give abundant heat for | 














quick recovery. Automatic thermo- 

Stat Maintains temperature of water 

at 170 with minimum current. Plugs |} 
|} into regular 110 volt A. C. outlet ] 

Easily installed with standard plumb. | 
| ing connections 

W rite for descriptive literature and 
dealer proposition. 


MURPHY 
MANUFACTURING CO. 
Dept. 6, 7405 Stony Island Ave. 





Chicago 49, lilinois 


p Bodie, Mocse 


FROM 


_FLUORE cEM 





aan 




















~— 


“HE'S NOT REALLY HUNGRY, +8 WE DID WITHOUT A TOASTER SO LONG HE CAN'T 
BRING HIMSELF TO TURN IT OFF 















Big Builders Can't 
Gobble Kitchen Business 


And don't let these stories 
about competition from builders 
scare you, advises veteran observer 


. 
HERE is a story in one of the old houses that can be sold equipment 
fairy tale books about the boy who that the new stuff coming on the 
sat on two stools. Eventually he fell market appears merely a drop in the 








right 
li5-volt input to the 
fluorescent lamp Filterette 1239 
keeps radio noise from feeding back 
on the lamp cord or wiring. Thus 
it minimizes interference from this 
prolific source of radio disturbance. 


Applied at the noise source 
across the 


Compact + « « molded = 
nolic case is only L’<' x 1) x 
flat style fits in the tight spots in 


lamp base or fixture housing. 


Efficient 
broadcast and 
wave bands. 


Easily Installed 
insulated flexible leads connect to 
incoming line: bare flexible wire 
connects to mounting screws ad- 
justable, wrap-around bracket 
for one-hole mounting. 


works well in 
popular short- 


TOBE DEUTSCHMANN 
Corporation 


FILTERETTE DIVISION 
CANTON, MASSACHUSETTS 
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MODEL 





1239 


between them, as he was not seated bucket. 
very securely on either. 
“4 ae Dodge's Prediction 
Pick up any of the slick paper maga- 
zines these days and you will find “The F. W. Dodge Corp. is about 


plenty of reading about prefabricated 
homes, speculative builders who supply 
everything from nut dishes to pictures 
on the wall, and lots of talk about new 
channels of distribution for 
kitchens. 

The effect is almost enough to scare 
an appliance dealer into believing that 
he hasn’t a Chinaman’s chance of sell- 
ing complete kitchens in competition 
with the towering genii who look as 
if they are about to overshadow the 
country. 

It looks that way. But a veteran 
cabinet man says you can pick up a 
line from Fibber McGee and Molly to 
inswer this (“Tain’t so, McGee.”). 


Small Builders Predominate 


The foam, the news, the crest of the 
wave is what is appearing in the news- 
papers and magazines. Boiled down, 
what it amounts to is that even the 
most optimistic do not think that more 
than 820,000 new homes will be built 
per year. What’s that compared to 
the 29,215,000 wired homes and farms 
that are ripe for modernization with 


| complete kitchens? There are so many 


OCTOBER 1, 


complete ~ 


the best authority on how many homes 
will be built in the post-war period,” 
says our expert. ‘‘They are very close 
to the situation as they make daily 
market reports on housing permits. 
They predict 8,200,000 homes for the 
first decade of the post-war period. 

“In a recent analysis of contract 
awards in 37 eastern states covering 
110,800 homes, it was revealed that 
15.7 percent or 128,740 dwelling units 
would be built per year by small build- 
ers who put up only one house per year 
Certainly modern kitchens of this 15.7 
percent are going to come from dealers 
This is normal business for the dealer 
and he certainly can sell it through his 
regular channels 

“Some 47.7 percent of the contract 
ors will only put up from two to ten 
houses per year. Figured on the F. W 
Dodge basis, this means 391,140 homes 
per year. Add this up to the 15.7 per- 
cent mentioned before, and you will see 
that 63.4 percent of the country’s homes 
—519,880—are going to be put up by 
mighty small contractors. It is a cinch 
that a reasonable portion of this busi- 


(Continued on page 218) 
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* Your customers will look for the ““CP” 
seal on the famous brand automatic gas 
: ranges on your sales floor because ““CP” is 


the only unbiased buying guide of its kind to 
superior cooking performance. The high “CP” 


performance requirements are set by leading 

manufacturers aided by home economists, 

homemakers, and 1,200 gas utilities. That is 

why gas ranges built to ““CP”’ standards have 

every single performance and convenience 

feature women are looking for. That is why 

the “CP” program will move high grade, 

x profit-building, automatic gas ranges off your 

sales floor in volume to the 12,500,000 homes 
that have gas ranges more than 10 years old. 





Ask the manufacturers of the profit lines listed 
below how to build your sales with the ““CP”’ 
program, or write Gas Appliance Manufac- 
turers Association, 60 East 42nd Street, New 
York 17, N. Y. 


CASH IN ON THE ‘CP’ PROGRAM 
WITH THESE FAMOUS BRAND NAMES 


A-B ° CALORIC ° DETROIT JEWEL 
ESTATE HEATROLA ° GARLAND ° GRAND 





GLENWOOD ° HARDWICK ° MAGIC CHEF 

O'KEEFE & MERRITT ° QUALITY ° ROPER 

SGE-ORIOLE ° TAPPAN * UNIVERSAL 
WEDGEWOOD ° WESTERN-HOLLY 

In Canada — CLARE BROS. +* GURNEY + MOFFAT 


GAS THE WONDER FLAME FOR AUTOMATIC COOKING 
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TOUCH BUTTON 
CONTROL FOR GAS 
WATER HEATERS 





Where can you find a market so 
unsaturated. Every home owner 
who uses a side arm gas water 
heater (and 2 out of 3 have 
them) can use and will buy a 
Sav-U-time once you tell him 
ibout it. A Sav-U-time gives all 
the advantages of automatic hot 
water with gas savings up to 
50%—touch button control 
from bathroom, kitchen and 
laundry turns on the gas water 
heater providing hot water quick- 
ly, economically and just when 
needed. 

Low Cost and 100% Profit for You 
Sav-U-time is priced at $39.50 
plus a small installation charge— 
and there’s a 100% for you. Low 
enough price to make sales easy 
and high enough profit to make 


it well worth while for you. 


Territory Open for Dealers 
Here is a wanted product with 
immediate deliveries being made. 
Dealers in St. Louis, Detroit and 
Philadelphia are ordering and 
reordering. Some territories are 
still available for dealerships. 
National advertising, dealer helps 
support you. Write or wire for 
details now. 


— 
SAV-U-TIME SALES CO. 


1106 MANHATTAN STREET a 
ROCHESTER 2, NEW YORK 
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Big Builders Can't Gobble Kitchen Business 





ess will also be dealer’s business. With 
the contractor doing 2 to 10 houses 
per year he may in some cases have to 
deal with a builder or architect, and 
give him a discount. But it can be 
lealer business.” 


New Home Breakdown 


Of the remainder of the contractors 
who can be expected to put up 820,000 
homes per year, we find that 20.6 per- 
cent will erect 11 to 30 homes, and 16 
percent will build from 31 and more 
time Here is a 


homes in a vear’s 


CONTINUED FROM PAGE 216 





the arts ot the electrician, the con- 
tractor and the plumber as well as the 
decorator, it works out best in organ- 
izations small enough to this 
personal touch 

Our expert is an advocate of selling 
complete kitchens by “chunks.” He 
feels that the thing to move are the 
work centers, the result giving portions 
of modern kitchens. 
the other details 


give 


Let the soffits and | 
take care of them- | 


selves, which can be added later along | 


with additional cabinets if necessary. 
Che sink is an item that lends itself 
particularly well to modernization. In 





Estimated Number of Homes per 
Year to be Built in First Decade 


Homes per Builder 


I 
2-10 


11-30 


31 and over 


Grand total 








Percent Homes 
15.7% 128,740 
47.7%, 391,140 
63.4%, 519,880 
20.6%, 168,920 
16.0% 131,200 
36.6%, 300,120 
100 % 820,000 





it is very 
cént 


done by large contractors 


logical that this 36 per 
business will be 
-will have t 
he sold directly by the distributor 


of the -which 


‘There is feeling that this is 


SOTTIE 
de tracking the dealer,” said this 
iuthority. “When a builder installs 
lectrical equipment in the house and 


then sells the house to a buyer, he per 


function and is 
entitled to compensation. The 


forms a retail selling 
therefore 
iundamental justification for discounts 


to dealers is to compensate them for 


the retail selling function they perform 
When a large builder does it, he is in 
the s position.” 

Smart distributors are going to 
establish a sliding scale of discounts 
for large builders, for in most cases 


these dwelling units are built a few at a 
time Ihe discount will provide for a 

inimum purchase to graduate to the 
builder This 
listributor from giving the 
liscount for a few homes 
vith the possibility of the builder going 
lsewhere for his next purchase, or the 
possibility of the builder’s program not 
yoing through 


s anticipated maximum 
protects the 


maximun 


Last year in a home planning survey 
inalysis of 4,000 replies revealed that 
14.4 percent of the public wants $4,000 
homes; 44.5 percent, $6,000 homes; 27 
percent, $8,000 homes, and 11.9 percent, 
$10,000. Of course this apple cart is 
kicked over by the rapid rise in prices 
likelihood that many 
1ouses will be stripped down to keep 
within these price limits This, too, 
plays right into the hands of the dealer 
who can later supply them with the 
omplete kitchens they want 


ind there is a 


Flexibility Needed 


Secause the complete kitchen 1s an 


iwkward item for a large mass dis 
ributor—the work 
vith, entailing as it does so many made- 
to-measure items, it fits ideally into the 
setup of the small dealer who can give 


this Hexihility 


chain store—to 


Combining as it does 


most homes sinks are of the non-cabi 
net, garden variety, often placed at the 
wrong height and lacking the refine 
ments today put into pressed steel 


nodels. With the addition of the dish- 


washer and the garbage disposer, the 


sink can take on a specialty 
that is entirely new 

“Don’t pay too much attention to the 
new home market,” our expert says. 
‘There are thousands of old homes 
waiting and ready for kitchen remodel- 
ing to each new house built. And the 
money of these home owners is just as 


quality 


who has floated a 
Chat is what the dealer 
can keep his eye on. The fact that he is 
in home appliances—to 
which complete kitchens belong—and 
has much more expert sales talent along 
this line than the builder, gives the 
ippliance retailer plenty of leverage in 
the forthcoming grab for the complete 
kitchen business.” 


good as the fellow 
first mortgage 


a specialist 













SEE OUR 
ececine 

FLOOR POLISHER 

1y ACTION! 





“ONE COATING, JENKINS—*?7!!—!*—JUST ONE 
COATING !!" 


OCTOBER |}, 











ANOTHER FIRST! 


You sell more lampshades when | 
you stock Letha-Grain ... a new 
plastic material with the rich tex- 
ture of leather . . . the economy, 
washability, and color of plastic. 

You'll find Progressive lamp- 
shades in new materials and de- 
signs to suit the particular custo- 
mers . . . at prices to suit the aver- 
age home budget. Write us today 
for full details about the Progres- 
sive line. 


PROGRESSIVE INDUSTRIES 


SEWN 


wmaRBOR ™ 

















| Be ready when they 
ask about Zephyr 


. $24.95 
LIST 






Zephyr 
Portable Electric Heater 


Now national advertising, informative tags, 
ilustrated circulars speed your sales. 
Premium price and profit, full valve. 
EARLY DELIVERY. Contact ZEPHYR CORP.. 
Distributors, Plainfield, New Jersey. 


THE MIDGET THAT 


Zephyr WORKS LIKE A GIANT 


(A Ceram-t-Cast Product) 





NSLEY 


Radio-Phonographs of Superb Tone 





Radio-Phonographs 
The Dynaphone 


Electronic Pianos 
The DynaTone 


Built-In Radios 
The Paneltone 


ANSLEY RADIO CORP.. TRENTON, N. J 
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Hallicrafters Co, Names COMPLETE Refi riger ator 


New Service Manager 


The promotion of Lynn Brendel t 


| 
: _ COMBINATION FOR THE HOME 
general service manager of the Halli- | 


crafters Co. was recently announced 
by R. J. Sherwood, sales manager. Mr. 





SANITARY Ice Refrigerator 
in the kitchen 











The Ice Industry Says: "A low tem- 
perature cabinet in the basement for 
long storage, and ice refrigerator in 
the kitchen for short storage, is the 
ideal combination . . . and that 
properly directed, the sale of frozen 
food cabinets would promote 
rather than retard the sale of ice 
refrigerators.” 








SANITARY Quicfrez 
in the basement | 











We will gladly manufacture Ice 
Refrigerators for any customer who 
will ship us 80 Ibs. of carbon stee! 
sheets, 24 gauge or lighter, necessary 
ro make each refrigerator. Also, until 
further notice, the Freezer Cabinet 
will be available only without con- 
densing unit. We regret these con- 
tinuing conditions which cause such 
difficulty for all of us. 


U S A L | T E {Ice Industry Conference on Design, Supply, and Distribution of Current 
Duo-Therm Plans and Post-War Ice Refrigerators, at Cincinnati, July 12 and 13, 1945.) 


TELLS ITS STORY Move to New Plant 


covering more shan 25 acres of SANITARY REFRIGERATOR COMPANY 
coe FO Over ground and offering approximately 


LYNN BRENDEL 





| Brendel was previously associated 
| with United Motors Service and later 
with the Bendix Radio Division of 
Bendix Aviation. He joined Halli- 
crafters in 1945 as a systems engineer, 
later moving to sales engineer 








500,000 square feet of floor space, a FOND DU LAC, WISCONSIN 
huge plant in Lansing, Mich., has been 
purchased from the U. S. Defense 
Plant Corp. by Duo-Therm Division, 
Motor Wheel Corp. and will be used, 
according to vice-president M. F. 
Cotes, to expand production of Duo- 
Therm fuel oil appliances. Mr. Cotes 
was unable to estimate the time which 
would be required to move from the 
company’s present quarters to the new 
location because of the necessity for 


Strong-selling messages like this extensive remodeling and machinery 
moving. 


ice Refrigerator Manufacturers for More Than 40 Years 














are appearing regularly in lead- 


ing national magazines .. . reach- 
Sylvania Moves 
Two Sales Offices 


Sylvania Electric Products, Inc., 


from the increasing demand for has relocated its Washington and S U S P E N D E D U N IT 


USALITE Flashlights and Bat- Southeastern sales offices. The lighting HEATER 
8 division in Washington has moved to 

teries. Remember, the USALITE the Washington Bldg., 15th and York 

Ave., according to G. Dallas Rand, a 

trade-mark is the consumer's ; Saues your cudd, 


sales manager for the capitol division. 


guarantee of quality and depend- Old offices were located in the Na- omens floor dpace. 


tional Savings and Trust Co. The 
ability .. . your assurance of re- same division in the Southeast has re- 


| moved to 1223 William Oliver Bldg., Makes additional 
peat sales. Order from your job- 


Atlanta 3, Ga., from Whitehall St., 
Atlanta., according to Hugh Saussy profits for you 
‘ 7 Saussy, 
ber .. today! sales manager for the sontheast 


This unit heater hangs from the 


ing over 9 million prospects. 






Get your share of the profits . . 





. . ceiling, leaving entire floor 
Refrigerator Production 


space clear for selling or ma- 
Increases at Westinghouse 





chinery Delivers maximum 
The Westinghouse Electric Corp. | heat with whisper quisiness 
has announced that it has surpassed | Fully automatic. Available in 
pre-strike production levels on re- | propeller fan type or blower immediate delivery on 100,000 BTU size. 
frigerators and expects to increase | type units. Rugged, handsome Other sizes available November or December 
: production as more steel and compo- | case finished in brown crackle 
i nent parts become available. The | enamel Every heater tested 


company is now in production on a| 


4 4 - , ‘ before delivery 

Flashlights & Batteries f seven cubic foot model and will add 
a nine cubic foot model. The OPA ap- | ° 

“A & ’B" Batteries for Portable Radios proved price for the seven foot re- | White to-day 
UNITED STATES ELECTRIC MFG CORP Factory and frigerator is $187.95. Expected to| c La lo ; 
Exec. Office: New York 11, 1.1.» Branch Office: Chicago 7,111, stimulate production is a new con- | Manufacturing Corp 
7 ara) y : veyor system recently installed in the | f . . 
So: pe ae [2 | Mansfield plant. p , Arizona 
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Ansley Radio Corp 


Apex Rotarex Corp. 
Inside Front Cover 
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Barlow & Seelig Mfg. Co 3 
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ONe- piece J with a Armature Engineering Co 224 
Stee] eahd Stainless Associated Projects Co 223 
rem ‘ INet—easi}y, Auth Electric Co., Inc 106 
OVable With . Automatic Electric Heater Co., 
tools and s} out Inc., The 212 
harmonious 'OWing Automatic Products Co 74, 148 
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é ratiory Sid. Automatic asher Co 174 
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immediate Delivery 


2-Bulb 20 Watt each or 
3-Bulb 20 Watt each 


KITCHEN UNITS 


Plug-in Type 


also complete line of Commercial 


and Industrial Units 
W. Chrome and White Wali 
Brackets 
Write or wire today 
for earliest delivery. 
Request new FREE 
low Price List and Catalog. 


ABRAMS LIGHTING 


Manufacturers of 


Fluorescent Fixtures 

113 No. Seventh Street 
Philadeluhia 6, Pa. 

PHONE: WaAlnut 2-6787 





3 





Announcement! | 


Immediate 


| 


The AMERICAN 
DE LUXE 
Gas Conversion Burner 
Is Now Ready for 


Delivery 


Write—Wire—Phone 


AMERICAN 
Heating & Engineering Co. 
601 East 5th Street 
New Albany, Indiana, U. S. A. 








HEATING 
UNITS 


Get peak efficiency and maxi- 
mum life with CURLFY electri- 
cal heating elements 

Helical Coils 

Electric Iron Elements 

Mica Heating Units 

Toaster Elements 

Strip Heaters 

Enclosed Grill Heating Units 

Special Thermostats 

Immersion Heaters 
All types of custom heating 
units and complete engineering 
data on electrical heating pro- 








Send for catalog Bendix Home Appliances, Inc 72, 73 
Bishop Publishing Co 87 
"ECOOLSTREAM Blackstone Corp 91 
CORPORATION Caloric Stove Corp............ 144 
240 BUTLER STREET, BROOKLYN 17, N.Y Comfield Mig. Co a7 
Capper's Farmer 182 
Carrier Corp. , : 34 
EVOLUTIONARY IN ENGINEERING - REVOLUTIONARY IN DESIGN Chanite Sales Co 225 
Chelsea Products Inc 154 
Chicago Tribune 203 
Christian Science Monitor 136 
Cincinnati Times-Star 68 
Clarvan Corp. 134 
Clements Mfg. Co 86 
Coleman Co., Inc., The 25 
A world of Collier's 108, 109 
Collman Mfg. Corp 21 
Combustioneer Div. The Steel 
BUSINESS Products Engineering Co 193 
s Commercial Credit Co 215 
Comes 4a Runnin Cetin Gese. 13 
Coolstream Corp., The 220 
When You Handle Coroaire Heater Corporation, 
The World's Most Complete The 
Curley Electric Mfg. Co 220 


Line Of Inter-communication 











177 cedures. 
WRITE - WIRE - TODAY + 


CURLEY ELECTHIG IF6. G0. 











Sense ince You don’t have to beat the bushes for busi- 
ness, when you are a Talk-A-Phone dealer. Decatur Pump Co 112 
_ —~ . Deepfreeze Division Motor Prod- 6104 W. Washington Blvd. Tel. ARdmore 8-7081 
ucts Corp. 7 Culver City, California AShley 4-2653 
re) am ae one Delco Radio Div. of General 
. . + . . . Motors 205 
is Nationally adv ertised, has won National recognition Deutschmann Corp., Tobe 216 Again and Again We Hear It Said: 
as the standard of perfection in the most advanced Dominion Electrical Mfg., Inc., 
field of inter-communication. Scores of pros- The 162 ey gat 
pects in your territory are already sold on Talk- Driver-Harris Co 158 wie™ THERMOSTATIC 
A-Phone . . . inter-communication that “Has x SOLDERING IRONS 
Everything’. A unit for every requirement 
: < F 4 : ig Washi : z . 9 
Prices attractively low. Profits more than a ee Mashing Gonp . Are The BEST At Any Price 
liberal ¢ Eclipse Moulded Products Co. 
al. Plastics Div. of General Amer- 
k Y bb ican Transportation Corp 35 2 Mr HBO of Long Branch, W. J." says 
As our Jo er Edwards & Co 142 dh oat ag teen 
Do more business, make more money with the Electric Steam Radiator Corp 168 rb demerit girs hese nag 
world’s most complete line of inter-communi- Electrical Merchandising 165 of your irons until | come here, but | am 
cation. Catalog upon request. Address Electrical Specialists, Inc 224 pace Renner sok och Ming Bar Ae 
. Electro-Line Products Cor 221 ge 
Dept. MS io) ore o real pleasure to work with 
Electromode Corp. 146 “Lett 
. . ®@ Thermostatic control @« Cool wotecting handle 
| Electronic Corp. of America 159 © Heats in 90 seconds ds nena fps 
a = se abate 4) Eureka Williams Corporation 119 © Light weight tees }@ Tips need less dressing 
© Power cost redyced 
s Evans Products Co 133 225-Watt List $11.00 © 450-Watt List $14.50 


(Continued on page 221 





1512 S. Pulaski Road Chicago 23, I1l. 
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qs «6p WHERE TO BUY 


Parts, Services & Accessories 


UNDISPLAYED RATE: 


$1.26 per line per insertion. Minimum charge $5.00. (First line in smal) black face 
type.) Fractions of a line count as line. 


in advance for 4 consecutive insertions of undisplayed ads. 


Discount of 10% if full payment is made 





DISPLAYED RATE: 


$14.00 per inch per insertion. Contract rate on request. (An advertising inch is 
measured vertically %” on one column. There are 4 columns—43 inches to a page.) 














SPECIALTIES 
Electric ab M: ange Roll wade and Covers 
cuum Cleaner Bags, Ironing Board Pads 
id Covers, w ashing and ironer covers. Ohio 
extile Specialty Co., W. 54th Cleveland, _O 
Washing Machine Parts 
IN CANADA, The “One-Stop” source of Sup- 
ply is Waugh & neue -wn Limited, ware 
ouses located in Le don, Ontario, and Mont- 
P.Q 


WASHING MACHINE PARTS 


“Any Part For Any Washer” 


Distributor for All 
Leading Manufacturers 
Write In 
For Complete Catalog 


WASHER SALES & SERVICE CO. 


10 Federal Street 


PITTSBURGH 12 PENNA. 


















and Appliance 


HANDEE All Steel 


nose, 13 ft. web 
strap. 


$] 9-95 


steel frame; Roller 
Bearings; Easy roll- 
ing. For medium size 
appliances and refria- 
erators and general 
purposes. Not padded. 
Shipped same day or- 
der received. Return 
express collect if not 
highly useful to you. 
1% 10 days. Order 


HANDEES CO. 
Dept. R-26 


Bloomington, I!linois 
Order Monday—Get it Friday 


from 


Refrigerator | 


TRUCK 


Trucks, extra wide | 


WASHING MACHINE REPLACEMENT PARTS & SUPPLIES 


BOSS - LAUNDRY QUEEN » WOODROW 
5] plus THIRTY-THREE OTHER MAKES! 5) 








Agitators V-Belts 


Nolu Wood Bearings 


“AKRON” Wringer Rolls 


Fibre Grease 


Transmission Oils 


HIGH POST CHANGE OVER 
FOR EASY AND G. E. WASHERS 





WE HAVE 93 PARTS JOBBERS—A NATIONWIDE SERVICE 
ADDRESS ON @FQUEST 


3650 


MANUFACTURING CO. 


EAST 
SCEREVELA RNS S, 


93jird STREET 


OHIO 





{rantz 





ROLL - DON'T LIFT 





CRAWLER TREAD 
MECHANISM 


ATTENTION: APPLIANCE DEALERS 


MAKE APPLIANCE HANDLING QUICK 
SAFE AND EASY WITH ESCORT TRUCKS 


®@ Eliminate all direct lifting. 
®@ Prevent damage to customers’ premises. 
® Assure against damage in delivery. 
®@ Reduce delivery and handling costs. 
®@ Protect employees from personal injury. 
ESCORT Trucks Actually Roll up or Down Stairways 
Price $32.95 F. O. B. Factory 


J. = STALLINGS Box 702, Gastonia, N. C. 


Immediate Delivery 
Mail Orders to 











Make a habit 
of checking 
this page 


... each Issue 
This Where To Buy Sec- 
tion supplements other 
advertising in this issue 
with these additional an- 
nouncements of products 
and services of special 
interest in the merchan- 
dising and servicing of 
electrical appliances. 


Classified Advertising Division 


ELECTRICAL 
MERCHANDISING 





RUBBER UPHOLSTERED ‘> 

8 ta 

\\ \ 
HAND <7) aiy\ 
TRUCKS ey 
SAFEGUARD 
Your Profits! 
Use ORANGEVILLE 
TRUCKS for han 
dling refrigerators, ranges, radios, kitchen cabi- 
nets, ete. Only truck with patented quick change 
ratchet nose. Completely rubber upholstered 
throughout. Several convenient sizes. Descriptive 

circular and prices on request. 
ORANGEVILLE MFG. CO. 


Manufactures complete line of Floor Trucks 
Orangeville (Col. Co.) Penna. 








CONSIDER THESE 
ARMATURE 
ADVANTAGES 





(For Vacuum Cleaners and Appliances) 
Lee Wilson Armatures are fine 


precision, capable of exceptional 
service--- boast economical main- 
tenance! Guaranteed 150% over- 
load .. . 75% overheat... 70% 
overspeed. 


WE HAVE ONE PRICE 

NO EXTRA CHARGES 
Guaranteed To Be Rebuilt Like New 
You are dealing direct with a fac- 
tory specializing exclusively in 
small armatures. 
Write for free armature booklet 


and price list 


LEE WILSON CO., INC. 


245 LIVERPOOL AVE. 
EGG HARBOR, N. J. 











WASHING MACHINE 
FLEXIBLE COUPLINGS 





The machined brass bushing F-L-O-A-T-S 


One piece—no loosely connected parts. Dampens 
noise. isolates vibration. Cushions starting torque. 
insulates between shafts. 


Available now in: 11,” to 9” lengths. 
Phone Dorchester 2350 


FLEXIBLE COUPLING MFG. CO. 
6220 So. Ellis Ave. Chicago 37, Ill. 


ARMATURES REBUILT 


For vacuum cleaner, tool. and drill 
motors. 


RUBBER BELTS 


For all sweepers. NO SYNTHETICS. 





Write for free parts catalog today 


PENN APPLIANCE DISTRIBUTORS 


126 S. 2nd. Harrisburg, Pa. 








THE GROVE 
WRINGER ROLL 
DUPLICATOR 


@ DUPLICATES ROLLS OR 
WRINGER SHAFTS 


CUTS OFF SHAFTS 
TANGS SHAFTS 
SQUARES SHAFTS 
CUTS KEYWAYS 
CHAMFERS ENDS 


SEE THIS ON DISPLAY AT 
YOUR PARTS JOBBER OR 
WRITE US. 


THE GROVE MFG. CO. 
2314 W. THIRD ST., 


DAYTON 7, O. 

















CHANITE SELF-WELDING nas 
ALL ELECTRIC HEATING ELEM 

simple anyone can make repairs in yy mm 
or burnt-out electrical appliances—irons, toast- 
ers, stoves & etc. Guaranteed nothing like it. 
From our mines to your appliances. $1.00 per 
package. $7.50 per doz. Stick form 25c. $2.00 


per doz. 
CHANITE SALES COMPANY 
914 South Main Fort Worth 4, Texas 


WASHING MACHINE PARTS 
“For any and all mokes" 


Most complete stock in N. W. 
Prompt Service 


Minnesota Appliance Parts Co. 
191 W. 7th St. St. Paul 2, Minn. 














Our 132-page 
FRE Catalog of FREE 
Washing Machine & Vacuum Cleaner Parts. 
Save money by ordering all your supplies 
from one dependable source. 

uality, Service, Low Prices 

MIDWEST APPLIANCE PARTS CO. 
2720-22 W. Division St. Chicago 22, Ill. 
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The Cover... 





eee S Hows one of the 
first floor lamps designed for the 
Certified Lamp Makers Group, com- 
bining a Circline fluorescent tube 
for general illumination, and an in- 
candescent bulb with specially de- 
signed Certified Lamp Makers’ reflec- 
tor bowl for overall shadowless light 
for reading and other close work. 


The picture was taken by Dave Rosen 
feld, in an interesting corner of 
Mallary's, leading furniture store in 
New Rochelle. N. Y 


‘ 








HAVE YOU HEARD... 


STAR SALESMAN 


Mrs. Binney is the star salesman of 
the Quaker Manufacturing Co. Re- 
ently she flew from New York to 
Chicago just to be recognized as such 
by Quaker president A. T. Atwell, who 
teels that she has a facility for dis 
ussing shoppers’ problems in their 
ywwn language and a rich experience 
n “every kind of a cantankerous 
heater that will burn.” Moreover, says 
Mr. Atwill, her smile is a shopper 
topper, and he expects the dealer 
ind consumer promotional! material 
which will be built around her to have 
he same characteristics. In contrast 
to many living trade characters, Quak 
r’s star salesman doesn’t rely on 
lewy youth. “Grandma” Binney got 

be that way in 80 vears of living 


FEMALE POWER 


Men in the electrical industry wh¢ 
ave long shuddered the implications in 
e motto of the Ladies Home Journal 
Never underestimate the power of a 
vyoman,” may be able to take some 
mitort trom the fact that the October 


ssue of that magazine 1s carrying 
$88,755.20 worth of advertising for 
products sold in electrical stores. With 
influence like that, who could under- 
estimate it? Most of us mere men 
ire primarily concerned with trying 


torget it 


PAMPERED POULTRY 


According to a report trom Coeur 
l'Alene, Idaho, one of the newest 
levelopments in the farm use of elec- 
tricity involves the installation of elec- 
tric cables in the floors of poultry 
10uses to keep the chickens’ feet warm 
Meanwhile, we humans continue to 
have a tough time with those cold 
floors on winter mornings. Another 
vealth-builder for hens is the germici- 
lal lamp, which, according to tests 
ecently conducted by Sylvania Elec- 


tric Products, kills bacteria, increases 
gg yields, and produces stronger 
birds. In one test, Sylvania found 
that 75 hens under germicidal lamps 
aid 1960 eggs as compared to 1767 


rom the same number of hens without 
anv ultra violet tuxuries 














| THINK WE'D BETTER RUN DOWNSTAIRS AND CHECK FOR A LEAK SOMEWHERE 
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Farm Market By L. E. Moftatt 


Consumer Plans for Spending By Robert W. Armstrong 


Nearly 13-million people want to buy $25-billion's worth of consumer 
durable goods, according to the Bureau of Agricultural Economics. 


Facts on Home Laundry Labor Saving By Ruth Gaffney 


Results of Farm Journal's 13-week before-and-after test on time and 
labor-saving through washing and ironing electrically. 
Appliance Delivery and Service By Howard Emerson 


A new type business in the appliance field—Appliance Delivery and 
Service handles receiving, unloading, storage and installations of ap- 
pliances for 350 dealers. 


Laundry Equipment Only 
Ralph Ginn, Muncie, Indiana, believes there is a good living in doing 
just one thing well. 


Attracting the "Carriage Trade” ---.--- . .By Tom F. Blackburn 


Curtis Busher of Emerson Piano House, Decatur, Ill., bets on pleasant 
surroundings and service. 


Model Music Center 


"The Broadway" department store in Los Angeles offers soundproofed 
air-cooled listening booths for record buyers, pianos and large display 
area for consoles and combinations. 


Records and Radio Kept Them Going 


Johnnie Allen of Southside Appliance Co., Jacksonville, Fla. says 
radio repair business was a life-saver—and it's paying off now 


Sales Floor on the Sidewalk By Lansdell Anderson 
Andrew Gehrmann, Jr., Baltimore, Md., recently opened an appliance 
and radio store with an all-glass front which places first and second 
floor in full sidewalk view. 

Servicing the Universal Mixer 


The Modern Showroom—A Distributor's Viewpoint 


Apollo Distributing Co., Newark, N. J., has completed a major re 
modeling job with emphasis on the showroom 


Another Department Store Opens a Separate Appliance 
Building 
Pfeifers of Little Rock, Ark., goes into home specialty selling. 


Training Salesmen .. . The Hard Way By A. B. Windham 


Walter Lewis, Macon, Ge., sterts his men out in the service shop. 
37 Years in the Washer Business 
The South Gets Ready for an Appliance Boom 
Man of Parts 
Fair Salesmanship 
News 


Electrical Appliance News 


A McGRAW-HILL PUBLICATION 
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THE EAST 
By Lansdell Anderson 
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ho now are hopeful of double 
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THE FAR WEST 
By Clotilde Grunsky 
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Off-Brand Sales Fall 
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NEWA HONORS INGRAHAM: E. B. Ingraham (left), appliance division chair- lealers, although some of the older 


man of the National Electrical Wholesalers Association receives a ‘Resolution of firms have changed hands \s appli 
Appreciation" from Charles G. Pyle, association managing director, in recognition 
of his efforts in the formation of the appliance division and of his “substantial aid older 
to the industry, especially during the unprecedentedly difficult period of post-war feel | 
reconversion. Continued re : 


gin to come back, some of the 
firms are already beginning to 
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the vet a rosy picture based o We have one ready for delivery Like the brawls that went on w 
those flimsy deposits. If the G. I. goes ight now,” he chirped grocery stores began selling dr 
THE EAST to the distributor, he gets the real px “Well, I'll let you know when I am products, and drug stores © start 
ture and saves burning his financia ready,” was her murmur carrying groceries a tew years a 
_ fingers Distributors who sell bot! “Lady, don’t you know these things this trend has all the earmarks 
ippliances and lighting fixtures say in ire as scarce as diamonds and rubies ?” trouble An outht getting its 
asing numbers of independent deal Elmer wailed from another source can afford t , 
rs are taking on lines of fluorescent i ball the extra lines, just as Ja 
. a _— rae ceknaa ok comes teal New Technique Radio in Peoria used to sell antif: 
t t al t sections of the towards fluorescent in the kitchen Result of this sudden loss of desir« at near cost to get customers 11 
wobably benefited by embarg: vuindry, and elsewhere in the home m the part of customers when they see radios. Most of the drug st 
t t irea. An LCI ‘ that a worthwhile percentage of liscover they can get it. is the evolu grocery feud has died down, as t 
nent rvaanage nit New York City these dealers ill sta vith this fixture tion of a new tec hnique \ Midwest public seems to like to buy spevialit 
r tance, didn’t do a distributor 1 husiness \ number of large de merchant relates that when merchan from headquarters 
Newa N the least bit of good artment stores are mtinuing witl lise arrives on his floor these days. Manufacturers ar laving — the 
spats p Spay nace te Mayet ccentralization plans, opening. or he pursues anew method, He doecyy troubles getting parts these days 
to New York. They returned empty janning to open, specialty outlets in simply tell his prospects the stuff is in the red oak is coloring up with autur 
N eal ! terview vi thurban areas Selling record al Telephoning his priority list, he ex and the maple leat turns red 
ig ab al black market , ed above $10. on instalment itedly whispers, “I think I can get executive of one of the chief was 
t ‘ ‘ 3 » dow ious ta hetet tented tx a 1 city oer leas on & ehoeeis. for ven. ai firms in the country relates how t 
A hlo« t arvest. T hai Contusion reigns among vou will act quickly!” house is a 2 and to mout! 
" es t i t yt in aller lealers over latest CPA ruling, PR 33 Phe prospect is as steamed up as a basis “We were about to close dow 
wit ven t ‘ uto age ind clarification irgently demanded Kansas farm hand buying a bottle of for the afternoon tor lack of motor 
ies If t itter are said to b Pressure is building up for instal hootlee Bourbon behind a haystack he says, “when somebody peeked out 
wholl the black market. But eight ent terms and soon may break loose und comes on the run. He doesn't find the window and hollered, ‘Here come 
it of ten deal say increasing nun Dealers in some areas are receiving inything on display outside of the a truck load of motors. we wont 
bers of tomer ww a growing unges without burners or oven pans samples. For somethine hard to get to shut down now 
lisposit t ffer a hand-out of sub is well as washers minus motors. This the customer jumps at the proposition 
tantia ' rath de for leliver rripes them greatly. On the other side Slowly but surely appliances = are 
iw i rerator t nanutacturer xplains there 1s no oming back on the market and the 
ense n ivi bulging ware transition from a seller's to a buver’s 
Status Quo in Buyer s Market wees that andling sts amount t market is going to arrive stlontic 
\ i i wt ve i 1 i large percentage of his total cost s \lready there is a beef on the high THE SOUTH 
and ittle-known table radi erefore doesn't like double shiy rice of portable lamps I manu- (Contmued ) 
‘ ‘ ier’s market e are ents al nore than the dealer likes icturers have don 1 magnificent job 
, ent eating pad y ecel them. Factory maintains % dressi them up, but apparently 
i ost t sectior in on . tis the best way out of the shoppers have nly so much dough 
ere appea ¢ h, sult ‘ leane in ind that the dealer's slice of these They kick equally hard at the idea of 
erta a emamn ipments, as balanced against proper $35 purses, $3 silk stockings (which 
1 t t t iT ments, will be lower each succeed seem to have few takers) ate! — a t anythi 
* if mont! At ke ist the manutacture! No longer vill you encounter a bare supp!y the demand 
Vew atte t tate t gives the deal floor sample tore This writer las rressed his Allotments Too Small 
iny dealers fee re and t ich time as the appliances car sc against the plate glass in towns 
pting ashers ‘ issemble mmpletely in the store ke Canton, New Philadelphia, Dover His claim of unequal distributy 
| electric inges, will be leliv to consumers () (10 minutes for rest stop) dur backed up by his statement that allot 
t le ‘ ce ng the past rtmeht, and they all ments are still being made on a 1 
t ¢ Ket i ibout the same thing as vou will basis, but that Southern states i\ 
rea b bserve Park Ridge, Tl grown by leaps and bounds in popula 
roa t the big new tion during the 1 years 
; : ohe, 4 : THE MIDWEST Commonwealth Edison to Sell Florida. this is pat ly true 
tle tast the ine ae a ay a ey mae \ strong gripe has been raised t 
t ir ve ort , ews that Commonwealth Edison Com that the South is still pretty much of 
t t iot re - hie Chicago utility. is ahout to “dumping ground” for lots of secor 
. ' ears esume merchandising in its nine rate stuff even though buyers in tl! 
al t branch locations and main store about section apparently have become hard 
t. H ! int tha ee ee ee ' ae November 15. Concentration is going to please than ever on all kinds 
' ; | thout vaiting late he as m load builders such as ranges, water equipment 
wutacturer 1s ~_ vas eaters me freezers and blankets Richmond, Memphis and Atlant 
e along thes« However, a woma Desplaines One the things that attracted all report a steady holdout by cust 
U u" inutacturer pr . suburb of Chicago, has beer attention recently in the midwest was ers for name brand appliances 
t tw models hetter off The Bucar Electric Appl the motion of R. Cooper, Jr., Gen long waiting lists for everything tron 
e set th 7 tub mpany told her it could get a ral Electric distributor in Chicago, refrigerators to vacuum cleaners. | 
{ «, lat without 2 it Fine. I'l n General Electric radios. There was Birmingham recently, more than 30) 
t ible the motor off the old machine and ttle to sell, but Gordon Hough. radio peonle stood in line overnight to bu 
, 7 age ase felt that the drum beatine 30 name-brand washing machine 
test { he are , sheek tli 1 . 1d publicits vertised by Sears-Roebuck 
wy. we ee wes ms product of oe cutee S Rent Costs Soar 
\nd as stuft be nes aval ition that appliances have been re 
that t or clving is the tendency of other types lo add to the general dissatistact! 
3riefs i Ha ! ret ses to dip into the busi ents are still soaring all over t 
mer M Oak P I is es Latest newcomer is the excut Sout In Charlotte, Birmingham a 
tearin t Toastmaste , the Food Center at 1201 North Miami recently hikes by landlords ha 
yomatl tc ‘ 121 St St. Louis. into the radio louble« ind tripled pre-war ent 
t i e t 1 2 eco! playe il ecord selling end Because of small deliveries and « 
it t toast t ! cs sequent small sales, 95 percent of 
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this area are still making 
enses from service and repair’ busi- 
s and from side lines. Many con- 
utly are operating in the red and 
what keeps them going is indeed a 
stion 
the minor appliance field, a 
gadgets from electric mouse traps 
ip, are enjoying a big sale and 
lers are making the most of adver- 
and displays sent out by the 
ifacturer to push them. Records, 
»s and record players are booming, 
though the first rush for new 
ios has died down some. This in- 
ised delivery and sale of minor ap- 
neces is, In fact, about the brightest 
t in the appliance picture as it per- 


1] 


the 


to the South today 


Too Many Dealers 


Jespite the idV1ce ol hinanciers, 
salers and almost everybody 
new retail outlets are popping up 


mile-a-minute pace. Many dis 


instituted control 


itor nave 
ods, making franchises, credit and 
ivery serve as a brake on would-be 
vho are ill-prepared to enter 
appliance business. A number of 


lealers have recently folded uy 


Yhio to the Gulf, there is 
plenty of money on hand and full 


~ 


yment, and for this reason cash 
r short credit sales still pre- 
te in this section \ll kinds 
xpansion are under way or being 
sidered and it appears that a 
xlern, up-to-date shop is the goal 
ilmost all Southern dealers, even 
the smallest towns 


\ll in all, the South still appears 
be 1's best potential market 
( is the question - 








THE FAR WEST 


Continued ) 





In Montana the power company has 
ened an active program of rural 
evelopment which will mean increas- 
ng opportunities for dealers in this 

ld. The first of the year the utility 
ill stage an adequate wiring promo- 
ion. In Utah the power company also 
is a rural development program 
nderway. This company is doing 
nuch in the way of dealer cooperation. 
Most recently it has been urging deal- 

s to take over the complete burden 

service work, part of which the 
tility felt obligated to carry during 
Nal 

In Portland, Oregon, the second 
utility has shut down on new house 
eating applications, although it is 
endeavoring to fulfill jobs already 
signed for by dealers. Reason: short- 
f transformers. 

From Vancouver, B. C., the power 
company announces that it has with- 
lrawn completely from active mer- 
chandising, promising an even more 
active dealer cooperative program than 

the past 

Deliveries in the Pacific Northwest 
ire reported to be slow on washers, 
fair on ranges, refrigerators and 
radios, and slow on small appliances 
nd parts. The Southwest, on the 
ther hand, reperts small appliance 
eliveries to be better, while radio 

liveries are good and small appli- 
nces and parts are fair. 

Most electrical stores in the West 
are beginning to look more electrical 
and are already cutting down on 
uxiliary lines, although must are 
eeping a tew of the best ones. 


age ¢ 


General Gain in Appliance Production 


Reported for August by CPA 


Set Pace With 


lrons 


17% Jump; 


Range Shipments Reach 66,000; Wash- 


ers, Cleaners, Heaters, Radios Gain 


Klectrical appliances reflected the 
improving health of American indus- 
try during the month of August with 
sharp increases in the production of 
washing machines, vacuum cleaners, 
heaters, irons, and 
radios. Still on the CPA critical list, 
however, were 


ranges, wate! 


refrigerators and sew 
ing machines 

The general tenor of the nation’s 
economy was indicated by a rise it 
the Federal Reserve Board index of 
five points from July’s 172 level. Ac 
cording to the September 26 Civilian 
Production Administration report, the 
uutput of durable goods during the 
month of August was 26 percent 
higher than the level set during the 
first quarter of the year. Basic metals, 
such as steel and copper, showed sub- 
i 
building materials went up by leaps 
and bounds. Unemployment in the 
nation dropped to 2,000,000, a level 
which, according to Mr. Small of the 
CPA, indicates that our labor pool is 
nearly dry. He has affirmed since is 


stantial gains, and the production ( 


suance of the report that production 
can no longer be increased by the ad 
dition of more workers, but must in- 
stead be swelled by longer working 
hours and greater 
man hour 


productivity pet 


Irons Lead Field 


Star performer among the appli- 
ances was electric iron production 
with a jump of 17 percent over July 
levels of 521,000 to 608,000 in August 
Irons now stand 60 percent higher than 
in 1940 when only 380,000 units were 
produced per month. 

Washing machines exceeded the July 
shipments of 187,000 units by 13 per- 
cent, or a total of 212,000 units shipped. 
Previous record for the year was set in 


June with shipments of 195,000 units 
\ugust shipments break down into 
195,000 standard type units and 17,500 
midget units. As in previous months, 
eadaches in the industry are shortages 
f porcelain enamel tubs, copper prod- 
cts and fractional horsepower motors 

\ugust shipments of vacuum clean- 
rs breezed up 11 percent from July 
totals of 197,000 to 218,000 and were 
40 percent above the 1940-41 average 
monthly rate. However, the industry 


still cannot suck up enough of the fol 


lewing components to satisfy its de 
mand: electric steel laminations, frac 
tional horsepower motors and switches 

Electric ranges continued to turn 
on the heat with a 16 percent rise over 
July’s 57,000 shipments to 66,000 in 
August, 40 percent above the average 
pre-war rate of 47,000 units per month 
Satisfaction of the demand is still 
short-circuited by an insufficiency of 
steel, switch plugs and copper 


New Record for Water Heaters 


Water heaters, which set one record 
in July, steamed up to .a new high in 
August with 267,000, a 16 percent rise 


over the previous month. Production 


an 
was 53 percent above the average 
pre-war rate. 

Shipments of radio sets stood at 53 
percent above pre-war levels and 31 
percent over July with a 1,700,000 sets 
produced during the month of August. 
Totals shipped included 85 percent 
table models, 7 percent consoles, and 
8 percent automobile radios. While 
the overall average was high, console 
shipments were still 22 percent be- 
low and auto radios were 40 percent 
below the pre-war level. Shortages 
still exist in tubes, gang condensers 
and wood cabinets. 


The debit side of the ledger includes 








LAST APPLAUSE: Dave Hayes, washer engineer for General Electric Co. and 
member of the technical and other committees of the American Washer and lroner 
Association, is forced to his feet to take a round of applause fom delegates at the 


recent Association meeting in French Lick. 


Mr. Hayes, retiring from active partici- 


pation in the appliance industry, was presented with a aift from fellow members of 


the Association. 
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refrigerators and sewing machines. Re- 


frigerators, below pre-war levels in 
July with only 220,000 shipments, fell 
one percent in August to 218,000, about 


7 


percent below the pre-wal level 
of 309,000. Production is severely 
lampered by shortages of steel and 
component parts, condensers, and 


motors 
Sewing Machines Drop 


The largest decline was registered 
in red by sewing machines which fell 
17 percent to 29,000 units from 35,000 
in July \ugust shipments were 48 
percent below the 1941 rate of 67.000 
units. Here grey iron castings, lum- 
ber and motors, were held responsible 

Fractional horsepower motors, long 
a narrow bottleneck, crashed through 
with an increase of 1,000,000 units 
over July. Unfilled orders on August 
1 totaled 36,000,000 units, or 3.2 mil- 
lion more than on July 1. According 
to the CPA, production could be 
stepped up almost 2.5 million a month 
if materials were readily available. 
Silicon sheet steel and copper short 
ages are the main stumbling blocks 
to progress, but the August rate was 
still nearly double the 1939 monthly 


average 


OPA Adds Small 
Appliances to ''Low-end" 
Price Order 


Some electric fans and irons and all 
low-cost sandwich grills, toasters and 
bowl-type space heaters were added on 
Sept. 17 to the OPA’s “low-end” order 
which permits manufacturers to apply 
for price rises on goods in their low 
est price lines. 


Aimed to Increase Production 


According to the pricing agency, 
the action was taken to encourage pro- 
duction of inexpensive appliances and 
thereby eventually reduce costs to the 
consumer, although consumer prices 
will, if increases are granted, g& 

a maximum of 15 percent 

Manufacturers are restricted to the 
lowest of the following prices: (1) 
the dollar and cent price given in the 
order for sales to jobbers, (2) the 
current ceiling price plus a_ stated 
percentage increase, or (3) the tetal 
cost to make and sell the item plus 
a stated percentage for profit 


) up 


Ceilings Listed 


The various ceilings, the lowest of 
which the manufacturer is required 
to take, are as follows. In all cases 
the profit margin factor is 4.9 and 
the maximum percent adjustment is 15. 


Item 
Electric fans Cut-off Price 
8-inch non-oscillating $2.50 
10-inch non-oscillating $3.50 
Household flat irons 

non-automatic $2.00 

automatic $3.50 
Hot plates 

one-burner $1.50 

two burner $3.50 
Sandwich grill $2.00 
Toasters $1.75 
Bowl-type space heaters $2.00 
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Electrical League Convention Opens 
With Emphasis on Interdependence 


Speakers stress importance to industry, man- 


agement-labor relations and to progress 


I e Inte lati \ Elect l 
cal Leagues op 1 the first day of its 
Litl annual irly thi 
month in New York Cit with an 
address by Victor W. Hartley. man 
ging directo f the Pacific Coast 
Electrical Ass " esident of the 
[Al | vho n en or the 
three lay 2 t Hote 
Astor 

High spot of t ening lay was 
Westinghouse esident Gwilyn \ 
Price's speech at the George West 
inghouse Centennial Luncheon whic! 


was sponsored by the Electrical and 
Gas Assn. of New York Mr Price 
chose for his subject, “Interdependence 

Then and Now” and laid emphasis 
| 


upot the interrelationship between 


nation and natio 1 employer and 


emplovee ‘Our hopes for a_ better 

world,” he said est on the in 

ter lepen lence t nation ind of indi 
lual men.” 


Function of Leagues 


Sor ’ | 4 Da 

¢ ct 1 il i { t ati 
eard Mr. Ha ure It the 
function t i] igue ft 
S i ‘ ve a i 

) 4 ite W ers 
eacet t tr evi f ) 
el rical rte n ‘ va et 
when he said | i very deh 
te and strong i ! iterdepend 
ence whicl ‘ gnized if 
res s be achieved.” The 
nex ity 1 4 actics t the I 
ciple t imterdependence has become 
ve eater ‘ i .¢ n le fla 
t rort xpectal ra asy and 
tremendous post-war boon ‘Now we 

realize that we are going to have 
go back to work agai We have 


suddenly realized that the customer 
can not only get al 


roducts but intends to do so until 
\ voo him with some very aggres 
sive salesmanship.” 


Pointing out to the league members 

it industry selling is a league job, 
Mr. Hartley declared that “First and 
foremost must be sold the electrical 
way—electrical living in all its as 
pects,”*and he asked for a rekindling 
i enthusiasm within the industry 
especially among those who were away 


luring the war and among newcomer 
High Installation Costs 


Mi Hartley alse isked the repre 


sentatives to consider the present hig! 
osts of appliance installations and 
aid that, “We shall never sell electri 
al appliances on a mass market basis 
ile tallats sts remain at thet 
resent high levels.” 
In order to sell electrical living t 
e public, contended the speaker, it 


is essential to develop the practice 


terdependence within the industry 


He threatened a return to complete 
government control over the industry 
if the mass of the public é lecid 
that it does want to live electrically 
but discovers that in order to do 


must pay tribute 


ness and greed 
Applications 


Following up the interdependence 
theme were N. J. MacDonald, vice 
president of the Thomas & Betts Co 
and chairman of the NEMA general 
sales promotion committee, and J. R 
Poteat, manager of G-E’s range and 
water heater diyision, who demon 
strated methods of actually applying 
interdependence so as to benefit the in- 
dustry. Mr. MacDonald stressed the 
fact that what helps the electrical in- 
dustry as a whole also helps the in- 


lividual within it. As an example, he 








STUDYING THE FINE POINTS: E. S. Evans, Jr., president of Evans Products Co., 
Detroit, runs an eagle eye over the first molded plywood radio cabinets off the pro- 
duction line at the recently acquired Grand Haven, Mich., plant. Pant production 
is‘ expected to reach 2,000 radio cabinets a day soon, in addition to furniture 


components. 
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showed that an increase in the num- 
ber of electric ranges sold means an 
increase in the number of products 
which go into the range, an increase 
in kilowatt hours consumed, and an 
increase in the pay envelope of the 
individual workman. For this reason, 
he said, it is important that every fac- 
tory and office worker in the electri- 
cal world should make it his business 
to sell electrical living ; the benefits are 
directly derived by him. 

Mr. Poteat showed how the decline 
of electric trolleys in the nation has 
adversely affected people who make 
wires, thermostats, motors, power, 
and other essentials of electrical trans- 
portation. 


Other Speakers 


Speakers at the afternoon session of 
the first day of the convention in- 
cluded L. W. Davis, general manager 
f the National Electrical Contractors 
Assn.; C. G. Pyle, managing director 
of NEWA; W. J. Donald, managing 
director of NEMA; and J. T. Coats- 
worth, commercial director of the Edi- 
son Electric Institute, all of whom 
spoke on national programs and elec- 
trical interdependence 


Kelly Predicts Buyer's Market 


\n early return to a buyer’s market 
by the appliance industry—with the 
time element varying with the indi- 
vidual appliance—was predicted by 
H. M. Kelly, appliance sales manager 
of the Frigidaire division of the Gen- 
eral Motors Corp. Were it not for 
strikes, shortages, and production de 
lays, we would be in that buyer’s 
market today, Mr. Kelly inferred, add- 
ing that “this backlog of unfilled 
wders .. essentially represent un- 
filled desires and not unfilled orders 

. it is easily possible that the tran- 
sition from a seller’s to a_ buyer’s 
market may be more rapid than we 
would be inclined to think at this 
time.” 

Mr. Kelly, speaking on the second 
day of the convention with Kenneth 
Cook, assistant sales manager of the 
American Central Mfg. Corp., and 
S. W. Andrews, rate engineer of the 
American Gas & Electric Service 
Corp., said that the transition to 
a seller’s market would be slower 
in rural areas than in urban areas 
where families have already had to dip 
heavily into wartime savings to pay 
the higher costs of living 


Major Items Firmer 


He indicated that the seller’s market 
would last longer for the large, major 
appliances than for traffic appliances. 
The seller’s market for refrigerators, 
for example, he said would last “at 
least until the middle of 1947.” He at- 
tributed an “unusually firm” demand 
for electric ranges to the tremendous 
growth of public acceptance of this 
appliance. The water heater market, 
“very spotty before the war,” should 
be very good for some time to come. 
He said that this is partly due to “an 
increased appreciation on the part of 
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the homemaker of the need tor 
automatic source of an adequate sup; 
of hot water.” 

Some smaller appliances, such s 
table radios, many brands of vacuum 
cleaners, and off-brand appliances are 
already in a buyer’s market, Mr. Kelly 
said. “Conventional washers seem to 
rank between refrigerators and tab): 
top radios, while the true demand for 
automatic washers at their current 
prices is unproven because of a lack 
sufficient offerings.” 


Freezer Market Over-Estimated 


The market for home freezers 
found greatly over-estimated. ‘‘\\, 
have far too many producers, as wel] 
as retailers, and we predict sizabl 
casualties in this field. Our information 
would indicate that this product 
already well into a buyer’s market.” 
He declared that in the urban market 


the home freezer is a convenience and 
a luxury item and must compete wit 
food lockers, rented freezers, and 


greater storage space in refrigerators 
In the farm market the freezer 
been over-sold as to the capacity 
required. 


Danger to Dealers 


The change from a seller’s market to 
a buyer’s market is going to have very 
serious Consequences on a greatly over 
expanded dealer group, he warned 
“Some of these thousands of new appli- 
ance dealers will weather the storm 
ahead, but we believe a high percent- 
age of them are in for a bad time.” 
Causes of failure he listed as lack of 
capital, inability to secure brand-name 
franchises, poor locations, inexperi- 
ence, lack of guidance by the manufac- 
turer, inequity of the manufacturer's 
dealer policy, poor service, poor trade- 
in handling, and lack of aggressiveness 
ind initiative. 

He also pointed to the temptation of 
dealers to try and meet the cut prices 
of dealers who are liquidating their 
inventories. “Instead of following the 
price cutting spiral down to _ his 
destruction,” Mr. Kelly said, “the 
dealer who is to survive will have t 
call upon every ounce of sales abilit 
he has.” 


Refrigeration Show Expected 
To Draw Over 20,000 Visitors 


Over 20,000 members of the refrig- 
eration industry are expected to at- 
tend the 4th All-Industry Refrigera 
tion and Air Conditioning Exposition 
in Cleveland’s Public Auditorium from 
October 29 to November 1, according 
to the Refrigeration Manufacturers 
Association, co-sponsors of the exposi 
tion with the Frozen Food Locker 
Manufacturers and Suppliers Associa- 
tion. 


160 Exhibitors 


Some 160 exhibitors have been listed 
to fill the 75,000 square feet of avail 
able floor space and it is expected that 
a large portion of the show will be de 
voted to the display of new domesti 
refrigerators, home freezers and hom« 
air conditioning equipment. Also on 
hand will be commercial equipment. 

The exposition, first since 1941, wil! 
reveal war and post-war improvement 
and marks the first time that the froze: 
food industry has participated in an 
all-industry show on a large scale. 

Exposition headquarters are at 1107 
Clark Building, Pittsburgh, Pa. R 
Kennedy Hanson, executive secretary 
of REMA, is show director 














Ashl 
Scar 


West | 
Cites | 


Facts | 
: ny bel 
hoarding 
by J. H 
Westing 
speech 2 
trade a 
San Fra 

Mr. A 
tories at 
Mansfiel 
that tho 
if compe 
ances, th 
ip by tl 
element. 
me day’ 
lelivery 
lown al 
attribute 
turnover 
raw lab 
plants a’ 
necessity 
plant op 
farmed 
supplies. 
about ti 
to flow 
as finish 
former]; 


Conti 
to the r 
supply ; 
auses ¢ 
strate t 
thetical 
10,000 ¢ 
stock 1 
oasters 
vould t 
“If it w 
at the 
made at 
play an 
ut the 
and a 
product 
portatic 
the de 
roaster: 
assumilt 
tory is 
ing thr 
ity. 

He v 
is not 
ducer « 
with th 
difficult 
a prod 
ployees 
tions. | 


” 


He « 
mand 
keep d 
that pr 
his hy 
would 
12 mo 
dealers 
electric 

Indi 
Westir 
tering, 
of the 
“The 


ELEC 











Ashbaugh Attributes Appliance 
Scarcity to Material Shortages 


West Coast Speech 
Cites Labor Unrest 


Facts and figures aimed at refuting 
ny belief that manufacturers are 

arding appliances were introduced 
by J. H. Ashbaugh, vice-president of 
Westinghouse Electric Corp. in a 
speech given recently to a group of 
trade and press representatives in 
San Francisco. 

Mr. Ashbaugh admitted that inven- 
tories at the Westinghouse plant in 
Mansfield, Ohio, are high, but declared 
that those inventories consist largely 
f component parts or unfinished appli- 
ances, the completion of which is held 
ip by the shortage of some essential 
element. He further pointed out that 
me day’s interruption in the airborne 
lelivery of only one item will close 
lown an entire production line. He 
attributed the slowness of production 
turnover to the necessity for training 
raw labor, labor unrest in electrical 
plants and the plants of suppliers, the 
necessity for performing in the home 
plant operations which were previously 
armed out, and the lack of reserve 
supplies. He said that it now takes 
about two months for raw materials 
to flow through the plant and emerge 
as finished appliances, twice as long as 
formerly. 


Filling the Pipelines... 


Continuing, Mr. Ashbaugh pointed 
to the need for filling the pipelines of 
supply as one of the least understood 
auses of production delay. To demon- 
strate this point, he cited the hypo- 
thetical case of a manufacturer with 
10,000 dealers and 100 distributors. To 
stock the dealers with six electric 
oasters and the distributors with 100 
vould take a total of 70,000 roasters 
“If it were possible to hold the roastere 
at the factory until the 70,000 were 
made and ship them all at once for dis- 
play and sale at the same time through- 
mut the country, we would need eight 
and a half months of uninterrupted 
production plus two weeks for trans 
portation—a total of nine months—for 
the dealer’s initial shipment of six 
roasters apiece,” Mr. Ashbaugh said, 
assuming that the capacity of the fac- 
tory is 500 roasters a day and requir- 
ing three months to reach that capac- 
ity. 

He went on to say that the problem 
is not that simple. Every pro- 
ducer of consumer goods has to cope 
with the problems of reconversion, the 
difficulty of obtaining materials to keep 
a production line rolling, getting em- 
ployees and the problem of labor rela- 
tions. These factors all mean delays. 


” 


Would Take 12 Months 


He declared that under present de- 
mand conditions it is impossible to 
keep dealers in stocks, even assuming 
that production could be kept high. In 
his hypothetical case, he said that it 
would take the manufacturer at least 
12 months of production before his 
dealers could get their quota of six 
electric roasters. 

Indicative of the difficulties that 
Westinghouse itself has been encoun- 
tering, said Mr. Ashbaugh, is the case 
of the aluminum refrigerator doors. 
“The daily supply was being 





ASHBAUGH of Westinghouse. "The 
acute problem of material and compon- 
ent part supply.” 


shipped by air from our supplier. So 
tight was the supply of this part that 
the refrigerator line was down for a 
whole day, because the airlines were 
grounded the day before. 

Asked when he thought production 
would be back to normal amid condi- 
tions of ample supply and competitive 
selling, Mr. Ashbaugh said, “probably 
about the end of 1947,” with the quali- 
fication that unforeseen conditions 
might render sizable changes in that 
date. 


NEWS BRIEFS 


Manufacturers’ ceiling prices on 
certain rubber items for use in re- 
frigerators, vacuum cleaners, and ap- 
pliances were recently boosted 17 
percent by the OPA. 


DuMont Laboratories wil! install 
Cleveland’s first television station 
for Scripps-Howard Radio, Inc., and 
the $225,000 investment will be on 
the air probably by May, 1947. 


The Radio Corp. of America has 
commenced production of its first 
post-war television transmitter, de- 
signed to produce five kilowatts of 
power on any one of the. 12 fre- 
quency channels assigned by the 
FCC. 


Philco Corp. started radio-phono 
graph production in its new $2,250,- 
000 Philadelphia plant on Septem- 


ber 24 


Quantity production of the new 
International Harvester freezer, an 
11 cubic foot chest type, is under 
way at the new plant in Evansville, 
Ind., and will be followed up shortly 
with a smaller model. 


Iceberg recently celebrated the 
completion of its first full year of 
operation and announced that it has 
a backlog of orders which will re- 
quire six years of unrestricted pro- 
duction to fill. 


The Vacuum Cleaner Manufactur- 
ers’ Association says that August 
sales of cleaners broke all records 
with a total of 234,148, compared to 
199,722 in July and 170,272 in 


August, 1941. 


Vancouver Dealers Set Up 
Second-Hand Appliance Depot 


Plan Saves Space, 
Stops Price Cutting 


One solution to the old and thorny 
problem of what to do with used appli- 
ances has been solved by -dealers in 
Vancouver, B. C., with the establishing 
of a central disposal depot, Household 
Appliances, Ltd. 

During the summer months a group 
f cooperating dealers erected a $32,- 
000 building 125 feet deep by 50 feet 
wide in a heavy traffic area of sub- 
urban Vancouver. The plan they set 
up provides that the individual dealer 
can either tag the appliance with a 
fixed price or let it be sold at auction 
under a cooperating agreement with 
Vancouver Auction Market, Ltd. When 
sold from the display floor, the dealer 
is charged 20 percent of the purchase 
price. If the appliance is sold at auc- 
tion, he pays the depot 15 percent. 


Removal Is Voluntary 


The organization has evolved a sys- 
tem of storage charges on a monthly 
scale. Dealers may, however, remove 
appliances from the floor at any time. 
If appliances are sold on the install- 
ment plan the dealer receives the same 
return as he would from a cash sale 
and the depot arranges the financing. 

Further activities of the depot in- 
clude the repairing and reconditioning 
of appliances and the depot will guar- 
antee and repair such repaired items 
for a period of 30 days. 
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Advantages claimed for the plan in- 
clude the elimination of the need for 
the dealer to devote a portion of his 
floor space for the display of second- 
iand appliances, facilitation of enforce- 
ment of uniform trade-in allowances, 
standardization of methods and prices 
in merchandising, and the utilization of 
an appraiser from the depot who evalu- 
ates all appliances 

\ portion of the building is occu- 
pied by an auction room which is used 
by the Vancouver Auction Market. J. 
Murchison, auctioneer, is in charge of 
this department and M. Allen is sales 
manager for Household Appliances, 
assisted by P. J. Bennett, service man- 


ager 


OPA Permits Adjustable 
Pricing Basis for Tubes 


The Office of Price Administration 
announced recently that manufacturers 
of radio receiver and allied special pur- 
pose tubes may sell these products to 
set manufacturers on an adjustable 
pricing basis. The action permits sales 
affected to be made at present ceiling 
prices subject to an agreement with 
the buyer for upward adjustment of 
the price to new ceilings when they are 
established by OPA. Meanwhile, the 
agency is determining whether the in- 
dustry is entitled to an additional in- 
crease over the 27.5 percent increase 
granted on May 2. 


Northwest Protests 
Range Allocations 


Faced with the paradox of high pro- 
duction of electric ranges and low al- 
locations to the Pacific Northwest, the 
Association of Appliance Dealers of 
Seattle, Wash., recently sent a tele- 
gram of protest to 22 manufacturers of 
electric ranges. Signed by Dave L. 
Allen, Jr., secretary of the association, 
the message asked manufacturers to 
reconsider their allocations for the 


Northwest 
Waiting Lists Suffer 


“All the dealers are asking is their 
fair share to take care of customers on 
the waiting lists and do their part in 
completing veterans’ homes,” said Mr. 
Allen. “Government figures report 
July range production as 21 percent 
higher than the 1940-41 monthly aver- 
age, a gain for the second successive 
month, yet at the same time dealers 
here are receiving as much as 85 per- 
cent less ranges than they did in 1941.” 
Mr. Allen blamed the shortage in his 
section as caused by a manufacturers’ 
policy of stocking other sections in 
order to pioneer new territories. “We 
don’t think this fair,” he continued, 
“since the Northwest not only has the 
highest per capita electric range usage 
rate in the country, but also did plenty 
of the original pioneering work when 
the electric range came on the market.” 





Scheduled Meetings 


West Coast Electronics Mfrs. 
Assn. 

Electronics Show 

Elks Club, Los Angeles, Calif. 

October 18-20 


Appliance Parts Jobbers Assn. 
Fall Meeting 

Gibson Hotel, Cincinnati, Ohio 
October 24-26 


National Electrical Mfrs. Assn. 

Annual Meeting 

Hotel Traymore, Atlantic City, N. J. 

Oct. 28—Nov. | 

W. J. Donald, Managing Director, 
155 East 44th St., New York City 


Refrigeration Equip. Mfrs. Assn. 
and Frozen Food Locker Mfrs. 
and Suppliers Assn. 

4th All-Industry Refrigeration and Air 
Conditioning Exposition 

Public Auditorium, Cleveland, Ohio 

Oct. 29—Nov. | 

R. K. Hanson, Show Manager, Clark 
Bldg., Pittsburgh, Pa. 


Vacuum Cleaner Mfrs. Assn. 
Cleveland, Ohio 


November | 


Natl. Farm Electrification Con- 
ference 

Chicago, Ill. 

November 7-8 

George Kable, Chairman, 155 East 
44th St., New York City 


Housewares Show 

Auditorium, Atlantic City, N. J. 

January 5-10 

Flo English, Managing Director, Ho- 
tel Pennsylvania, New York City 


American Washer & ironer Mfrs. 
Assn. 
Chicago, Ill. 


January 8 


7th Int. Heating and Ventilating 
Exposition 

Lakeside Hall, Cleveland, Ohio 

January 27-31 

Charles F. Roth, Manager 
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JOIN TO COOPERATE: Members of the Vacuum Cleaner Manufacturers’ Associa- 
tion pose with A. G. Ashcroft, second from left, chairman of the technical commit- 
tee, Institute of Carpet Manufacturers, who spoke on inter-industry cooperation at a 


recent VCMA meeting in Cleveland. 


Left to right: W. £. Slabaugh, Jr., Westing- 


house; Mr. Ashcroft; Mart Manley, Electrolux; and A. L. Atkinson, G-E. 


Cleaner Makers Plan Cooperation 


With Floor Covering Industry 


Ashcroft Tells Need 
at VCMA Meeting 


Inter-industry collaboration between 
pile floor covering and vacuum cleaner 


manufacturers neared reality last 


month as a result of a speech made by 
A. Griffin Ashcroft, chairman of the 
technical committee of the Institute 
of Carpet Manufacturers of America 
Inc., to a meeting of the Vacuum 


Cleaner Manufacturers’ Association in 


Cleveland, Oh 


Mr. Ashcroft \ is also director 
of research of the Alexan ler Smith 
®& Sons Carpet Lo., presente d evidence 

1 the form of answers to a question- 
naire which indicated that the evolu 
tion of the vacuum cleaner has mate 
rially affected the evolution of pile 
floor coverings. He conducted a sur 
vey among leading carpet n anufac 


turers which wed preponderant 
approval of cooperation with cleaner 


makers 


The Value of Cleaners 


rie in acture de It $ 
our opinion that there would be a very 
definite sales resistance against some 


of the high pile texture carpets that 
are being manufactured today if the 


housewife were not able to use a 
vacuum cleaner r removing dust and 
dirt.” 

Another manufacturer reported that 
the current trend toward pastel colors 
could not have started without the 
vacuum cleaner 

A third declared that, ‘ if we 


ever did come up with a combination 
that could not be readily cleaned, it 
would never get into production 


Research Wanted 


A definite majority of cleaner manu- 
facturers, in responding to another 
questionnaire made up by Mr. Ashcroft 
in preparation for his speech, declared 
themselves as favoring an extension 
of industry-wide research on consumer 
wants. They also indicated a desire 
to know if the carpet industry plans 
any radical changes in manufacturing, 
whether the twist-weave construction 
will be lasting in popularity, and what 
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type of carpet the industry considers 
most typical in the American home. 

“The kind of research suggested by 
our discussion is an untouched field of 
effort, that between industries making 
related products with similar func- 
tional purposes,” Mr. Ashcroft said 
He added that there has been a steady 
drift away from the smooth, plush-like 
carpets, as exemplified by the Wilton 

the 1920’s, toward looser, rougher 
textured surfaces. Rug-cleaning ques- 
tions, he said, may be answered by 
inter-industry cooperation and he 
pointed out that research will help 
consumers find correct methods of 
maintenance of rugs and carpets 

The cleaner manufacturers approved 
Mr. Ashcroft’s proposa! for further 
consideration of a program for coop- 
erative study and a new association 
committee was named to arrange for 
the appearance of representatives of 
related fields who will give talks simi- 
lar to that o! M r. Asl croft 


Oliver Urges Dealers to Help Keep 
Appliance Demand Ahead of Supply 


Calls Selling Bigger 
Problem than Production 


Altogether too many dealers 
are complacently sitting back on their 
haunches and howling every time the 
phone rings or someone comes in the 
door to see something they currently 
may not have available for delivery,” 
said Rk. M. Oliver, vice-president and 
general manager of the Proctor Elec- 
tric Co., pointing out to members of 
the San Francisco Electric Club that 
the greatest danger confronting the 
appliance industry is the failure of 
retailers to follow up the promotional 
efforts of manufacturers. 

Mr. Oliver stressed the fact that 
dealers should make every effort to 
sell now in preference to waiting for 
the day when shelves are crowded with 
unsold merchandise. 


Production No Problem 


Speaking on Sept. 23, Mr. Oliver 
opened his address with the declara- 
tion that while the $64 question is when 
will production catch up with demand, 
the $64 million answer is to keep de- 
mand ahead of supply. He cited the 
increased production of appliances 
over 1939 levels, saying that the June, 
1946, production of irons was 219.6 
percent greater than the 1939 monthly 
average. The increase in production, 
he continued, means that many off- 
brand appliances are gathering dust on 
dealers’ shelves. “Proof that consum- 
ers are getting choosey,” he said, “may 
be found in a recent survey ... in 
which 52 percent of the dealers inter- 
viewed stated that their customers will 
not accept ‘just any make’ but demand 
the brand names they know.” 

In contrast to frequently expressed 
ypinions, Mr. Oliver declared that the 
present problem of dealers is not one 
of production but rather one of selling, 
“not selling commodities right this 
minute, but selling interest and desire 
now 
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“MIND A LITTLE SUGGESTION, WESTBROOK?" 





ROBERT M. OLIVER in San Francisco 
The $64 million answer to the $64 ques- 
tion. 


He emphasized that it is the dealer's 
job to do this selling because only in 
the dealer’s store can the customer see 
and try the manufacturer’s product. 

“Our job—yours and mine—is to 
eliminate the negatives in our think 
ing, our planning and our selling and 
to accentuate the positives upon which 
our industry has been built,” he said, 
pointing out that dealers are becoming 
afraid to advertise, display and dem 
onstrate products that they are unable 
to supply. 


Dealers Must Sell 


“The smart dealer,” the speaker 
said, “wants a backlog of orders, cus- 
tomers and prospects. He knows that 
every sale he makes now—though not 
delivered now—means a family that 
knows his store . . . and, if smartly 
handled, will continue to come back to 
him for all of its appliance needs. He 
knows enough about human psychology 
to know that people are flattered by 
being among those who have ordered 
and cannot get scarce commodities. 
He knows that people like to buy what 
they can’t get . . . that increased con- 
sumer demand for quality products is 
the backbone of his business.” 

Mr. Oliver summed up the philoso- 
phy of his speech with the remark 
that, “. . . it’s a lot better to have 
customers clamoring for more mer- 
chandise than you can deliver than to 
have warehouses bulging with appli- 
ances your customers don’t want.” 


July Stoker Output 
Doubles '45 Total 


Factory. sales of mechanical coal 
stokers during July, 1946, all but 
doubled the figure for July, 1945, the 
U. S. Department of Commerce re- 
ported recently. The report quoted 
8,956 machines produced in the sev- 
enth month of last year as compared 
to 16,610 units in the same month of 
this year. Sales for the first seven 
months of 1945 totaled 49,154 as 
against 105,185 for the same period 
in 1946. 

Sales of stokers for residential heat- 
ing for both bituminous and anthra- 
cite coals for the first seven months 
of 1946 totaled 94,564 units with 26,219 
in the same time last year. Virtually 
all residential stokers as well as com- 
mercial and small industrial machines 
are of the underfeed type. 
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This NUTONE ad will appear (in color) in the November issues of 
BETTER HOMES & GARDENS and AMERICAN HOME, 













Why you should order 
your NUTONE chimes 
NOW! 





ti NO. 1 is NUTONE’S consistent ad- 

“ vertising campaign of which that ad on 
your left is a part. All year, this series has 
been selling your customers on the gift- 
appeal of NUTONE chimes. That’s why 
you can expect so many more people than 
ever before to be in your store for them 
this Christmas. 


N UTON E REASON NO. 2 is the production headaches 


that afflict all manufacturers who refuse to 

4 estic let quality slip. And, believe us, we’ve had 

| , our share. But you can be sure that: the 

NUTONE chimes you do get will be the 

EIGHT-NOTE best that money can buy, the only kind it 
DOOR CHIME pays you to sell! . 






























You'll get a whole lifetime of 


| 
thanks when you give a PUT 1 AND 2 TOGETHER and you can why 
UT **Majestic’’ Door pee. 
chia! Vous cag llony its you should order your NUTONE Chimes 
eight lovely ian Oh NOw! Remember ee quickly gift 
will bring cheer (and a though ; 
of you) whenever callers come merchandise was snapped up last year? 
And if that lucky someone has This gnason promi a fon the he Bey rae 
a hall that needs a bit of 1ses 


brightening, they'll be espe- 
cially grateful for the “*Ma- 
jestic’s” soft-glow night light! 


Christmas is just around the corner! 


Avoid disappointment at 
Christmas. Order your 
NUTONE ‘*Majestic’’ Door 
Chime now at your electric 
shop, hardware, or depart- 
ment store. Other NUTONE 
Chimes are $3.95 to $59.95 


NUTONE is the world’s largest 
s eight-note Westminster Chime 


im-brass tubes topped by a stun- maker of door chimes 
Plostic cover $39.95 ra 


NUTONE, Incorporated, Merchandise Mart, 


Chicago 54; 200 Fifth Ave., New York 10; 
931 E. 31st St., Los Angeles 11; and Terminal 
Sales Bidg., Seattle 1. 
QOR CHIMES 


THE friendliest 
GREETING OF ALL... 


NUTONE chimes and transformers are fair-traded inall fair-trade states 
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FOR THES ILEX 
LOX-IN GLASS FILTER 


The ONLY Glass Filter thot has a LIFETIME GUARANTEE... the 
ONLY Glass Filter that LOCKS IN...CAN'T BOB UP or FALL 
OUT... is now available for immediate delivery and can be sold 
to millions of users of Vacuum glass coffee makers. 

And to tell customers all about this amazingly new Silex Lox-in 
Glass Filter...a tremendous consumer campaign begins in 
National Magazines the week of September 14th... with strong 
eye-appealing 4 color advertisements that will bring customers 
into your store to buy. 

Be ready for the avalanche of buying that will follow the forceful 
Silex campaign. See your Distributor TODAY... he can give you 


IMMEDIATE DELIVERY! 





FREE SALES HELPS... 














THE FIMEST APPLIANCES IN THE WORLD 


THE Va a> ¢ COMPANY 


ee ne 


HARTFORD 2, CONN....ST. JOHNS, P.Q. CANADA 
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NEW POSITIONS 





Carrier Corp. 


Beginning November 1, Arthur P. 
Shanklin will take over his new duties 
as vice-president and general sales 
manager of the Carrier Corp. Fdward 





A. P. SHANKLIN 


T. Murphy, senior vice-president, who 
announced the appointment, said that 
Mr. Shanklin has been a vice-presi- 
dent of Carrier since 1941 and has been 
associated with the company since his 
graduation from the University of 
Kentucky in 1922. At present he is 
vice-president in charge of dealer sales 


Packard Bell Co. 


Lowell Wood, who carries on a 
distributorship in San Diego, Calif., 
under his own name, recently rejoined 
the Packard Bell Co., as vice-president 
and general manager. The Lowell 
Wood Co. will continue under the 
managership of “Red” Towne. 


Jewel Products, Inc. 


Ben Oppenheim is the new vice- 
president in charge of sales of Jewel 
Products, Inc., according to a recent 





BEN OPPENHEIM 


announcement by Leonard Grossman, 
president of the Bloomfield, N. J., 
lamp making firm. Mr. Oppenheim 
recently resigned from government 
employ where he occupied civilian 
positions in the Signal Corps and the 
radio and radar divisions of the AAF. 
Mr. Grossman also announced that the 
firm plans to add germicidal and steri- 
lization lamps, ultraviolet and black 
light lamps to its lines 


Cory Corp. 


The Cory Corp. recently announced 
the appointment of Edward C. Neuman 
as vice-president in charge of manufac- 
turing, K.. Y. Craig as secretary, and 
T. J. Major as treasurer and comp- 
troller. 


Premier Vacuum Cleaner Division 
General Electric Co. 


Two new district managers for the 
Premier Vacuum Cleaner Division of 
the General Electric Co. have been 
appointed in A. G. Bird and J. W. 
Hoskins. Mr. Bird, who takes over 





A. G. BIRD 


the northeast district with headquar- 
ters in Boston, has been associated 
with the company for 23 years in sales 
and service capacities. For many years 
prior to his appointment he was service 
manager in Boston. 

Mr. Hoskins, former service man- 
ager in Philadelphia, takes over the 





J. W. HOSKINS 


Atlantic district. He also has been 
with the company for 23 years in sales 


and service jobs. 


Hoover Co. 


Richard S. Hoover, son of vice- 
president Frank G. Hoover of the 
Hoover Co., was recently elected 
treasurer of the vacuum cleaner manu- 
facturing firm. He joined the com- 
pany in 1932 as a salesman. For the 
past year he has served as an assistant 
vice-president, a title which he retains. 
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Free Sewing Machine Co. 


The Free Sewing Machine Co., 
Rockford, Ill., has announced the ap- 
pointment of Bart N. Eberlin as mid- 
west district sales manager and J. T 
O’Shell as southern district sales man 
ager 

According to L. E. LeVee, vice- 
president in charge of sales, Mr. Eber 
lin joined the Free Co. staff in 1933 
and later became manager of the sew 
ing machine department in Hutzler 
srothers, Baltimor« 





Db 


BART N. EBERLIN 


Mr. O’Shell, formerly manager of 
the sewing machine department in 
Gimbel Bros. department store, Pitts- 
burgh, replaces Mr. Eberlin as south- 


ern district manager in the states of 





J. T. O'SHELL 


Georgia, Florida, Kentucky, Tennes- 
see, and North and South Carolina. 
Mr. O’Shell joined Free in 1936. 


Tracy Mfg. Co. 

Tom A. Grosse has been appointed 
sales manager of the Tracy Manufac- 
turing Co., producer of steel kitchen 





TOM A. GROSSE 


sinks. Mr. Grosse, with Coutinental 
Can Co. for 24 years, will make his 
headquarters in Pittsburgh. 


Radio Corp. of America 


The new manager of the educational 
sales activities of the RCA Victor 
Division of the Radio Corp. of 
America is W. H. Knowles who will 
be responsible for the promotion and 
sales in the educational field of audio- 
visual equipment including film pro- 
jectors, FM and AM radios, television 
receivers, records, and disc and wire 
recorders. He was formerly vice- 
president in charge of the educational 
lepartment of the Jam Handy organi- 
zation. Previously he was an adver- 
tising account executive with Griswold 
Eshleman Co. in Cleveland 


Advertising Appointments 
Herbert F. Guenin and A, Merklee 


Beitler have been appointed to the ad- 
vertising staff of the RCA Victor 
home instrument department of the 
Radio Corp. of America, according to 
a recent announcement by J. David 
Cathcart, advertising manager. Mr. 
Guenin formerly edited a news bulletin 
for the market research department of 
RCA and Mr. Beitler served as assist- 
ant to the promotion manager of the 
Philadelphia Evening Bulletin. 


Tele-Tone Radio Co. 


William Meyer, formerly merchan- 
lise manager with Consolidated Mill- 
inery Co., has been appointed adver- 
tising and publicity director of Tele- 





WILLIAM MEYER 


Tone Radio Co., New York. In his 
new capacity he will work with John 
S. Mills, general sales manager. 


Galvin Mfg. Corp. 


New Motorola regional manager in 
New England for the Galvin Manu- 
acturing Corp. is Allan G. Williams, 





A. G. WILLIAMS 


a member of the company’s organiza- 
tion since 1935. His new headquar- 


ters are in Auburndale, Mass 
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DEALER DOINGS 





ARIZONA 
After 25 years at 25 E. Adams St., 
Phoenix, the Vinson-Carter Electric 
Co. has moved over to a new building 


at 325 N. Fourth St., next to its heavy 
repairs and warehouse property. W 


R. Vinson and B. F. Carter are the 
CALIFORNIA 

The Western Radio & Electric Co 

San Diego firn has announced a 

inge in its name. Hereafter it will 


be known as Western Radio & Tele- 
vision Supply Co 


DISTRICT OF COLUMBIA 


sburgh & Bros. have made an 
announcement to the effect that they 
are opening a new electrical appliance 
tore at 418 Seventh Si 


‘ 


FLORIDA 


The Beach Electric and Appliance 
Co., formerly located adjacent to the 
Atlantic Beach post office in Jackson 


ille Beach, is now to be found in a 
new location directly opposite the 
Neptune Beach Fire Department. 

Orlando’s Curry Electric Co., lo 
cated in the Colonialtown section for 
the past year or so, has completed a 
recent move toward expansion, re- 
modeling and redecorating. W. F 
lefferis heads the firm. 


GEORGIA 

W. E. Raines, president of the W. E 
Raines Co., Ir 812 Reynolds St., 
Augusta, has announced the appoint 
nent of Alvin Usher as manager of the 
ment d covering commer 
al and domestic electrical equipment 
W. A. Balkcum has been appointed 
nanager of the Richmond Home 
liance and Refrigeration Co., Au- 

; j 


according to Chris Antonakas, 
al manager, who adds that the 
firm is made up entirely of veterans 
Lovett & Tharpe Hardware Co. of 
hardware and mill supply firm, 
a opened an electrical appliance de- 
partment with Joe Haslett as manager 
uppliance sales. Frigidaire, Easy, 
Bendix Home, Lindermann & Hover- 





on and Marquette products have been 

layed to date. Expansion and 

modernization are set for the near 
sture 

Dub! zing these days with 

ms opening appliance stores, or add- 

g appliance departments, in anticipa- 


tion of a boom in the region. R. F. 
Deese & Son, Jackson St., has added 
ippliances to the present furniture 
line Kendricks Auto Supply Co., 
ownd by Howell Kendricks and 
operated through the Goodrich chain, 
is adding appliances. F. R. O'Neal, 
former district manager of Georgia 
Power Co., and Louis Roberts, former 


head of the utility’s appliance service 
lepartment in Dublin, have opened the 
Georgia Electric Co. on Jackson St 


Doyle Beddingfield is local manager 
and partner in the new Dublin branch 
Dixie Farm Implement Co. and 
added a line of electrical appli- 

Caplan Furniture Exchange on 

erson St. has opened an appli- 
ance department, according to Myer 
Caplan, owner. D. A. Moorman and 
J. B. Barfield have organized Moor- 


~ | 
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man-Barfield Hardware Co. on N. 
Jefferson St., opening with Universal 
products and expecting others soon. 
3elk-Mathews is planning a furniture, 
home furnishings and appliance branch 
in Dublin, with Clarence Dillard as 


local manager 

Stein Steel & Supply Co., wholesale 
und retail appliance and hardware firm, 
will soon occupy its new home, now 
under construction at 295-301 Decatur 
St., Atlanta. A. L. Stein operates the 
firm with his son, Milton O. Stein, 


ho is a junior partner. 


ILLINOIS 


\ store and dwelling combination 
is under construction on South St., 
Grayville, for Allison Williams, owner 
of the Maw Electric Co 

Homer C. Turner of Pittsfield is 
planning construction of a $14,500 
building for his farm equipment and 
electrical appliance business. 


INDIANA 
The Wilking Music Co. has moved 


into new quarters in its own building 
at 120 N. Pennsylvania St., Indian- 
apolis, and now has the first floor 
open for business. Frank O. Wilking 
is Owner of the company and Jack 
Dougherty is manager of the radio 
department. Capehart and Farnsworth 
will be featured lines. 


KENTUCKY 


[he Tafel Electric Co., with quar- 

rs in a two-story brick building on 
W. Main St 
cently. No estimate on the loss was 
available. 


was gutted by fire re 


MISSOURI 


3etter Homes Appliance Co. has 
ust opened a new store in St. Louis 
The firm retails appliances, kitchen 
equipment, air-conditioning units and 
recor 1 1 layers 


NEW YORK 


Dr. O. Preston Robinson, for the 
past 17 years professor and head of 





DR. O. P. ROBINSON 


personnel management and salesman- 
ship courses at New York University, 
has been appointed assistant to George 
J. Seedman, president of the Times 
Square Corp., chain store operators of 
Brooklyn. Dr. Robinson has served 
1 the past as special consultant in the 
retailing field. 
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BY COURTESY OF HOTPOINT: Elitch’'s Gardens in Denver is one amusement 
center that is cashing in on a device created by Edison General Electric Appliance 
Co. during the war. It is a facsimile machine gun that shoots white pellets instead 
of bullets and was used for training anti-aircraft men. Denver crowds pepper away 
merrily at moving targets, not realizing that they are using a device made by the 
same people who give them electric ranges and water heaters. 





The appliance store of Dunn & 
Craig, Inc., located at 850-54 W. Main, 
Rochester, has added a record depart- 
ment. 


NORTH CAROLINA 


C. W. Hartsfield has bought out the 
interest of C. W. Hargett in the firm 
of Hargett & Hartsfield in Jackson- 
ville. The store carries Norge and 
Westinghouse appliances along with 
sporting goods. 

The Stephenson Appliance Co. has 
opened in Raleigh at 225 S. Wilming- 
ton St., under the supervision of C. H. 
Stephenson, Jr. Because of space re- 
quirements, it was deemed advisable to 
set up a separate appliance store rather 
than maintain an appliance department 
in the old location at 121 Fayetteville 
St. The new store has 5,500 sq. ft. of 
floor space 


OHIO 


Singer Sewing Machine Co. has 
opened a new store at 219 W. Federal 
St. in downtown Youngstown, with 
N. G. Kelchner as manager. The en- 
tire first floor is a sales floor, with 
classes in sewing and a sewing service 
department on the second floor. 

William J. Hart Co., 312 Sixteenth 
St., Toledo, which has hitherto been 
in the automobile repair and sales 
business, was recently incorporated 
under Ohio laws and will remodel and 
extend its present building to include 
sales and display rooms for household 
appliances. 

The Good Housekeeping Shop in 
Dayton has named Robert A. Miller 
retail sales manager in charge of 
Frigidaire products. 

The Lion Store recently opened its 
sixth appliance store in the Toledo 
area. This latest branch is located at 
the Lion Store’s warehouse, situated 
at the intersection of Superior and St. 
Clair Sts. in Toledo. Major appli- 
ances, radios, Youngstown sinks, and 
Domestic and Cromwell sewing ma- 
chines will be featured. 

James Bayes, as general manager, 
has announced the opening of a new 
and enlarged appliance store at 604 
Main St. in East Toledo. 10,000 sq. ft. 
of floor space and two entrances high- 
light the remodeled store. 


OCTOBER 15, 1946—ELECTRICAL MERCHANDISING 


OREGON 


R. L. Elfstrom, dealer of Salem, 
has announced that his firm has ob 
tained the General Electric franchise 
for that territory. The firm will soon 
occupy the store on Court St. which 
has been the home of the Hamilton 
Furniture Co., after remodeling is 
completed. 


SOUTH CAROLINA 


R. M. McGillivray, 169 King St., 
Charleston, has added a modern home 
appliance department to his office 
equipment firm. C. R. Wulbern is 
store manager. Hotpoint, Stewart- 
Warner and Rittenhouse products are 
items included among the lines handled 
by the firm. 


TEXAS 


Ben H. Green has open his third 
home appliance store here with Bill 
Ellis, who will manage the new stor« 
at 1023 Austin in Waco. A complete 
line of appliances is handled in each 
of the stores, the first of which was 
opened in May of last year. 


VIRGINIA 


Jones & Gooding recently opened 
their new appliance store carrying 
“the finest in home appliances” at 3158 
W. Cary St. in Richmond. 


WASHINGTON 


City Hardware and Electric Co., 
4309 University Way, Seattle, has 
opened a second store at 4232 Univer 
sity Way, handling appliances and 
electrical supplies. 

Schueler GMC Truck & Equipment 
Co. has opened a household applianc: 
department in its new building, with 
the Norge line of heaters, refrigerators 
and small appliances, Majestic radios 
Ironrite ironers and Wilcox-Gay 
Recordio. 

Don D. Demick, who has been it 
the wholesale distributing business fo: 
about 25 years, is opening a retai 
store to handle a complete line of ap 
pliances. The outlet, known as the 
Electric Appliance Co., is located at 
1113 S. “A” St., Tacoma. 
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WISCONSIN 


Charles Petra, proprietor of the 
Portage Radio Service, has taken over 
the other half of the store building he 
occupies and intends to enlarge his 
display floor. 

The Walter Bauman Hardware 
tore of Monroe is undergoing exten 
ive improvements. 

The Staber Appliance Co., of Min 
eral Point is remodeling its old store. 
Westinghouse products are featured, 
slong with Bendix and Frigidaire. 

Henrichs Radio Service, in the 
radio and appliance business in Mil- 
waukee for many years, has now in- 
corporated as Henrichs Radio & Ap- 
pliance, Inc., at the same address. 200 
shares of stock at no par value are 
authorized. Incorporators are Ervin 
W. Henrichs, Arthur F. Orth and 
Aoenes M. Hangich. 

Kuehn & Snyder, who have operated 
in electrical appliance and service 
business in Oconomowoc for many 
years, have sold the establishment to 
Paul M. Smith and Edward H. Sten- 
del, and the new owners will operate 
as the La Belle Electric Co. at the 
same address on N. Main St 

At Delafield, about 28 miles west of 
Milwaukee, a stone mill about 100 
years old has stood idle for a long 
time. It is no longer idle. Joe Sting], 
owner of the Sting! Electric Co., saw 
that it was just about the most sub- 
stantial structure in town, so he de- 
cided to go back into the appliance 
business, which he had abandoned dur- 
ing the war. Now Kelvinator products 
are being shown against the setting 
f a remodeled mill. 


CANADA 


Clement Glanville and Ada Brown, 
have bought the business of Walt’s 
Radio at 129 D. 9th Ave., Vancouver, 
B. C. The firm is engaged in the 
electrical repair and radio service busi- 
ness, 

Wosk’s, furniture and appliance 
dealers of Vancouver, B. C., are 
spending $12,000 on remodeling of 
their two adjoining stores on W. 
Hastings St. The firm is also build- 
ing a four story, 50 by 120 foot ware- 
house; and a two story, 75 by 75 foot 
building at Broadway and Kingsway 
in Vancouver is also proposed. 








NOMA'S NEWEST Christmas tree deco- 
rations, Bubble-Lites, look almost as good 
to the naked eye as does Patricia Vaniver, 
“Miss Santa Claus—Queen of the 1946 
Christmas Season," who displays some 
of the bulbous baubles, said to be the 
first example of successful application of 
motion in tree lighting. A chemical in the 
bulbs flows over the inside of the glass, 
creating a light-through-water effect. 
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Easily demonstrated advantages 











You'll find you have a potent selling feature—a real 
sales clincher—when you can tell customers “‘it’s 
insulated with Fiberglas’’. For never before has any 
insulating material been such a standout—first choice 
with manufacturers, distributors, retailers and con- 
sumers alike. 

High in insulating efficiency, Fiberglas is a “‘life- 
time’’ insulation—won’t rot—is in there for good! And 
it doesn’t settle or pack down—instead, tends to 
expand when subjected to shocks or vibration. 

Just remember these salient points about Fiberglas, 
then get them across with every customer. You'll 
find this a big help in closing sales—of ranges, refrig- 
erators, other home equipment from water heaters 
to table cooking appliances. 

Owens-Corning Fiberglas Corporation, Dept. 853, 
Toledo 1, Ohio. 


In Canada, Fiberglas Canada Ltd., Toronto, Ontario. 





OWENS-CORNING 


1946 






of FIBERGLAS insulation 





LOOK FOR THIS SEAL! 


Yes, look for this handsome yellow 
and blue seal on the home appli- 
ances you are selling. Used by 
manufacturers, these seals help 
you capitalize on the sales value of 
Fiberglas Insulation. Look for them 


. . . and use them in your a 











JOS DONNES DANCE THERMAL INSULATION 
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Here’s the first advertisement in vy > 


5 National Magazine Campaign » 
> 


Tracy has now built production to levels which permit large and 
immediate deliveries of Tracy stainless steel sinks on a national 
basis. This vastly increased production capacity has encouraged ° 
expansion of advertising and merchandising to full national pro- 


portions. 


17,000,000 people will see Tracy’s first full-page, full-color 


advertisement in The Saturday Evening Post, House Beautiful, and 


other national magazines during Tracy Week, November 18 - 23. 





It’s your advertising when you tie-in with 


- 
@ window banners @ counter cards 





@ local newspaper advertising 


Contact your local distributor and find out how Tracy Week can 
make more money for you. If vou do not know the Tracy distrib- 


utor in your locality—write direct to the Traey Manufacturing Co. 


Remember: 


The Tracy is a BIG unit sale—a long profit margin item that you 


can get immediate deliveries on and sell right now. 
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So lovely, convenient and durable . . .a Tracy 
sink top is a joy to use, a delight to own. Re- 
finements in styling, superb construction, a 
lustrous, silvery beauty that never grows old 

these are but a few of the qualities which dis- 
tinguish the Tracy sink and make it the choice 
of women who want the finest . . . who recog- 


nize the thrift in lifetime value. 


Ageless Beauty... blending with any color 
scheme, modernizing any kitchen, a Tracy sink 
grows more beautiful the longer you use it. 
The rich, shimmering stainless steel is imper- 
vious to vegetable acids, hot pans and hard 
usage. No surface finish to crack or wear off. 


HAD TO BE 


Permanently Sanitary... no foothold for dirt, 
odors or contaminating tastes. Its smooth, 


seamless surface is forever free of tarnish, rust 


or rot — a simple wiping leaves it gleaming. 
Master Craftsmanship... ruggedly construc ted 


of quality materials, sound-conditioned 
throughout, expertly finished, a Tracy sink 
lives up to your fondest expectations. 


It Pays to Own a Tracy... greater convenience, 
pride of ownership a life-time investment 
which adds many times its cost to the value 


of your home. 


You can get a Tracy now. Write for literature. 


TRACY MANUFACTURING COMPANY :- PITTSBURGH 12, PA. 


World’s Largest Manufacturer of Stainless Steel Kitchen Sinks 
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ACH, SINK 


THE DRESS, AN ORIGIN 


IN 


STAINLESS 








LIFETIME 








STEEL 








CROSLEY Refrigerator 


Crosley Corp., Cincinnati, O. 


M ode SE-946 9-ft. “Shelvador.” 
ling Features Shelvador” feature 
sq. It. extra tront row 

storage space; 9 ft. model has 6 
aluminum shelves in door, especially 
designed to hold eggs, bottle fruit, 


id 5 
ovides 


etc.; hermetically sealed electro- 
Saver unit with 10-pt. temperature 
control; oversized freezer with 


frozen food storage space for meat, 
fowl, frozen foods porcelain meat 
hest holds 10-14 Ibs.: 2 slide-out 
vegetable crispers; non-refrigerated 
dry storage space in Tilt-Forward 
Storabin; 2 full-width crystal clear 


plate glass shelves with stainless 
teel trim; full visibility ; 2 stainless 
teel shelves on each side of freezer; 


automatic pull tight “positive seal” 
door latch seals door automatically ; 
plastic and chrome handle opens and 
closes with feather-light touch; 19.14 
sq. ft. shelf area; 2 quick release 
trays; 2 regular trays; 1 double 
width regular tray provides 12 lbs 
ice or 112 cubes at one freezing ; food 
compartment has l-piece porcelain 
interior with ners 


Dulux enamel e 
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UNIVERSAL Iron 
Landers, Frary & Clark, New Britain, Conn. 


Device: Champion 1000-watt iron. 

Selling Features: Designed for faster 
ironing with anti-fatigue balance; 
automatic “Hand-i-set” fabric dial 
has been relocated to give maximum 
operating efficiency; plastic handle; 
oversize soleplate ; rounded, wrinkle- 
proof heel protects fabric from 
‘back-stroke” wrinkles; beveled 
point slips under buttons; 1-piece 
heel rest permits iron to stand on 
end when not in use; a.c. only. 

Electrical Merchandising, October 15, 
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GILL Stove 


Gill Electric Mfg. Corp., Redlands, Calit. 


Device Gill combination stove and 
broiler, model GS-175 

Selling Features Equipped with 
large oblong heating element that 
olds 2 small utensils or one large 
griddle at the same time providing 
heat for the broiler, and a round 
heating element for small round 
utensils; Broiler has snug fitting 
loor, grease pan and broiling rack 
large enough to hold 6 slices of bread 
for toasting or 2 large steaks; a 
cast aluminum griddle fits perfectly 
on square heating element, and is 
made with detachable handle for use 
in broiler if desired; griddle sold 
in conjunction with stove or as a 
separate unit; stove weighs approxi- 
mately 11 Ibs.; stainless steel top 
and aluminum body, 21 in. long, 9 in 
deep, 7 in. high; 110-120 volts, a.c. 
(d.c. available at slight increase in 
cost) ; 150 to 1650 watts. 


~~ 


ilectrical Merchandising, October 15, 
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MURPHY Water Heater 


Murphy Mfg. Co., 7405 Stony Island Ave., 
Chicago 49, Ill. 


Models: Murphy Midget automatic 
water heaters 

Selling Features: Midget model has 
3-gal. capacity; vertical type easy 
to install and once installed re- 
quires no attention as two 500-watt 
heating bands are controlled by 
thermostat adjustable to keep water 
at desired temperature; rust-proof 
stainless steel tank with rockwool 
insulation; operates on 110 volt a.c. 
3-gal model 104x184 in.; also 
available in 64 gal. model which is 
104 x 32 in.; the 3-gal model is also 
available in a horizontal “Trailer” 
model. 

Electrical Merchandising, October 15, 
1946. 

















NOMA Xmas Tree Lights 


Noma Electric Corp., 55 W. 13th St., 
New York, N. Y. 


Device: “Bubble-Lite” Xmas tree 
lights. 

Selling Features: Bubble-Lite comes 
in sets of 9 units—each unit featur- 
ing a snap-on clip for easy, quick 
decorating and as individual lights 
to be used in any series-type 15-volt 
Xmas tree light socket; each light 
consists of an “actionf’ candle- 
shaped, 3-in. glass tube set into a 2- 
toned translucent plastic base, which 
in turn houses a low wattage bulb; 
4.5 watts bulb lights up ornamental 
plastic base as well as generates 
sufficient heat to whirl the gayly- 
colored fluid in glass tube upward 
in continuous bubbling spiral of light 
rays through upper glass “candle.” 
Base is composed of 2 differently 
colored pieces of cellulose acetate 
cemented together from tints of red, 
blue, yellow, orange and green. 

Electrical Merchandising, October 15, 
1946. 
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FABRICMASTER Steam Iron 


Omar Appliance Mfg. Co., Natural Bridge 
and Palm Sts., St. Louis, 7, Mo. 


Device: Omar Fabricmaster auto- 
matic, stainless steel steam and dual- 
purpose iron. 

Selling Features: Thermostatically 
controlled; non-corrosive steam 
iron; weighs under 4% lbs.; 1-pint 
capacity ; stainless steel safety valve; 
separated by air space acting as in- 
sulator between inner and outer 
shell; electromatic heat control for 
all fabrics; 110-120 volts, 1000 watts, 
ac. only; special aluminum alloy 
soleplate; heel rest when iron is not 
in use, 

Electrical Merchandising, October 15, 
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HERSH Heater 


Hersh Electric Specialty Co., 
102 E. Walnut St., Milwaukee, 12, Wis. 


Device: No. C96 “Commando” port 
able heater. 

Selling Features: Heats by convection 
.and radiation—radiator plates in 
front of 2 heating elements act in 
same way a hot water or steam 
radiator does and circulate warm air 
by convection, at the same time heats 
by radiation by reflecting heat rays 
through spaces in radiator from a 
chrome steel reflector behind the 2 
elements; 1000 watts at 115 volts, 
a.c. or d.c.; 10x9t in. base, 11} in. 
high; weighs 6 Ibs. 

Electrical Merchandising, October 15, 
1946. 
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SHIRLEY Wall Cabinets 
Shirley Corp., Indianapolis, 2, Ind. 


Device: 18-and 30-in. wall cabinets; 
broom and linen cabinet units. 

Selling Features: Equipped with sta- 
tionary shelves—1 in 18 in. units and 
2 in 30 in. units; plunger type 
catches on sound-proofed doors; 
rubber bumpers ; chrome-plated pulls 
and semi-concealed hinges. 
Corner wall cabinets and wall filler 
units also available in both sizes 
84-in. high, and 13 or 24 in. wide. 
Broom cabinets have 2 doors, 
(upper and lower) and 2 stationary 
shelves ; doors hinge on right or leit. 
Linen cabinets same design as broom 
cabinets with addition of 3 extra 
shelves in lower compartment. 

Electrical Merchandising, October 15, 
19 


). 

















OCTOBER 15, 1946—ELECTRICAL MERCHANDISING 














ELECT APPLIANCE 


NEW PRODUCTS 


DOGMASTER Frankfurter 
Cooker 


Maxwell Electrical Products, 1660 N. 
Western Ave., Hollywood 27, Calif. 


Dez Cé Dogmaster cooks frank 
furters electrically in a few seconds 

Selling Features: Enclosed in plastic 
case for use in kitchen, living room 
or barbecue; easy to operate—when 
lid is opened a small amount of salt 
water is poured into 2 low ends and 
frankfurters are placed over raised 
curved portion in center so that their 
ends touch water, making an ele 
trical contact; lid is then closed, 
cord plugged in and current flows 
through dogs cooking them from 
inside out, retaining natural juices 
and flavor; takes only a minute or 
two to cook 10 dogs 

Electrical Merchandising, Oct. 15, 1946 


Available in two new models 
—colorful plastic grids —or 
standard aluminum grids. 
Also plastic or metal tray lift- 
ers optional on either model. 


v 


Sensationally new in every detail, 
the versatile Inland Handi-Cube 
Tray offers you a choice of grids— ' 
either standard aluminum or lovely ane oman +s 
A / ee A slight pull on the metal tray 
pastel-tinted plastic. lifter, as shown, loosens the tray 
: : / from the freezing compartment. 
Certainly you'll want to see this 
attractive revolutionary ice tray 


which delivers ice cubes with un- __ sized and dry. It’s strong and husky 
precedented ease. for permanent ice releasing service. 


Just trip the lever and feel the Graceful lines, sensational per- Seabrecse Engineering Co., 834 S. Sen 
rugged actuating mechanism re- _ formance, and eye-catching beauty Petre St., Les Angeles, 14, Call. 


: : , Device: Portable stainless steel bar- 

spond with any quantity of ice | —all combine to speed the sale of Se eal Geena cman 

cubes, instantly —each one full _ this new, postwar Handi-Cube Tray. Selling Features: Burns __ charcoal, 
wood, et« 4 solid inch of asbestos 


; around 3 sides and bottom, and 14 
For full particulars and prices write to— in. firebrick around inside and bot- 
INLAND MANUFACTURING DIVISION, General Motors Corporation, Dayton, Ohio 


tom throws heat forward; constant 
slow rotation through use of gear re- 
duction 50-60 cycle a.c. motor, driv- 
ing roller chain drive; stainless steel 
spit with sprocket for meshing on 
chain drive; wooden handle to re- 
move spit from holders with ease; 
steak grill attachment also available. 
Electrical Merchandising, Oct. 15, 1946 


AJAX Barbecue 


v 
GLAS-LITE Rotary Display 


Glas-Lite Rotary Display Mfg. Co., 
554 Atlantic Ave., Brooklyn, N. Y. 


Device: Neon illuminated rotary dis- 
play. 

Selling Features: Consists of plastic 
base, glass domes and discs and plas- 
tic tubular posts, available in a 
variety of 9 different models ranging 
from a single tier 18 in. glass disc 
to a 3-tier 30, 24 and 18 in. glass 
discs; 40 in. high, rotates about 3 
rpm.; may be used as night light 
as well as illuminated displayer; 
holds merchandise weighing up to 
200 Ibs. 


Electrical Merchandising, Oct. 15, 1946 
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New Handee 


BIGGER 
CAPACITY 


Dual Wheel Appliance 
Truck Rolls Very Easy 


Rolls Like a Baby Buggy on 4 Big Unusually 


Resilient, Quiet R ubber Tires 






















Order Monday be 
Get Friday 
IMMEDIATE DELIVERY 


$3155. 


This is another new HAN- 
DEES Dual Wheel Truck 
designed especially for ap- 


pliance and refrigerator 


dealers. 
@ Makes easier handling of 
large 
up to 
. Handles large or 
stacks of cartons as well 
as appliances. Most spe- 
cial refrigerator trucks 
will not satisfactorily 
handle other loads. 


heavy appliances 
1000 Ibs. 


crates, 


Dual Wheel 
{ 


4dvantages 
vives a more solid foot- 
ing, making it easier to 
“break-over” the load, 
and easier to get 
Strain on arms 
is reduced 
floors, 


far 
rolling. 


on uneven 


for there is less 
side-wrench with 
t wheels. It is al. 


most impossible 
to side-tip th is 


truck 


no matter 
how far the load 
extends beyond width of the truck be- 
cause of the extra stability gained by the 
t wheels. 
Quiet, Resilient Tires will not mar, 


seratch or track your fine floors, or your 
customers. They roll easily over uneven 
small obstacles found on 
the 


ing” around experienced with smaller or 


floors or over 


many floors, without sudden “slew- 


when you run into some 
Wheels are 8x2 Rubber of 


resilient 


single wheels 
small object. 
durable 


exceptionally quality. 


Famous Chrysler Oilite bearings. 


Light Strong Frames of 1” O. D 


Another 
truck 
in the 
HANDEES 
DUAL 
WHEEL 
LINE 





Try This Truck. You will find HANDEES 


Dual Wheel Trucks will greatly reduce 
the job of handling big heavy refrig- 
erators, stoves, radios, heaters, washing 


machines and other major appliances. In 
addition it will efficiently 
barrels, cases, cartons and the like. 

our Risk. Over 10.000 HANDEES 
sold by mail on our simple guar- 
antee, “Send back any HANDEES truck 
collect if it doesn’t fit your needs.” Order 
by mail, with full confidence of satisfac- 
tion or your money back. 


Order 


Try at 
trucks 


Delivery. Monday get 


tubular steel, all welded con Friday. Immediate delivery from 
struction, give strength without stock. 

useless weight. The only thing pANDEE Any Terms: 1% 10 days. Unrated 
really heavy is the 24” nose firms. cash. 


piece made of quarter-inch steel 
Yet the entire truck 
16 Ibs. Height 54”: 
Curved cross straps 


with buckle. 


armor plate. 
weighs only 
width 24”. 


13° web strap, 


Me trtes wands 


YOU NEED 


' 2 Wheel Truck Specialists 


HANDEES Co 


steel trucks 


wheel 
production in big 


specialize in 
only Line 


runs permits better trucks at lou 


HANDEES trucks 
part of the 


prices. 
are in use 


every world 


HANDEES COMPANY 


Dept. 12-R 
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BLOOMINGTON, ILL. 
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handle bags, 





in nearly | 
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NEW PRODUCTS 
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: 


‘he & 
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HANDYHOT Juicer 











| Chicago Electric Mfg. Co., 6333 W. 65th 


St., Chicago 38, Ill. 


Device Model BM-19 Handyhot 
Sunkist Juicit 

Selling Features: Porcelain reame: 
shape and speed of rotation have 


been engineered for quick, thorough 
juice extraction; molded glass bowl, 
aluminum strainer and reamer easily 
removed for cleaning; low over-all 
height; compact, fan cooled induc- 
tion motor; baked white enamel 
finish with chrome trim; 115 volts, 
60 cycle; a.c. only. 
lectrical Merchandising, 
1946 


October 15, 
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MONITOR Drier 


Monitor Equipment Corp., Riverdale-On- 


Dei ice: 


Hudson, New York 63, N. Y. 
Model CD-H clothes drier. 


Selling Features: Clothes racks are of 


non-rusting aluminum equivalent to 
20-ft. clothes line within cabinet; 
heater consists of 350 watts thermo- 
statically controlled units protected 
against moisure from clohing as well 
as any direct contact with clothing; 
“black heat” principle; dial light 
indicates when appliance is on and 
off ; can also be used as room heater ; 

















31 in. high, 20 in. long, 12 in. wide. 
Electrical Merchandising, October 15, 
1946. 
v 
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SHIRLEY Sinks 
Shirley Corp., Indianapolis, 2, Ind. 
Models: Master 84, Favorite 54, Spe- 


Sellina Features 


cial 42 and Standard 42. 
14-gauge 


porcelain 


OCTOBER 


1S, 


enameling steel ; acid-resistant glass- 
porcelain; fluted drainboards with 
level tumbler deck at rear; 4-in 
blacksplash; 17x20 in. bowl, 7 
deep, with large size opening for 
‘rumb-cup strainer or garbage dis- 
posal unit; self-draining soap dish; 
cold-rolled furniture steel cabinets ; 
drawers with ball-bearing-like ac- 
tion, positive stops; portioned 
linoleum-lined cutlery drawer; wire 
basket on door below sink bowl for 
soap-powders, etc.; 3 in. recessed toe 
base 

Master 84, 84-in. long, has 2 extra- 
large sink bowls with drainboards at 
each end. Favorite 54, 54-in. long 


has single bowl, twin drainboards; 


Special and Standard 42, 42-in. long, 
single drainboards. 

Electrical Merchandising, October 15, 
1946, 
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MATTHEWS Nail Manicurer 


Matthews Of Erie, Inc., 

15 East 18th St., Erie, Pa. 
Device: 
Selling Features: WHand-sized, weighs 
6 oz.; less than 6 in. long; complete 
with small motor which makes an 
arm go back and forth causing at- 
tachment in use to vibrate more than 
6,000 a min.; set includes machine, 
an electric cord, a dozen files of 
silicon carbide, 2 buffers and a 


Matthews electric nail styler. 


cuticle roller; encased in ivory and 
chinese red plastic case. 

Electrical Merchandising, October 15, 
1946. 











TEMPMASTER Thermostat 
Crown Controls Co., New Bremen, Ohio 


I Jevice hs 
electric 


Tempmaster thermostat with 
eye. 

Selling Features: Electric eye flashes 
a true picture of damper position at 


all times—signal, located inside at 
top center is visible through thin 
red shell covering at this spot; 


electric eye is off when dampers are 
closed completely—dim light signals 
motor is in operation during process 
of changing dampers; contact points 
are shielded from air flow and dust. 

Electrical Merchandising, October 15, 
1946 
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Lektro P. 
Device: 
heads 
Sellng le 
ting hea 
angles ¢ 
more st 
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mounted 
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The Empire 
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Device: 
ties, sla 

Selling Fe 
heats at 
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PACKARD Shaver 

Lektro Products Inc., Milford, Conn. 

Device: Packard dry-shaver with 4 
heads 

Sellg I’eatures: 4 smooth round cut- 
ting heads without sharp corners or 
angles give from 100 to 300 percent 
more shaving surface, cutting area 
and whisker intake; heads are 
mounted as single unit and locked 
into position, doing away with 
separate head screws: vibra-seal 
rubber cushion below head mount 
ing prevents dust and hair chips 
from clogging motor ; saddle stitched 
leather carrying case with separate 
pockets for shaver and cord and 
closed by single-pressure button. 

Electrical Merchandising, October 15, 
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EMPIRE Presser 


The Empire Appliance Co., 480 Lexington 
Ave., New York, N. Y. 

Empire 
ties, slacks etc 


Device presser tot 


pants 


Selling Features: Weighs only 10 oz.; 
heats at a moment’s notice ; 37 watts ; 


ic. or d.c.; pressure on thumb but 
ton opens lips to insert garment, 
spring pulls them tightly along 
crease of trousers; chromeplated 
steel. 


Electrical Merchandising, October 15, 
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ELGIN Package Kitchens 
Elgin Stove & Oven Div. of Acme Visible 
Records, Inc., Elgin, Ill. 
Device: 5 “Package Units” to fit 

practically every size kitchen. 
Selling Features: Double bowl dish- 
washing sink with 2 acid resisting 


ELECTRICAL MERCHANDISING—OCTOBER 15, 


white porcelain enamel bowls each 
15x15 in. across top, one 11 in. deep 
and one 8 in. deep, and single-bowl 
models, available in 5 sizes from 48- 
to 84-in. wide; additional wall and 
base cabinets may be added at any 
time; deck-type faucets with spray; 
double drainboards of waterproofed 
plywood and heavy gauge linoleum; 
stainless steel edging around top; 
base cabinet has 4 drawers, adjust- 
able shelf and undersink compart- 
ment for storage; wall cabinets 
available in double-door cabinets for 
larger unit and single end cabinets 
for smaller sizes, with 5 adjust- 
able shelves; baked on enamel finish. 
Accessories include linoleum lined 
cutlery tray; bread or cake com- 
partment; sliding towel bar; cleaner 
rack; vegetable basket; condiment 
shelf; cup racks; refuse container; 
cutting board; and 2-compartment 
container for flour, Sugar, ce reals or 
other bulky packages. 
Electrical Ve ri. handisina, October 15, 
1946. 














THERMADOR Griddle 


Thermador Electrical Mfg. Co., 
5119 District Blvd., Los Angeles, 22, Calif. 


Devi Py 
dle. 
Selling Features: Designed for use at 
table, kitchen or on patio; has 171 
sq. in. cooking surface—holds 8 hot 
cakes at a time; porcelain enameled 
grease drawer catches drippings; 
polished aluminum griddle top; new 
toggle-type switches provide low 
heat (500 watts), medium heat 
(1000 watts) and high heat (1500 
watts) at 120 volts, a.c.; porcelain 
enameled body, chromium steel ends, 
rubber feet; 6 ft. heavy duty cord; 

weighs 234 Ibs. 


Portable electric speed grid- 


v 


























‘NOX-KOLD Heater 


Associated Industries, 2207 W. Jefferson 
Bivd., Los Angeles, 16, Calif. 


Device: Reflector type port ible heater. 

Selling Features: 1000 watt element; 
20 gage-24 S.T. aluminum body, re- 
flector and shields; heavy steel wire 
grill and base. 

Electrical Merchandising, October 15, 
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ORDER 
HAINES APPLIANCES 
DIRECT 
MAIL US YOUR ORDER TODAY! 


IMMEDIATE DELIVERY! 


PLAY SAFE ... Get Christmas 
Merchandise in stock now... 





“CALKINS BREAKFASTER"—OVEN STYLE TOASTING 


Underwriters Laboratories Approved 
For Toasting Bread, Muffins, Rolls, Toasted Cheese Sandwiches, Cinnamon 
Toast, ete. 
Top plate is ideal for frying meat, eggs, or potatoes, cooking vegetables, 
heating soup, ete. 


$42.95 


DEALERS COST: 


IN LOTS OF SIX - EA. $8.95 
LOTS OF TWELVE - EA. $8.50 


TWO-BURNER ELECTRIC STOVE 
O0.P.A. Approved. Retail $15.40. 
High, Medium and Low on both 
packages of 8 stoves Each 


ELECTRIC ROOM HEATER 
Retail Price . $9.95 ‘ 
A beautiful standard size cabinet model. 1320 watts. Underwriters 
Laboratories Approved. Standard packages of 10, Each Net $6.50 


ELECTRIC COFFEE MAKER SET 
O.P.A. Approved ; , List $9.98 
Consists of a beautiful Electric Coffee Maker Stove, 8 cup Glass Coffee 
Maker, attachments for Grilling, also attachment for Making 
Standard packages of 12 sets. Each Net. . ; 


ELECTRIC TOASTER 

O.P.A. Approved ee List $5.88 
A fine all-aluminum two slice flip toaster Standard packages of 10 
Each Net ewe & ’ $3.95 


O.P.A 
(List 5% 


Retail Price 
more in Zone 2) 


surners White Enamel Standard 


$9.95 


Toast 


. $6.12 


O.P.A,. Approved. Retail $11.10 
An attractive nine inch 


Standard 
packages of 8 : 5 


Each net $7.25 


HAINES 
Electric Iron 


(MODEL 300) 


O.P.A. Approved 
List $5.40 


(List 5% more in Zone 2) 





Beautifully eamlined 
non - automatic all 
chrome finish weight 
4% pounds 50 watt 
Standard packages of 12 
Each Net $3.80 


IMMEDIATE DELIVERY on each of the above listed items 
Terms: Check with order or C. 0. D. Net 


NG CORP. 


4754-56 N. CLARK 
CHICAGO 40, ILL. 
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DISTRIBUTOR NEWS 





ARKANSAS 
liffy Cor of Little Rock has filed 
articles to mat icture appliances and 


allied lines, and to wholesale and re 

tail merchandise. Capital stock is 500 
shares n.p.v., and incorporators are 
H. H. Ketcher, Sr., H. H. Ketcher, 


Ir. and Knox D. Gill, all of Little 





L. R. MONTGOMERY 


H. D. Scibird anager of the San 
I LNnCcis¢ liv t t ad and 
al ince distributing f Mr. Mont- 
2 y is formerly an executive of 
the investors 5 t Sout send, 
l l \ » ann the appoint 

tof A. M. Ja is district man 





A. M. JANZAN 


ag t e Sacral Ito area as his 
te t y 
Graybar Electri as recently no d 
to \ larte San Die at /2U0 
ota ot 
FLORIDA 


Robert M 
pointed credit manager of the southern 
branch of L. Luria & Son, Inc., whok 
sale distributors of New York. Joseph 
J. Luria, president of the firm, an 
nounced that Mr. Leopold will hav 


headquarters in Miami 


Leopold has been ap 


GEORGIA 


Quarles Refrigeration Co. of Savan- 
nah has moved to a new location at 310 
W. Bay St. Freezers and lockers are 
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m display in the firm’s new showroom 
\ prediction that the radio and tele- 


vision industry will be in full produc- 


t by the first of next year was made 
loseph Gerl, president of Sonora 
Radio & Television Corp., at a meet 
f southern regional distributors in 
Atlanta recently. The Charles S 


Martin Distributing Co., sole Georgia 
istributors for Sonora, acted as host 


ILLINOIS 


In an address before 100 represet 
tatives of suppliers recently, Garriso 
Grawoig, president of Continental 
Products, Inc., Chicago, outlined the 
firm’s curent expansion plan, whic! 
involves setting up “a nationwide 
independently 
ywned retail stores operating under 
the name of Continental Stores.” M1 


operative chain of 


Grawoig stated that the stores will 
represent minimum investments rang 
ing from $15,000 to $25,000 each 
Edward L. Poss, director of Conti 
nental Stores, presented a pictorial 
yutline of the program. 

Henry Hutchins, formerly president 
of the now defunct J. M. I. Sales 
Corp., has announced the formation of 





HENRY HUTCHINS 


Hutchins Industries, 325 W. Huron 
St., Chicago, and will specialize in the 
national distribution of radio and 
electronic products, serving radio parts 


distributors. 


MARYLAND 
G. E. DeNike has joined the Morris 
I Taylor Co. of Silver Springs, 





G. E. DeNIKE 


manufacturers’ representative, as vice- 
president. The announcement comes 





A BANK OF APPLIANCES line one wall of the Savings Investment & Trust Co., 
Orange, N. J., and represent the new method of merchandising sponsored by 
Krich-Radisco, Inc., major appliance distributing firm, in cooperation with its dealers 
and banks. This display, including an American Central kitchen, a Bendix Laundry, 
Norge refrigerator and range, and Eureka cleaning system, was arranged by the 
Orange Furniture Co., which maintains a salesman on the bank floor. Most of the 
major items on display may be included in the mortgage or loan provisions of the 


home builder or purchaser. 





from Morris F. Taylor, president of 
the company. Mr. DeNike has been 
active in the radio industry since 1929, 


MASSACHUSETTS 


Allied Appliance Co., 111 Berkeley 
St., Boston, held its first open house 
last month, with display rooms ar- 
ranged as store front show rooms for 
the benefit of the dealers present 


MICHIGAN 


Edward R. Yonkers has been named 
Wolverine district manager of Gray- 





E. R. YONKERS 


bar Electric Co., according to A. H. 
Nicoll, Graybar president. * Mr. 
Yonkers’ headquarters will be in 
Detroit. 

The Fitzpatrick Electric Co., Mus- 
kegon distributor, has filed new cor- 
poration papers showing capitalization 
of $300,000. The corporation succeeds 
a co-partnership. Officers are Karl 
W. Fitzpatrick, president and treas- 
urer, Frank B. Harvey, vice-president, 
and Mrs. Emma Fitzpatrick, secretary. 


NEBRASKA 


C. M. Baruth, formerly with Field 
Schlick, Inc., St. Paul, Minn., as con- 
troller and assistant to the president, 
has become controller and assistant 
treasurer of the Electrical Equipment 
Mfg. Co. and Appliance Distributors, 
Inc., with headquarters in Omaha. 
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NEW JERSEY 


Dale Distributing Co., Inc., pre- 
sented the new Admiral Dual-Temp 
refrigerator to more than 750 dealers 
in Newark recently, with Maurice S. 
Despres, president of Dale, officiating. 
The affair also included the grand 
opening of Dale-New Jersey, with 
offices and showrooms at 79 Lock St 
Newark. Dale announces that it is 
distributor for Musicraft records, with 
3ill Ellis as department manager. 

P. J. Collins, for the past 25 years 
credit manager and director of credit 
for Krich-Radisco, Inc., Newark dis 
tributors, has resigned his position 
His plans for the time being are in- 
definite. 


NEW YORK 


Bruno-New York, Inc. recently in 
troduced the new RCA Victor tele 
vision receivers to a gathering of ap 
proximately 150 dealers in the New 
York metropolitan area. Gerald 
Kaye, new merchandise manager for 
Bruno, presented the speakers and 
outlined Bruno’s distributor policy 
3ill Cone, RCA district manager, re 
viewed the technical accomplishments 
of the sets and impressed his listeners 
with the challenge of merchandising 
Milton Brown, recently appointed 
Bruno advertising manager, displayed 
the company’s sales helps and outlined 
the advertising program. The firm 
has also announced the appointment 
of Mrs. Mabel Kramer as assistant 
sales promotion manager. 

Joseph A. Hanna, for several years 
operator of the Hanna Distributing 
Co., Utica coin-machine firm, has 
opened a new plant and offices at 169 
Campbell St. to handle to complete line 
of household appliances as well. 


NORTH CAROLINA 


More than 250 North and South 
Carolina dealers were introduced to 
Coleman heating equipment and appli 
ances in Charlotte recently by Ralph 
W. Carney, vice-president and sales 
manager of Coleman. Oliver Shaw, 
president of the Shaw Distributing Co 
of Charlotte, introduced Mr. Carney 
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OHIO 


[The General Electric Supply Corp.’s 
Akron branch has occupied its new 
building at 225 E. Mill St., according 
to N. M. Snyder, branch manager. 

Ohio Appliances, Inc., of Columbus 
has announced, through Vern Bice, 
general manager, the appointment of 





TOM MASON 


Tom Mason as manager of its Cincin- 
nati branch. The firm is an RCA dis- 
tributor. 

The appliance division of the Stand- 
ard Paper Co. 464 N. Park St., 
Columbus, has just moved into new 
quarters occupying over 18,000 sq. ft. 
of space. The firm handles small ap- 
pliances now, expects to take on major 
items, and is a division of the Capital 
Paper Co. of Indianapolis, Ind. 

3uckeye Appliance and Sports 
Equipment Co. has been organized to 
replace the former Buckeye Appliance 
Distributing Co., 922 Phillips Ave., 
Toledo, and is moving to a larger 
location at 1398 W. Bancroft St. The 
irm handles Bendix radios, among 
other lines. Officers are Carl F. Weis- 
senberger, president and J. Zapaleon, 
general manager. 


OREGON 


Bargelt Supply, Farnsworth dis- 
tributor for Oregon and southern 
Washington, had an elaborate display 
at the Portland Home Appliance Show 
held recently in the city’s Civic Audi- 
torium. 


PENNSYLVANIA 


The Anchor Distributing Co., which 
handles Crosley, Apex, Domestic, 
Schaefer and other pruducts, has 
added two new members to its sales 
force. The southern territory will be 
managed by Arthur Snyder, and W. H. 
Hepner will take over the northeastern 
territory. 

The J. A. Williams Co., Pittsburgh 
appliance wholesalers, have been 
named exclusive tri-state distributors 
of M-G-M records, to be manufac- 
tured by Loew’s, Inc. 


TENNESSEE 


Shobe, Inc., of Memphis has been 
appointed exclusive Mid-South dis- 
tributor for the following three lines: 
Presteline ranges, Camco table ranges 
and Combustioneer automatic coal 
stokers. 

A residence at 1860 Union, Mem- 
phis, has been taken over by A. M. 
Scruggs and remodeled into an elec- 
tric supply firm. 

Construction has begun on a new 
building for the Tafel Electric and 
Supply Co. at the corner of Sixth Ave. 
South, and Shirley St., Nashville. 
Paul Tafel is general manager of the 
company, and John Hensley is in 
charge of sales. 


TEXAS 


The Electrical Distributing Co. has 
been chartered in San Antonio with a 
capital stock of $45,000. Incorporators 
are Edwin S. Richardson, Kenneth E. 
Hillman and Glen C. Wasson. 








FROM FAR CORNERS: Distributors from Hawaii, the Philionines and Brazil re- 
cently visited the Gibson Refrigerator Co's. plant in Greenville, Mich., to study 
quality control, sales methods and service policies. Shown with J. L. Johnson, sales 
manager, left, are Stanley Davis of R. A. Howe & Co., Honolulu; Carl Vogelsang, 
Howe manager in Manila; Mrs. Joan C. Shimamura, Howe's home economist in 
Honolulu; and Abraham Kasinski, sales manager of B. Kasinski & Co., Sao Paulo, 
Brazil. 
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TONI LUNDE, Miss Wisconsin 1946, may not contribute much to the efficiency of 
the Jacobs Launderall, but she certainly sets it off well for the benefit of dealers 
of Clark Supply Co., Milwaukee distributors. Shown with her and the Launderall 
are Jess Kaiser, merchandise manager of Clark, Clyde Remmo, assistant sales man- 
ager of F. L. Jacobs Co., and L. J. Burch, a national service representative of Jacobs. 





The United Appliance Co., jobbers 
and wholesalers, have moved into their 
new building at 706 Crawford St., 
Houston. 

Horace W. McKim, new general 
manager of the W. W. Slaughter Co., 
presided at a sales and service meeting 
for approximately 75 West Texas 
dealers at Fort Worth recently. The 
meeting was addressed by J. W. Sti- 
gall, sales manager for the F. L. 
Jacobs Co., Detroit, and Earl Buck, 


a national service representative of 


the concern. 

The Slocum Co., organized a year 
ago by Joe H. and Hugh Slocum and 
located at 1100 Cadiz, Dallas, is get- 
ting a new home. The structure, situ 
ated at the corner of Elder and Lamar- 
McKinney Sts., will contain 10,000 sq. 
ft. of floor space. 

Wm. S. Lewis Co., Dallas distribu- 
tors for Norge parts, has taken a five- 
year lease on one of the stores at 
2208-14 Main St., as has the Fluores- 
cent Electric Supply Co 


VIRGINIA 


W. Cecil Carpenter has been named 
district sales representative for Louis 
O. Bowman, Inc., major appliance dis- 
tributors, in the Tidewater area. He 
will maintain headquarters in Norfolk. 

General Electric Supply Corp. has 
reopened its warehouse and office at 
515 Norfolk Ave., S. W., Roanoke 
The concern, closed through the war, 
is managed by H. E. Rothwell. 

Radio Supply Co., 3302 W. Broad 
St., Richmond, held its formal open- 
ing recently. The firm handles radio 
supplies and Zenith radionic products 

Russ Equipment Co. of Norfolk 
have been appointed distributors for 
Polar Freez cabinets, made by Schelm 
Bros., Inc. 


WEST VIRGINIA 


A one-day school was held at 
Charleston recently to enable service 
men of dealers to keep old appliances 
in good shape until new ones are more 
readily available. The school was in 
charge of J. W. Crouch, head of the 
major appliance department of the 
Bluefield Supply Co., Bluefield, as- 
sisted by a specialist from the Hot- 
point factory. 


WISCONSIN 
E. F. Anderson, president of Master 
Refrigeration Sales and Service Co., 


Milwaukee, has announced that to meet 





E. F. ANDERSON 


expansion demands, stockholders voted 
to create 1500 additional shares of 
n.p.v. stock, making a total common 
stock authorization of 2000 shares. 
Mr. Anderson also revealed plans for 
an extensive remodeling program for 
his firm, exclusive national sales agents 
for Masterfreeze home locker freezers 

The Milwaukee branch of the Gen- 
eral Electric Supply Corp. has com 
pleted a thorough remodeling program 
started six months ago. 

The Wisconsin Appliance Distribu- 
tors; Inc., has been formed in Milwau- 
kee to manufacture and distribute ap- 
pliances and allied lines. Incorporators 
are Gertrude M. Waskow, Bernard C 
Westfahl and Sydney N. Leshin. 500 
shares of stock have been authorized, 
at no par value. 


ALASKA 


Faced by a shipping strike resulting 
in a complete blackout of supplies 
from the States, Alaskan Radio Sup- 
ply, Inc., of Anchorage, garnered a 
3-ton load of supplies when W. E 
Geyser, president, N. J. Rauch, treas- 
urer and D. C. Langdon, vice-presi- 
dent, flew in and made a whirlwind 
shopping tour of Chicago. Not the 
least of the items was a supply of 
Hallicrafters radios. 
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OCTOBER 15, 1946 Victory did not end the paper 


Champion Auto Supply Co 21 shortage. Need for waste paper is 

Haines Mfg. Corp 17 as great as ever. 

Handees Co 16 

Inland Mfg., Division General Why? Because supplies must 
Motors Corp 1S still be shipped in paper to our 

Minnesota Appliance Parts Co 20 occupation forces and liberated 

Nutone, Inc. 7 countries. For the Pacific area 


Owens-Corning Fiberglas Corp. i double and 


wrapping to withstand long sea 


these take triple 


Parts, Services & Accessories 20 
voyages and tropical climates. 


Samson United Corp Fourth Cover 


Searchlight Section 20 

Sten Ceo., The . Meanwhile, demand for domes- 
Tele-Tone Corp Third Cover tic packaging paper comes from 
Tracy Mfg. Co 12, 13 scores of reconverted industries. 
Where to Buy 20 Jobs and shipments of new goods 
York Supply Co., The 21 depend on paper, the essential 
Zephyr Corp. 21 protection of almost everything 


made in our factories. 








Wuere To Buy 


! 
Parts, Services & | 


Accessories 
—_— before you bundle and turn it in. 


That’s why you should designate 
one place as your Salvage Corner. 


Collect all your waste paper there 








If you’re in doubt about how to 





WASHING MACHINE PARTS 


“For any and all makes” 
Most complete stock in N. W. 
Prompt Service 


Minnesota Appliance Parts Co. 


191 W. 7th St. St. Paul 2, Mina. 


get it packed up, call your local 
newspaper or Salvage Committee. 








EAGER CROWDS watch Ted Malone, radio commentator, cut the tape to open the 
new appliance department in Crowley, Milner & Co.'s department store, Detroit. 
Jay D. Runkle, general manager and vice-president, holds the ribbon, while Evan 
Leslie Ellis sales promotion and publicity manager, invites entrance with an outswept 
arm. It was the first time that "Between the Bookends” had been broadcast from a 
department store, but not, says Westinghouse, Mr. Malone's sponsor, the last. 
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SEARCHLIGHT SECTION 


(Classified Advertising) 
w" 
OPPORTUNITIES” 


SELLING : 
RAPLOYMENT : 


: MERCHANDISE 
: BUSINESS 











MANUFACTURERS 
Electrical Appliances 


Traffic-Table-Major 


An old established organization with National distribution wants lines 
of traffic and major appliances i. e., Toasters—Irons—Mixers—Broilers, 
etc.—Refrigeration (all phases) Laundry Equipment—Kitchen Cabinets 
Sinks—Ranges—Air Conditioning Units—Vacuum Cleaners—Radios 
Pianos—and so forth 


We have display rooms dnd warehouses up and down and across 
the country. We have competent salesmen who live and work in their 
respective territories and are well and favorably known to the trade 


Have approximately 20,000 active producing accounts in various 
fields, plus facilities to give manufacturer complete coverage and 
millions of dollars in volume quickly and permanently. 


Also can arrange adequate financing for manufacturer if necessary. 


If you want distribution nationally or in spots, as for instance New 
York, of a long enduring nature address reply for appointment. 


KA-969, | t i Mer andisir 








WANTED 


EXECUTIVE SALES MANAGER 


Michigan distributor handling nationally known lines of household appliances, steel 
kitchens, heating and air-conditioning equipment, has opening to offer an experienced 
man. A heating engineer with executive sales training preferred. State qualifications, 
availability and other pertinent information in first letter. 

P-970, Electrical Merchandising 


gan Ave Chicag 11, I 
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Lewis Appliance Buyer 
for Klode's Milwaukee 


The new radio and appliance buyer 
for Klode’s, Milwaukee, Wis., is Wen- 
dell Lewis, recently of the Navy. Mr. 
Lewis, who has had 16 years of ex- 
perience in the radio and appliance 
fields, is the first to hold the newly 
created position. 


Grand Stores Open 
Appliance Outlet 


Grand Stores, formerly the Grand 
Rapids Department Store, San Diego, 
Calif., have opened a separate electri- 
cal appliance shop in a building next 
door to the main store. The new out- 
let is under the management of 
William Haaf. 


Boise Store Gives 
Appliances Own Shop 


a. c. & 


store of Boise, 


Anderson department 
Idaho, has moved its 
plumbing department 
into a separate store on Bannock St. 
between 9th and 10th Sts. 


appliance and 


Cleveland Stores Plan 
Kitchens and Laundries- 


A recent survey has disclosed that 
all of Cleveland's large downtown de- 
partment stores and most of the 
electrical distributors plan to have 
operating electric kitchens and laun- 
dries as part of their merchandising 
facilities. The Higbee Co., Herald 
Square, recently completed the con- 
struction of four model kitchens and 
a model laundry in its fifth floor ap- 
pliance department, according to A. C. 
Berg, major appliance buyer. Other 
Euclid Ave. stores which will feature 


kitchens and laundries include the 


Sterling & Welch Co., the May Co., 
Halle Bros. Co., and William Taylor 
Son & Co. 


OCTOBER 15, 


Lion Store Launches 
Sixth Appliance Outlet 


The Lion Store, Toledo, Ohio. de- 
partment store, recently opened its 
sixth appliance store in that area. T] 
vew branch is located in the company’s 
warehouse at Superior and St. Clare 
streets. 


May-Stern Appoints Borgard 
and Leach Appliance Buyers 


Eugene A. Bordgard and Cleaude 
Leach, Jr., have been appointed buyers 
of major appliances for May-Stern & 
Co., Pittsburgh, it was announced r¢ 
cently by Sam Moss, merchandise man- 
ager. Mr. Borgard, former Phil 
representative in Pittsburgh and Ohio 
for 20 years, will buy refrigerators 
home freezers, air conditioners, radios 
and phonographs. Mr. Leach, who was 
formerly merchandise manager for the 
radio division of Bendix Aviation, wil 
purchase washers, ranges, vacuum 
cleaners, and heaters. Both men 
newly created positions. 


Ted Malone Opens New Crowley, 
Milner Appliance Department 


Ted Malone and his Westinghou 
radio program, “Between the Book- 
ends,” got Crolwey, Milner and Co 
new appliance department off to 
flying start at the opening staged 1 
cently at the Detroit department store. 
Following the broadcast, Mr. Malone 
and Jay D. Runkle, general manage! 
of the store, cut the tape around tl 
model kitchen, which, like the rest o! 
the department, was patterned after 
the “Westinghouse Plan Book.” At 
present about half of the appliance de- 
partment space of 16,000 square fe 
is in use. The department is locat 
on the street floor and features curved 
aisles and a yellow, blue and white 
color scheme. 
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TRACY 
WEEK 


During Tracy Week, as in 


every other week of the | 


year, we are distributors of 
the famous Tracy Stainless- 
Steel Sinks throughout Ken- 
tucky, Southern Ohio and 


Southern Indiana. We have | 


a complete line of all sizes | 


of Tracy sinks ready for im- 
mediate delivery. 


- THE 
YORK 
* SUPPLY CO. 


e@ 2624 Colerain Ave. 
e@ Cincinnati 14, Ohio 


FR Rs 
SE LED iy I OID 


Be ready when they 


ask about Zephyr 
ST 






Zephyr 
Portable Electric Heater 


Now national advertising, informative tags, 
Wlustrated circulars speed your sales. 
Premium price and profit, full value. 
EARLY DELIVERY. Contact ZEPHYR CORP., 
Distributors, Plainfield, New Jersey. 


THE MIDGET THAT 


Zephyr WORKS LIKE A GIANT 


(A Ceram-i-Cast Product) 








BUY 


all the U. S. Saving Bonds 
you can 
and 
all the U. S. Saving Bonds 
you buy 
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Alvin Dept. Store 
to Carry Appliances 


The Alvin Toy and Gift Shop of 
Toledo, Ohio, has changed its name to 
the Alvin Department Store and will, 
according to owner Alvin Gutowitz, 
carry a full line of major appliances 
and radios and will establish a radio 
service and parts department. 


G. Weiner Named to Manage 
Abramson's Appliance Branch 


Ramson Appliance, Inc., Flushing, 
N. Y., a branch of Abramson’s depart- 
ment store in the same city, has a new 
manager in Gus Weiner, former man- 
ager of the Abraham and Straus 
Jamaica store for 12 years. His duties 
will include all buying. 


Building Rules Stop Meier 
and Frank Remodeling 


CPA building restrictions put a stop 
to the remodeling of the appliance 
department of the Meier & Frank de- 
partment store, Portland, Ore., but 
the firm has nevertheless continued 
the brightening up process by painting, 
installing fluorescent lighting, and 
creating movable screen backdrops for 
major appliances. More extensive 
alterations will be made at a later 
date. 





Correction 


In the September 1 issue of 
ELECTRICAL MERCHANDISING it was 
erroneously reported that Walter 
Bressert had been appointed appli- 
ance manager in Marshall Field & 
Co’s. main Chicago store. Mr. 
Bressert was named manager of 
the electrical appliance, record and 
radio department of the company’s 
suburban store in Evanston 














CLEANLY IS THE QUEEN: When the 
F. L. Jacobs Co. sponsored Miss America 
1946 by contributing, with three other 
firms, $25,000 to the fund from which 
prize moneys were drawn they won the 
right to pose Miss Marilyn Buferd, the 
new title-holder, for pictures like this one 
showing her using the new Launderall 
washer. 
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—It's your invitation to become associ- 
ated with Michigan's most modern motor- 
ists’ department store—naturally our busi- 
ness is going to be judged by the company 
we keep and with this in mind we're going 
to be particular about our associates and 
environments. 


To come right to the point—we’'re adding 
a new section to our already fully-equip- 
ped motorists’ department store—an out- 
standing APPLIANCE DEPARTMENT that 
will easily compare with many of Michi- 
gan‘s major appliance stores! 


All you manufacturers of the better grade 
major and traffic appliances will want to be 
represented in our new department— 
accept our invitation to fill the “vacant 
seat’ next to our already outstanding de- 
partments—write, wire, phone or person- 
ally contact us at once—we're ready to do 
big things! 


Michigan's most modern 
motorists’ dept. store 





833 N. Saginaw St. 


MICHIGAN 


FLINT, 
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HAVE YOU HEARD... 


GREIG PIECEMEAL DOLLAR-A-YEAR 
\ by lames S. Knowlson, president of 
e Elect tic Manufacturing Corp Stewart-Warner Corp., worked hard 
ly vince listeners of the su for the War Production Board and not 
perior t of its new Coluraton x the dollar a year which was his 
onos a record. John salary Payment of a higher kind 
lea sit his pr t down in vas recently conferred upon him, how- 
a nice olt y Chair, start t record ver, with the award of the Medal for 
ind tip-toe away, leaving the record Merit. highest armed forces decoration 
to do the rest. The customer hears the for civilians. Secretary of War Pat- 
ening bars of Grieg’s Piano Con terson cited him for “exceptionally 
I tly played and, according meritorious conduct in the perform- 
I t atic, brilliantly reproduced. ance of outstanding services to the 
\iter the ope s, the smooth voice of United States and to the War Produc- 
Andre Ba ! veteran CBS an tion Board (he) brought his 
Ince des thre igh the music to engineering and vast business experi- 
int at the plano 1s the most ence to aid in carrying out the greatest 
Hn ilt trument to reproduce He program of production in the history 
nakes various suggestions, such as of mankind ” 
istening to the high notes or to the 





bass In each case, the pianist tollows 


RADIOS, PLEASE 


Colonel Harry C. Wilder, president 
of WSYR-FM of Syracuse, would 
quite naturally like to have people 
listen to his radio programs. But with- 
out radios, they can’t listen. So Mr. 
Wilder has offered to buy 5,000 FM 
sets himself for distribution to re- 
tailers and hopes to collect 10,000 in 
all before the end of the year. About 
his action the colonel said, “. .. a 
logical solution.” 


CITY LIGHTS 


What may be a reversal of the oit- 
1oted trend to depend on the govern- 
ment for all the material comforts of 
life is the recent action of a group 

citizens in Phoenix, Arizona. 
lroubled by a rising crime and acci- 
lent wave they pooled their brains 
and their money and presented a new 
street lighting system to the municipal 
authorities. 


WIFE VALUE 


George A. Ponds, professor of agri- 
ultural economics at the University of 
Minnesota, estimates that a farmer’s 
vife is worth $69,000—if she’s a good 
vife, of course Mr. Pond stumbled 

this information while conduct- 

« a survey to determine how much 
farmers’ wives helped in the running of 
the farm. Those whose wives cooper- 
ated made an average of $2,760 a year 
more than those whose wives did not. 
\n investment that would return 
$2,760 at four percent would amount to 
$69,000. So that, says Mr. Pond, is 
vhat a farmer’s wife is worth 


TRAY TIME 


The Hollywood Shake Shop, which 
is not in Hollywood but in Portland, 
Ore., now sells ice cream to drive-in 
customers by weight instead of volume 

and the customer brings his own 
tray \ccording to the American 
Dairy Association, customers take 
trays from their refrigerators to the 
shop, have them filled with ice cream 
and scoot for home to put it away until 
needed Two-thirds of the store’s 
ice cream sales are now carry-out, thus 
affording a saving of time and expense 
for both customers and clerks. 





vith a passage to illustrate the point 
all is finished the customer has 
enjoyed Grieg and learned some 
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about the Coluratone. However, 
cant help picturing the dealer's 















iace if the record got on the wrong 
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Gs 
APPRECIATION 3 2 7 oO 
< 

[he American Standards Associa- Z — - 

ion recently presented a certificate to 
Louis Kahn, assistant chief engineer 

§ the Aerovox Corp., in appreciation 

f his work in developing standards for 

Army al Navy equipment and pro- 

lure 
BULBER 

The Army recruiting office in De- 
troit, Mich., recently displayed part of 


one of the world’s largest collection of 
electric light bulbs. Owned by Charles 
B. Sero, the collection includes some 
15,000 bulbs of all vintages, shapes, 
sizes, and stories. One electrocuted a 
cow which, with her feet in the water 
tried to eat it. Another fell 285 feet 
from a dynamited building and didn’t 
break. Mr. Sero, who wants to add 
to his collection, lives at 2740 Blaine 
St., Detroit 
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“WOULDN'T IT HAVE BEEN SUFFICIENT TO CONNECT JUST ONE FOR ATTRACTING 
ATTENTION TO THEM?" 


OCTOBER 15, 1946—ELECTRICAL MERCHANDISING 





WANTED... 


MEN WHO BELIEVE THEY 
CAN SELL APPLIANCES 


ire you looking for an opportunity with a 
Future right here im Milwaukee? One of 


the Largest Dealers in the Umited State 
NEEDS MEN with Good Character 
Aggressiveness and a desire to Make Money 





DONT HEMTATE TO COME IN AND TALA IT OVER 


Apply 
HOTEL SCHROEDER .. . ROOM 905 


wowba’ & Tveiear WAM were ot tet 





SHADOW OF THE FUTURE? No tyros 
in the merchandising game, Sears, Roe- 
buck & Co., recently planted this full 
page advertisement in the Milwaukee 
Sentinel. D. H. Ingalls, appliance sales 
manager in one of Sears’ Milwaukee 
stores, said that over 250 men applied 
for the jobs. The company, which has 
four stores in the area, is letting no grass 
grow in its preparation for the day when 
appliances will have to be sold—and 
sold and sold. 





COMMISSIONER 


Proof that appliance shortages have 
not yet made all appliance dealers un- 
popular may be found in the recent 
election of Lloyd Bell, president of 
Felder-Bell, Inc., West Palm Beach, 
Fla., as a city commissioner. Mr. Bell 
was selected by the other members of 
the commission swiftly and without de- 
bate, despite some opposition from two 
women’s organizations which were 
stumping for a female representative. 
Mr. Bell started in business with the 
Florida Power & Light Co. and in 
1935 he organized his appliance firm 
He is president of the Electrical Deal- 
ers Association of West Palm Beach 
and a director of the Chamber of Com- 
merce. When the opposing candidate 
for the commission said, “I think it’s 
perfectly awful that Mr. Bell would 
even accept it under the circumstances,” 
she was perhaps referring to those cir- 
cumstances that are keeping appliances 
from reaching the hands of house- 
wives 


PROMOTION UNLIMITED 


F. L. Jacobs Co., maker of Laun- 
derall, was one of four companies to 
sponsor Miss America 1946 by con- 
tributing a total of $25,000 to the 
prizes awarded the winners. In re- 
turn for their contributions the firms 
received promotional tie-ins with the 
Atlantic City Pageant. Edward A. 
\sh, director of the company’s ap- 
pliance division, was a guest of honor 
when Miss Marilyn Buferd was 
selected to wear the crown. Said Mr. 
Ash, “The promotional possibilities 

. are almost limitless.” 


GIMBEL'S COME-ON 


Gimbel’s, Milwaukee department 
store, wanted lots of people to attend 
its September home appliance show 
and expose themselves to talks and 
films. But did Gimbel’s offer to give 
away free door prizes or to make the 
umpteenth visitor a movie star? Gim- 
bel’s did not. Gimbel’s told ’em to 
“bring in a few pieces ef your soiled 
laundry and wash, dry and iren them 
right here in our department under the 
supervision of trained factory experts.” 
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THE WHOLE TRADE’S TALKING ABOUT 


DALES 


“Mightiest Atom” of the Airways! 








—— nines At Ns atm al 


‘ 


«So small in size— 
yet so BIG in performance, 
tone quality, value! 


AT LAST—a powerhilt, diminutive, superbly styled 
plastic table model radio that bas everything 


bigger sets bave! Powerful superheterodyne, 
(AC-DC). Has TELE-TONE’S new velveted 


drive for smoother tuning. Combination aluminum nickel 
magnet on permanent magnet speaker, slide-rule dial, automatic volume 
control, maximum power output. Covers entire new F.C.C. broadcast 
band. Priced to retail at $17.95, and available for prompt delivery. 


TELE-TONE RADIO CORPORATION, 609 West 51st St., New York 19 





America's Leading Small Radio Specialists 











SAMSON ELECTRICAL APPLIANCES 


hewhexed ts Self 


ATTRACTIONS THAT SPALL PROFITS 


TO PRODUCTS OF DISTINCTION at 
popular prices, Samson has added 
another “buy” appea!... “SHOW- 
BOXING” that means extra sales and 
profits for the dealer. 

Consider the famous Samson Heat- 
ing Pad. Not only is it available in a 
wide range of styles and colors, but 
each pad is cellophane-wrapped and 
smartly packed in a compact SHOW- 
BOX that is a complete merchandising 
display in itself. 


“4 


SAFE-T CIRCUIT HEATING PADS 


For example, Samson Heating Pads 
can be displayed singly or in groups 

. spotted about a store or concen- 
trated to form the nucleus of a “‘health”’ 
department. Yet wherever they are, on 
counters or in show windows, they’re 
a feature attraction! That's because, 
opened or closed, the Samson Heat- 
ing Pad SHOWBOX is an eye-catcher 
that stops the shopper .. . that pictures 
and describes the product... that sells 
as it telis! 





SAMSON UNITED CORPORATION, ROCHESTER 10, N.Y. 


Samson United of Canada, Limited, Toronto 


PR. 194 














